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INCOME EFFECTS ON THE CHALLENGES OF BUYING ORGANIC PRODUCTS: A CONSUMER PERSPECTIVE


ABSTRACT
This study investigates how household income influences the challenges consumers face when purchasing organic products in Chittoor district, Andhra Pradesh, India. Using a descriptive and analytical design, data were collected from 400 respondents across the revenue divisions of Chittoor, Palamaner, Kuppam, and Nagari through a structured questionnaire. The analysis employed descriptive statistics, one-way ANOVA, and chi-square tests to assess income-related differences in key barriers such as price, product availability, cultural beliefs, and promotional awareness. Results reveal that income is a significant determinant of purchasing challenges. Middle-income households (₹20,001–₹40,000) reported the highest difficulties, particularly regarding affordability and limited availability, while higher-income groups (above ₹50,000) experienced fewer obstacles. High cost (mean = 3.42) and lack of promotional information (mean = 3.35) emerged as the most pressing barriers. Cultural beliefs and peer influence also contributed to consumer hesitancy, especially among lower-income segments. The findings suggest the need for income-sensitive strategies such as targeted price incentives, community-based awareness programs, and improved distribution networks. Policymakers, marketers, and local producers can use these insights to enhance accessibility, affordability, and awareness of organic products, thereby fostering sustainable consumption in semi-urban and rural markets.
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1. INTRODUCTION
1.1 Background
Organic products have gained strong attention worldwide due to rising health concerns, food safety issues, and the need for sustainable agricultural practices. India has seen a steady increase in demand for organic products over the last decade, with consumers becoming more aware of the harmful effects of chemical inputs and the benefits of naturally grown food and other organic goods (Ahuja & Kaushik, 2020). While the national market shows consistent growth, the consumption of organic products is still shaped by regional differences in income, culture, and supply conditions (Chakrabarti, 2010).
1.2 Organic Consumption in India
The Indian organic market has been growing at a compound annual growth rate of over 20 percent, supported by government policies and private initiatives (APEDA, 2023). However, purchasing organic products remains challenging for many households because of higher prices, limited distribution channels, and varying consumer perceptions. Studies show that socio-economic factors, particularly household income, strongly influence consumers’ willingness to buy organic goods (Kushwah et al., 2019).
1.3 Income and Consumer Behaviour
Income is a key determinant of consumer decision-making, especially when products are priced higher than conventional alternatives. Research in emerging markets indicates that families with moderate or lower incomes often face affordability barriers when choosing organic items, even when they are aware of their health and environmental benefits (Paul & Rana, 2012). Price sensitivity, limited availability, and cultural norms can restrict adoption, making income an essential factor to examine in regional studies.
1.4 Research Gap
Although many studies have examined organic product consumption in India, most focus on metropolitan cities or specific product categories such as food. Limited research exists on how income affects the challenges of buying organic products in smaller districts where rural and semi-urban populations form a significant part of the consumer base. Understanding these dynamics is important for creating targeted interventions to improve accessibility and affordability.
1.5 Study Area and Rationale
This study focuses on Chittoor district of Andhra Pradesh, India, which consists of four revenue divisions: Chittoor, Palamaner, Kuppam, and Nagari. The district is known for its mix of urban, semi-urban, and rural communities and is a key agricultural and trading hub in southern India. This diversity provides an ideal setting to investigate how household income influences the challenges consumers face in buying organic products. Examining the relationship between income levels and barriers such as price, availability, cultural beliefs, and awareness can help policymakers, producers, and retailers develop income-sensitive strategies to promote organic consumption.
1.6 Problem Statement
While prior studies have documented the general obstacles to organic product adoption, few have specifically investigated how household income moderates these barriers in a regional Indian context. Price sensitivity, lack of certified outlets, and limited awareness are frequently cited obstacles (Aditi & Ganguly, 2020), but the degree to which income amplifies or reduces these challenges remains unclear.

1.7 Objectives of the Study
This study aims to:
i. Identify the key challenges consumers face when purchasing organic products in Chittoor district;
ii. Examine the moderating effect of consumer income on these challenges, particularly in relation to price sensitivity, product availability, and trust in certification.
1.8 Research Questions and Hypothesis
RQ1: Income significantly influence the challenges encountered in buying organic products?
Based on the literature, the following hypothesis is proposed:
H1: Higher income levels significantly reduce the perceived impact of price-related challenges in purchasing organic products.
1.9 Significance of Study
This research contributes to both academic and practical domains. Theoretically, it extends consumer behavior literature by highlighting income as a moderating factor in sustainable product adoption. Practically, the findings can inform marketers, local retailers, and policymakers in Andhra Pradesh to develop targeted promotional strategies, pricing models, and supply-chain improvements that accommodate diverse income groups.
2. LITERATURE REVIEW
The literature on organic product consumption highlights a complex set of factors influencing consumer behavior. This review organizes existing work into three key areas: consumer adoption of organic products, the role of income in shaping purchasing decisions, and research gaps relevant to the Chittoor district context.
2.1 Consumer Adoption of Organic Products
Studies consistently show that consumers are motivated to purchase organic goods due to perceived health benefits, environmental responsibility, and concerns about chemical residues (Suh et al., 2022). In India, awareness of these benefits is growing, yet practical barriers—such as limited availability, high prices, and doubts about product authenticity often deter consistent purchasing (Chandra & Sinha, 2021). Gupta and Ogale (2020) observed that even when consumers express positive attitudes toward organic products, actual buying behavior remains constrained by supply-side issues like inadequate distribution channels and the absence of reliable certification mechanisms. These findings underline the importance of understanding not only consumer attitudes but also the tangible challenges encountered during the buying process.
2.2 Income and Consumer Purchasing Behavior
Income is a fundamental determinant of consumer choice, influencing both affordability and perceptions of value. Higher-income households are generally more willing to pay a premium for products aligned with their health and lifestyle preferences (Kushwah et al., 2019). Research across emerging economies indicates that consumers with greater disposable income are less sensitive to the higher prices of organic goods and more likely to experiment with sustainable products (Aditi & Ganguly, 2020). Conversely, lower-income groups often view organic products as luxury items, restricting their purchase to occasional use or avoiding them entirely (Khan et al., 2021). This income-driven disparity highlights the need to examine income as a moderating variable when assessing the challenges of purchasing organic products.


2.3 Regional Studies and the Indian Context
Within India, several state-level investigations reveal both opportunities and constraints in expanding the organic market. For example, research in southern India demonstrates rising consumer interest but points to infrastructure gaps that limit consistent supply (Sharma & Rao, 2020). Andhra Pradesh, recognized for its agricultural diversity, has initiated programs to promote organic farming; however, consumer-side adoption studies remain sparse, especially at the district level. The Chittoor district, with its mix of urban and rural consumers and varying income brackets, offers a meaningful setting to explore how economic status influences the perceived challenges of buying organic goods.
2.4 Research Gap
While global and national studies acknowledge price sensitivity and supply issues, relatively few have explored how income moderates these challenges in a specific Indian district. Existing work often treats income as a demographic descriptor rather than an interactive variable affecting consumer perceptions (Kushwah et al., 2019). Addressing this gap will provide insights for policymakers and retailers to design targeted strategies such as tiered pricing, localized supply chains, or awareness campaigns that accommodate diverse income segments in regions like Chittoor.
3. RESEARCH METHODOLOGY
3.1 Research Design
The study followed a descriptive and analytical design to examine the effect of household income on the challenges of buying organic products. This design was chosen to describe current consumer behaviour and to analyze the relationship between income levels and the barriers to organic product purchases.
3.2 Study Area
The research was carried out in Chittoor district of Andhra Pradesh, India. Chittoor is an agriculturally important district comprising four revenue divisions - Chittoor, Palamaner, Kuppam and Nagari. The area provides a balanced mix of rural, semi-urban, and urban settings, allowing the study to capture diverse consumer perspectives on organic product consumption.
3.3 Target Population and Sampling
The target population included consumers who were aware of or had purchased organic products at least once. A sample of 400 respondents was drawn using stratified random sampling to ensure representation from all four revenue divisions and from rural, semi-urban, and urban areas. Stratification helped in balancing the sample across different income groups and residential categories.
3.4 Variables of the Study
· Independent Variable: Monthly household income.
· Dependent Variables: Challenges in buying organic products, such as high cost, limited availability, cultural influences, lack of awareness, and social norms.
· Control Variables: Age, gender, education level, and area of residence.
3.5 Statistical Tools
Data were analyzed using SPSS 26.0. Descriptive statistics summarized demographic characteristics. One-way ANOVA tested differences in challenges across income groups, and chi-square tests examined associations between income levels and categorical variables. Post-hoc analysis (Tukey HSD) was used when ANOVA indicated significant differences.
4. RESULTS AND DISCUSSION
This section presents the analysis of data collected from 400 respondents across the four revenue divisions of Chittoor, Palamaner, Kuppam, and Nagari in Chittoor district, Andhra Pradesh. The results highlight the demographic profile of the respondents, income distribution, and the effect of income on the challenges of buying organic products.
4.1 Demographic Profile of Respondents
The demographic characteristics of the respondents are summarized in Table 1. The study included 57 % male and 43 % female participants, reflecting the district’s balanced gender distribution. Age groups ranged from 20 to 60 years, with the majority (48 %) between 30 and 45 years. Educational qualifications varied, with 52 % holding graduate or postgraduate degrees.
Table 1. Demographic Characteristics of Respondents
	Characteristic
	Category
	Frequency
	Percentage

	Gender
	Male
	228
	57.0

	
	Female
	172
	43.0

	Age
	20–29
	92
	23.0

	
	30–45
	192
	48.0

	
	46–60
	116
	29.0

	Education
	School Level
	98
	24.5

	
	Graduate
	166
	41.5

	
	Postgraduate & Above
	136
	34.0

	Area of Residence
	Rural
	152
	38.0

	
	Semi-Urban
	132
	33.0

	
	Urban
	116
	29.0


   Source: Primary Data

4.2 Distribution by Revenue Division
The sample was drawn proportionately from the four revenue divisions to ensure wide representation. Table 2 shows that the highest number of respondents were from Chittoor (28 %), followed by Palamaner (26 %), Kuppam (24 %), and Nagari (22 %).
Table 2. Respondents by Revenue Division
	Revenue Division
	Frequency
	Percentage

	Chittoor
	112
	28.0

	Palamaner
	104
	26.0

	Kuppam
	96
	24.0

	Nagari
	88
	22.0


Source: Primary Data
4.3 Household Income Levels
Monthly household income was grouped into five categories. Table 3 indicates that 33.0 % of respondents reported an income between ₹30,001 and ₹40,000, while 28.5 % earned between ₹20,001 and ₹30,000. Only 10.0 % reported an income of more than ₹50,000.
Table 3. Monthly Household Income of Respondents
	Monthly Income (₹)
	Frequency
	Percentage

	₹10,000 – ₹20,000
	41
	10.2

	₹20,001 – ₹30,000
	114
	28.5

	₹30,001 – ₹40,000
	132
	33.0

	₹40,001 – ₹50,000
	73
	18.3

	Above ₹50,000
	40
	10.0


          Source: Primary Data


4.4 Challenges in Buying Organic Products
Respondents were asked to rate key challenges such as high price, limited availability, cultural beliefs, and lack of promotional information. Table 4 summarizes the overall mean scores (five-point scale, 1 = strongly disagree to 5 = strongly agree).
Table 4. Mean Scores of Challenges in Buying Organic Products
	Challenge Item
	Mean
	SD

	High cost of organic products
	3.42
	0.78

	Limited availability in local stores
	3.25
	0.81

	Cultural beliefs affecting willingness to pay
	3.18
	0.74

	Lack of promotional activities and information
	3.35
	0.79

	Influence of peers and family perceptions
	3.28
	0.76



The results show that high cost and lack of promotional activities are the most pressing barriers for consumers.
4.5 Income-wise Differences in Challenges
A one-way ANOVA was conducted to test differences in perceived challenges across income groups. The results in Table 5 reveal statistically significant differences (p < 0.001) for all major challenge items. Respondents with monthly income above ₹50,000 reported lower concern about affordability and higher confidence in purchasing organic products. Conversely, those earning ₹20,001–₹40,000 consistently expressed greater difficulty in affording and accessing organic goods.



Table 5. ANOVA Results: Income and Key Challenges
	Challenge Item
	F-value
	p-value

	High cost of organic products
	28.4
	<0.001

	Limited availability in local stores
	22.7
	<0.001

	Cultural beliefs affecting willingness to pay
	31.6
	<0.001

	Lack of promotional activities and information
	24.9
	<0.001

	Influence of peers and family perceptions
	29.3
	<0.001



Post-hoc comparisons (Tukey HSD) indicated that the ₹20,001–₹30,000 and ₹30,001–₹40,000 income groups faced significantly more challenges than the above ₹50,000 group for all items (p < 0.05).
The findings clearly show that income strongly influences the challenges faced in buying organic products. Higher-income households are better able to absorb the premium prices and have greater access to information, while middle-income groups experience the highest affordability and availability constraints. Cultural beliefs also play a role, with lower-income groups expressing more hesitation in spending extra on organic items despite understanding their health benefits.
These results underscore the need for income-sensitive strategies such as targeted price incentives, community-based awareness programs, and improved distribution networks, especially in Palamaner, Kuppam, and Nagari, where semi-urban and rural populations dominate. Addressing these barriers could enhance market penetration and promote sustainable consumption across all income segments in Chittoor district.
5. FINDINGS
The study of 400 respondents across the revenue divisions of Chittoor, Palamaner, Kuppam, and Nagari revealed several important observations:
· Most respondents were male (57 %) and in the 30–45-year age group (48 %). A majority of households earned between ₹20,001 and ₹40,000, indicating a strong middle-income representation.
· High cost, limited availability, and lack of promotional information emerged as the top three challenges (mean scores 3.42, 3.25, and 3.35 respectively on a five-point scale).
· One-way ANOVA results confirmed that income has a significant impact on all major challenges (p < 0.001). Middle-income groups (₹20,001–₹40,000) experienced the greatest affordability constraints, while the above ₹50,000 group showed the least concern about price and availability.
· Cultural beliefs and peer/family influence also affected purchasing decisions, especially among lower- and middle-income respondents.
These findings establish that income is a key determinant of consumer difficulties in purchasing organic products in the district.
6. IMPLICATIONS
The results have clear implications for policymakers, marketers, and supply chain stakeholders:
· Government agencies can consider price-support programs or targeted subsidies for low- and middle-income households to make organic products more affordable.
· Retailers and producer cooperatives should expand distribution networks to semi-urban and rural areas of Palamaner, Kuppam, and Nagari, where availability is limited.
· Health and environmental benefits of organic products should be promoted through community-based campaigns, social media, and local farmer markets to reduce cultural hesitancy and improve consumer knowledge.
· Local farmers can collaborate to create direct-to-consumer supply models, reducing costs and improving access for price-sensitive consumers.
7. CONCLUSION
This study confirms that household income plays a decisive role in the challenge’s consumers face when purchasing organic products in Chittoor district. Middle-income households between ₹20,001 and ₹40,000 are most affected by high prices and limited availability, while higher-income groups face fewer obstacles.
Addressing these disparities requires income-sensitive strategies that combine policy support, market expansion, and targeted awareness campaigns. Such efforts can reduce affordability barriers, improve supply chain efficiency, and ultimately encourage wider adoption of organic products across all income groups.
8. LIMITATIONS
While the study provides valuable insights, it has some limitations:
i. The research is limited to a single district in Andhra Pradesh. Results may not be directly generalizable to other regions with different socio-economic conditions.
ii. The survey captures consumer attitudes at one point in time and may not reflect changes in income or perceptions over time.
iii. Reliance on self-reported income and perceptions may introduce recall or social-desirability bias.
Future research should consider larger geographic areas and adopt longitudinal designs to capture evolving consumer behaviour.
9. RECOMMENDATIONS FOR FUTURE RESEARCH
· Conduct comparative studies across multiple districts or states to examine regional differences in income effects on organic product adoption.
· Explore longitudinal changes in consumer behaviour as income levels and market conditions evolve.
· Integrate qualitative methods, such as focus groups, to gain deeper insights into cultural and social influences on organic consumption.
· Assess the role of digital marketing and e-commerce platforms in improving the availability of organic products to lower-income households.
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