


CONSUMER ATTITUDES AND DETERMINANTS OF ORGANIC FOOD PURCHASING BEHAVIOR: EVIDENCE FROM ANDHRA PRADESH, INDIA

Abstract
The increasing awareness of the health and environmental benefits of organic food products has led to a growing demand for these products worldwide. This study examines consumer attitudes toward purchasing organic food products in Andhra Pradesh, India, by analyzing key factors influencing buying behavior, barriers to adoption, and overall consumer perceptions. A survey of 300 respondents was conducted to assess demographic characteristics, income levels, education, and awareness of organic foods. The data was analyzed using descriptive statistics , step-down regression and correlation analysis. The findings reveal that majority of consumers (89.33%) were young adults aged 18-33 years, predominantly male (71.67%), and highly educated, with 91.67% having completed graduation or higher studies. Despite 52.67% of respondents belonging to lower-income (below Rs.50,000), there was strong positive sentiment towards organic food products, with 97% of respondents believing organic foods to be healthier than conventional alternatives.
The study found that taste (85% agreed), quality (88% agreed), and hygiene (88% agreed) were key factors driving organic food purchases. While consumers showed high awareness and positive attitudes towards organic products, availability and accessibility remained significant challenges, with 88.33% of respondents reporting limited market availability. The research also identified interesting purchasing patterns, with most respondents preferring weekly (63.66%) or monthly (63.33%) purchases, primarily from supermarkets and malls (83.66%). Price sensitivity emerged as a notable factor, with 46.33% of respondents acknowledging that organic products are more expensive than conventional alternatives. A step-down regression revealed that income were significantly associated with consumer attitudes. Correlation analysis revealed that positive and significant relationship between age, Gender, annual income and Occupation at 0.05 and 0.01 levels of probability respectively.
The findings highlight the growing acceptance of organic food products among educated, urban consumers in Andhra Pradesh, while also identifying key barriers such as availability and price. The study's insights can help policymakers, marketers, and organic food producers develop targeted strategies to promote organic food consumption in regions.
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Introduction
The global organic food market has experienced significant growth in recent years, driven by increasing consumer awareness about health, environmental sustainability, and food safety concerns (Rana & Paul, 2017; Wojciechowska-Solis et al., 2025; Singh et al., 2025). India, with its rich agricultural heritage and growing middle class, has emerged as a key player in this market, with organic food consumption on the rise across various states (Mishra & Sharma, 2018; Rahman et al., 2024; Madureira et al., 2025). Andhra Pradesh, known for its agricultural prominence, presents an intriguing case study for understanding consumer attitudes towards organic food products in a rapidly developing regional context.
Organic food products, defined as those grown without the use of synthetic pesticides, chemical fertilizers, or genetically modified organisms, have gained popularity due to their perceived benefits in terms of health, taste, and environmental impact (Hughner et al., 2007; Oliveira et al., 2024; Gupta et al., 2025). However, the adoption of organic food consumption is influenced by a complex interplay of factors, including consumer knowledge, attitudes, perceptions, and socio-economic variables (Yadav & Pathak, 2016; Kalyani & Prabhavathi, 2023).
This study aims to investigate consumer attitudes towards buying organic food products in Andhra Pradesh state. By examining the factors that influence purchasing decisions, barriers to adoption, and the overall perception of organic foods among consumers, this research seeks to provide valuable insights for policymakers, marketers, and organic food producers in the region.
The objectives of this study include:
1. To study the profile characteristics of the respondents.
2. To assess the consumer awareness, motives to buy, buying organic food products, their frequency, and the factors influencing their buying behavior.
3. To understand the purchasing behavior of consumers towards organic food products.
By focusing on Andhra Pradesh, this study contributes to the growing body of literature on organic food consumption in India, while also providing localized insights that can inform targeted strategies for promoting organic food adoption in the state. The findings of this research have implications for organic farmers, food retailers, marketing professionals, and policymakers involved in the organic food sector in Andhra Pradesh and similar regions.
Material and Methods
This study utilized a survey research design to analyze consumer attitudes toward purchasing organic food products in Andhra Pradesh, India. A total of 300 respondents were chosen using a random sampling technique to ensure diverse representation. Primary data was gathered through a structured questionnaire that included both closed-ended and Likert scale questions with 5-point continuum scale i.e., Strongly Agree, Agree, Neutral, Disagree and Strongly Disagree respectively which is used to assess awareness, preferences, and purchasing behaviors. The secondary data was collected from various research papers and journals.The data was analyzed using Descriptive statistics, step-down Regression, and the correlation coefficient.
Analysis Tools Employed
1. Step down regression
	Step   down   regression   was   used   to   find   out   remarkably   contributing independent variables to the dependent variables. The step wise regression analysis was taken  up  to  finally  select  the minimum number  of variables necessary to  account  for almost as  much  of  the  variance  as  it  is  accounted by  the  total  set  of  independent variables. The increase in R2 was tested for its significance at each step and stopped at step where the further increase in R2 was not significant.  
2. Correlation 
Correlation was used to find out the extent of the relationship between the scores of independent variables, each of profile variables and the scores of dependent  variables.
 [image: ]
r = coefficient of correlation between x and y
 Σx = sum of independent variable x
 Σy = sum of dependent variable y 
Σx2= sum of squares of x variable 
Σy2= sum of squares of y variable 
n= size of the sample. 
The computed r values were then compared with the tabulated values at 1 and 5 percent levels of significance.
Results and discussion
Table.1. Profile Characteristics of Respondents
	n=300

	S. No
	Variables
	F
	%

	Age

	1.
	18-33 Years
	268
	89.33%

	2.
	34-48 Years
	27
	9.00%

	3.
	49-65 Years
	5
	1.67%

	Gender

	1.
	Male
	215
	71.67%

	2.
	Female
	85
	28.33%

	Income level

	1.
	 Low (Below Rs.50,000)
	158
	52.67%

	2.
	Medium (Rs.51,000-1,01,000)
	56
	18.66%

	3.
	High (Above Rs.1,01,000)
	86
	28.67%

	Educational Qualifications

	1.
	Illiterate
	0
	0.00%

	2.
	Primary education
	0
	0.00%

	3.
	Middle School
	2
	0.66%

	4.
	High school
	3
	1.00%

	5.
	Intermediate
	20
	6.67%

	6.
	Graduation & Above
	275
	91.67%

	Occupation

	1.
	Housewife 
	22
	7.33%

	2.
	Labour
	48
	16.00%

	3.
	Subsidiary
	108
	36.00%

	4.
	Farming/Agriculture
	37
	12.33%

	5.
	Labour+ Subsidary
	10
	3.33%

	6.
	Labour+ Agriculture
	14
	4.67%

	7.
	Subsidary+ Agriculture
	22
	7.33%

	8.
	Labour+ Subsidary+ Agriculture
	39
	13.00%



 	Majority (89.33%) of the respondents were in the age group of 18-33 years followed by 9 per cent were in the age group of 34-48 years and a negligible per cent were in the age group of 49-65 years. The reason might be that people between 18 and 33 years old are more inclined to acquire new information and become responsible for disseminating information about organic food products (OFP)
Three-fourths of the respondents (71.67%) were male followed by 28.33 per cent were female. The reason might be that people prefer to buy organic products due to health issues and majority are male-dominant at their households.
More than half (52.67%) of the respondents income level had a low-income level followed by high (28.67%) and medium (18.66%) levels of income. The reason might be due to fact that survey targeted a population with limited financial resources, such as students, entry-level employees, or individuals from low-income households.
The results indicated that a significant number of respondents (91.67%) had completed high school (1.00%), followed by intermediate (6.67%) and matriculation (91.67%). The reason may be that in this new era, a minimum level of qualification is necessary to access any information or to know the information related to the profession.
From table 1. it is evident that 36% of the respondents had a subsidiary, followed by labor (16%), labor+subsidiary+agriculture (13%), and farming/agriculture (12.33%). A similar percentage of respondents (7.33%) were in the Housewife and Subsidiary plus Agriculture category. Furthermore, a negligible percentage of respondents are employed in the agricultural and dairy sectors, accounting for 4.67% and 3.33%, respectively. 

Table.2. Distribution of Respondents according to their assessed consumer awareness, motives to buy, buying organic food products their frequency, and the factors influencing their buying behavior
	n=300

	S. No
	Items
	SA
	A
	N
	D
	SD

	1.
	I believe that organic food products are healthier than conventional food (+)
	209 (69.7%)
	83 (27.66%)
	5 (1.66%)
	2 
(0.66%)
	1 (0.33%)

	2.
	I feel that organic food product is good in taste (+)
	182 (60.66%)
	75 
(25%)
	42 (14%)
	1 
(0.33%)
	0 
(0%)

	3.
	I agree that organic food products do not contain any preservatives like added chemicals/colors'/flavors /early ripening (+) 
	192 (64%)
	73 (24.33%)
	32 (10.66%)
	2 
(0.66%)
	1 (0.33%)

	4.
	I believe that organic food products are better in quality than conventional food (+) 
	197 (65.66%)
	70 (23.33%)
	31 (10.33%)
	1 
(0.33%)
	1 (0.33%)

	5.
	I think organic food product is more hygienic (+) 
	187 (62.33%)
	76 (25.33%)
	34 (11.33%)
	2
 (0.66%)
	1 (0.33%)

	6.
	I opined that fruits and vegetables are the healthiest organic food product (+) 
	195 (65%)
	76 (25.33%)
	29 (9.67%)
	0
 (0%)
	0
 (0%)

	7.
	I observed that organic food product is less consumed and has lesser availability in the market (+) 
	183 (61%)
	82 (27.33%)
	32 (10.66%)
	3
 (1%)
	0 
(0%)

	8.
	I would rather buy organic food products even though it is expensive (+) 
	169 (56.33%)
	81 
(27%)
	43 (14.33%)
	6
 (2%)
	1 (0.33%)

	9.
	I prefer to purchase organic food products from the supermarket/mail (+)
	161 (53.66%)
	90
 (30%)
	36 
(12%)
	9 
(3%)
	4 (1.33%)

	10.
	I prefer to purchase organic food products from the local market (+)
	141 (47%)
	85 (28.33%)
	74 (24.66%)
	0 
(0%)
	0
 (0%)

	11.
	I prefer to purchase organic food products once a week (+) 
	191 (63.66%)
	103 (34.33%)
	6
 (2%)
	0 
(0%)
	0 
(0%)

	12.
	I prefer to buy organic food products every fortnight (+)
	169 (56.33%)
	75 
(25%)
	56 (18.66%)
	0
 (0%)
	0
 (0%)

	13.
	I prefer to purchase organic food products monthly (+) 
	190 (63.33%)
	62 (20.66%)
	44 (14.66%)
	4 
(1.33%)
	2 (0.66%)

	14.
	I prefer to purchase organic food products every two months (+) 
	117 (39%)
	73 (24.33%)
	62 (20.66%)
	30 
(10%)
	18 
(6%)

	15.
	I observe that organic food products are comparatively more expensive than conventional food (+) 
	139 (46.33%)
	125 (41.66%)
	22 (7.33%)
	10 
(3.33%)
	4 (1.33%)

	16.
	I think that organic food products do not offer much variety (-)
	106 (35.33%)
	102 (34%)
	60
 (20%)
	22 
(7.33%)
	10 (3.33%)

	17.
	I identified that purchasing of organic food products was rationally proportional to monthly income (+)
	114 (38%)
	110 (36.66%)
	62 (20.66%)
	12 
(4%)
	2 (0.66%)

	18.
	Me and my family feel that buying and consuming organic food products has become status symbol for the rich (+)
	100 (33.33%)
	98 (32.66%)
	50 (16.66%)
	36 
(12%)
	16 (5.33%)

	19.
	I suppose that it is worth pay more to buy organic food products (+)
	108 (36%)
	140 (46.66%)
	36 
(12%)
	8 
(2.66%)
	8 (2.66%)

	20.
	I resolve to buy organic food products in the near future because of its nutritional value (+)
	129 (43%)
	137 (45.66%)
	26 (8.66%)
	6 
(2%)
	2 (0.66%)

	21.
	I accept organic food products are available in good packaging to attract customers (+)
	102 (34%)
	122 (40.66%)
	48 
(16%)
	24
 (8%)
	4 (1.33%)

	22.
	I would not mind to spend more to buy organic food products because of its health benefits (+)
	137 (45.66%)
	107 (35.66%)
	40 (13.33%)
	12 
(4%)
	4 (1.33%)

	23.
	I am concerned about my daily intake of nutritional food (+)
	149 (49.66%)
	105 (35%)
	44 (14.66%)
	-
	2 (0.66%)

	24.
	I understand the overall benefits of organic food products (+)
	133 (44.33%)
	141 (47%)
	22 (7.33%)
	2
 (0.66%)
	2 (0.66%)

	25.
	I think that organic food products cost more for the consumer (+)
	137 (45.66%)
	113 (37.66%)
	42 
  (14%)
	6 
(2%)
	2 (0.66%)

	26.
	I identified that organic food products are available only in popular stores or in some kiosks in the hypermarkets (+)
	115 (38.33%)
	127 (42.33%)
	40 (13.33%)
	14 
(4.66%)
	4 (1.33%)

	27.
	I experienced that it is more convenient to buy organic food products online (+)
	108 (36%)
	108 (36%)
	52 (17.33%)
	24
 (8%)
	8 (2.66%)


*Note: (Figures in parenthesis indicates percentage to the total)
From the above Table.2. shows that majority of the respondents either strongly agree or agree (97%) indicating a awareness of organic food products being healthier than conventional foods. A very negligible (0.99%) proportion of respondents either disagree or strongly disagree. A very high percentage (85%) of respondents either agree or strongly agree that organic food product is good in taste while 14 Per cent of respondents remain neutral. A great proportion of respondents agree or strongly agree (88%) that organic food products do not contain any preservatives like added chemicals/colors'/flavors /early ripening while 10.66 Per cent of consumers remain neutral and 0.99 Per cent of consumers responded to either disagree or strongly disagree. The data shows that a majority of respondents agree or strongly agree (88%) that organic food products are better in quality than conventional food and a minimum of 10.33 per cent of consumers remain neutral.88 Per cent of respondents reported that organic food product is more hygienic while 11.33 Per cent remain neutral. The great portion of 90.33 Per cent of respondents either agree or strongly agree that fruits and vegetables are the healthiest organic food product while 9.67 Per cent of respondents reported against the statement. A significant portion of 88.33 Per cent of respondents either agree or strongly agree that organic food product is less consumed and has lesser availability in the market whereas 10.66 Per cent of respondents are opposition to the statement. More than four-fifths (83.66%) of the respondents either agree or disagree that purchasing organic food products from the supermarket/mail while 12 Per cent are confronting the statement. Three-fourth (75.33%) of respondents either agree or strongly agree to purchase organic food products from the local market. Only 2 Percent of the respondents found that to purchase organic food products once a week followed by one-fourth of the respondents (25%) indicating that to buy organic food products every fortnight, 1.33 Per cent had purchased organic food products monthly, 39 Per cent of respondents agreed that purchase organic food products every two months, 46.33 Per cent agreed that organic food products are comparatively more expensive than conventional food, 3.33 Per cent are opined strongly disagree that organic food products do not offer much variety,0.66 Per cent of respondent’s  revealed strongly disagree that purchasing of organic food products was rationally proportional to monthly income, 65 Per cent of respondents either agree or strongly agree  that buying and consuming organic food products has become status symbol for the rich, five-eleventh of respondents (46.66%)  agreed that worth pay more to buy organic food products, more than four-fifth of respondents (88.66%) either agree or strongly agree that buy organic food products in the near future because of its nutritional value, one-sixth of respondents (16%)  are confronted that organic food products are available in good packaging to attract customers, only 4 per cent of the respondents opined disagree to the statement that spend more to buy organic food products because of its health benefits, more than 40 Per cent of respondents (49.66%, 44.33%, 45.66%) agreed that statements such as my daily intake of nutritional food, overall benefits of organic food products and organic food products cost more for the consumer. A notable percentage of respondents (38.33%&36%) agreed with the statements like organic food products are available only in popular stores or in some kiosks in the hypermarkets and more convenient to buy organic food products online.
In an overview, the table suggests that while there was a good awareness of organic food products in terms of taste, preservatives, health & consumption and there are also motives to buy organic food products and frequency of buying organic food products.
The findings of the study were in consistent with the results of Beneiwal and Patil (2022), they mentioned that awareness and trends among people about organic food are increasing here farmers are feeling glad to have more customers.
 In   a   study conducted    by    Vietoris    et    al,    (2016) , Chandrashekar,   (2014),   Bashaa,   et   al, (2015) highlighted   that   consumers   were more   concerned   about   health   and   nutrient values.   Similar   results   are   highlighted   in   the present study as customers are health conscious and found organic food more nutrient





Table.3. Distribution of respondents based on their consumer's knowledge of different aspects of Organic Food Products 
	n=300

	S. No
	Items
	SA
	A
	N
	D
	SD

	1.
	Some of my friends and relatives are already using organic food products (+).
	77 (25.66%)
	120 (40%)
	75 
(25%)
	22 (7.33%)
	6 
(2%)

	2.
	My family members also wish to consume organic food products (+).
	107 (35.66%)
	121 (40.33%)
	54 
(18%)
	14 (4.66%)
	4 (1.33%)

	3.
	I am always curious about new organic food products in the stores (online and off-line) (+).
	92 (30.66%)
	132 (44%)
	60 
(20%)
	12 
(4%)
	4 (1.33%)

	4.
	I saw several promotional initiatives around me to switch over to organic food products in social media and departmental stores at your nearby places (+).
	86 (28.66%)
	130 (43.33%)
	60 
(20%)
	17 (5.66%)
	7 (2.33%)

	5.
	I am shopping for organic food products regularly (+).
	61 (20.33%)
	110 (36.66%)
	89 (29.66%)
	28 (9.33%)
	12 
(4%)

	6.
	I buy organic food products even though alternative non-organic food products are available (+).
	77 (25.66%)
	97 (32.33%)
	92 (30.66%)
	26 (8.66%)
	8 (2.66%)

	7.
	I identify that organic food products are easily available in nearby Kirana shops and departmental stores (+).
	62 (20.66%)
	108 (36%)
	59 (19.66%)
	52 (17.33%)
	19 (6.33%)



It is evident from Table.3. revealed that the majority of the respondents either strongly agree or agree (65%) indicating a good knowledge of using organic food products. 9.33 per cent of the respondents either disagree or strongly disagree with friends and relatives are already using organic food products. There is a good knowledge among the consumers about consumption of organic food products with a majority either strongly agreeing or agreeing (75%) and either disagree or strongly disagree (5.99%). A significant portion of respondents agree or strongly agree (74%) that they are always curious about new organic food products in the stores while 20 Per cent of the consumers remain neutral and 5 Per cent of the consumers responded to either disagree or strongly disagree. The data shows that majority of respondents agree or strongly agree (71%) that promotional initiatives around me to switch over to organic food products in social media and departmental stores and a least of 7.99 Per cent responded either disagree or strongly disagree while 20 Per cent of consumers remain neutral. More than half (56%) of the respondents agree or strongly agree that consumers shop for organic food products regularly while 13 Per cent of respondents does not agree to this statement. 57 Per cent of respondents reported that organic food products even though alternative non organic food products are available while only 11 Per cent of respondents either disagree or strongly disagree with the statement and 30.66 Per cent remain neutral. A slight majority of respondents either agree or disagree (56%) that organic food products are easily available in nearby stores and 23 per cent of consumers either disagree or strongly disagree to this statement while 19.66 Per cent of them remain neutral.
In an overview, the table suggests that while there was a good knowledge of organic food products in terms of using, availability, consumption, alternative use and there are also areas of mixed options and accessibility such as kirana and departmental stores and switch over to organic food products that needs to be addressed to further enhance consumer acceptance and understanding of organic food products.
Table.4. Distribution of respondents based on their Purchased Behaviour of Consumers towards Organic Food Products (OFP)
	n=300

	S. No
	Items
	Daily
	Weekly
	Fortnightly
	Monthly 
	Occasionally 

	a) While shopping you normally go with

	1.
	Alone 
	36
 (12%)
	102 
(34%)
	54 
(18%)
	44 (14.66%)
	64
 (21.33%)

	2.
	With Friends
	22 (7.33%)
	77 (25.66%)
	42 
(14%)
	90 
(30%)
	69 
(23%)

	3.
	With spouse and children
	20 (6.66%)
	66
 (22%)
	56 (18.66%)
	62 (20.66%)
	96 
(32%)

	4.
	With colleagues
	19 (6.33%)
	63
 (21%)
	46 (15.33%)
	57 
(19%)
	115 (38.33%)

	b)  I get influenced to buy organic food products through

	1.
	Spouse
	42 
(14%)
	90 
(30%)
	60 
(20%)
	51
 (17%)
	57 
(19%)

	2.
	Children 
	32 (10.66%)
	67 (22.33%)
	59 (19.66%)
	50 (16.66%)
	92 
(30.66%)

	3.
	Friends 
	30
 (10%)
	84 
(28%)
	64 (21.33%)
	48 
(16%)
	74 
(24.66%)

	4.
	Advertisement 
	42
 (14%)
	66 
(22%)
	65 (21.66%)
	53 (17.66%)
	74
 (24.66%)

	5.
	Co-buyer
	32 (10.66%)
	70 (23.33%)
	55 (18.33%)
	55 (18.33%)
	88
 (29.33%)

	6.
	Sales promotions
	36 
(12%)
	59 (19.66%)
	56 (18.66%)
	56 (18.66%)
	93
 (31%)



From the above Table.4.  findings revealed that 34 Per cent of respondents are going for shopping alone weekly followed by with friends (30%) fortnightly, with spouse and children (22%) weekly and with colleagues (38.33%) occasionally whereas in influenced to buy organic food products through a spouse (30%) weekly followed by Children (30.66%) occasionally, friends (28%) weekly, Advertisement (24.66%) occasionally, Co-buyer (29.33%) occasionally and Sales promotions (19.66%) weekly.
Table.5. Step-down regression of profile characteristics with consumer attitudes at 5th step
	S.
NO
	INDEPENDENT VARIABLES
	Consumer awareness, motives to buy, buying organic food products their frequency, and the factors influencing their buying behavior
(Total n=300)

	
	
	Regression coefficient
	Std. Error
	T-Value
	p-value

	1.
	Income Levels
	2.9
	1.43
	2.02
	.044*


 R2 =0.14; F value = 4.093
*Significant at the 5% level
From the Table.4 reveals that influence of profile characteristics on consumer attitudes of the respondents. Among five variables only income was significantly contributed to the variation in consumer attitudes. The R2 value of 0.14 indicated that variation in the consumer attitudes. The F value was found to be 4.093 showing significant variation. The independent variables such as income level had contributed significantly at 0.05 per cent level of probability.

Table.6. Correlation analysis of profile characteristics of respondents with consumer attitudes
	S. No
	Independent Variable
	Consumer Attitude
‘r’ value

	1.
	Age
	.020** 

	2.
	Gender 
	.025**

	3.
	Educational Qualifications
	-.058 NS

	4.
	Occupation 
	.003**

	5.
	Income levels
	.116*


*Significant at the 0.05 level (2-tailed)
** Significant at 0.01 level of probability (2-tailed)
NS= Non- significant
Age
 From the Table.6. indicated that there was a positive and significant relationship (.020) between the age and consumer attitudes at 0.01 level of probability. This might be due to the majority of the respondents being at a young age when there were more enthusiastic and energetic to seek organic food product.
Gender 
 	From the Table.6. indicated that there was a positive and significant relationship (.025) between gender and consumer attitudes at 0.01 level of probability. This might be due to the male dominance at their households so they prefer to buy their choice because of their health issues.
Occupation 
 	From the Table.6. indicated that there was a positive and significant relationship (.003) between occupation and consumer attitudes at 0.01 level of probability. This might be due to their unproper job.
Income levels
 	From the Table.6. indicated that there was a positive and significant relationship (.116) between income levels and consumer attitudes at 0.05 level of probability. This might be due to the low-income households' occupations as subsidiaries and labor. 
Conclusion
The study highlights the growing acceptance of organic food products among educated and urban consumers in Andhra Pradesh. The majority (89.33%) were young adults aged 18-33 years. Income levels significantly influenced consumer attitudes (p < 0.05), with higher earners more likely to purchase organic food. The study suggests the need for policy interventions to improve organic food accessibility and affordability. Marketing strategies should focus on price adjustments, wider availability, and promotional campaigns to increase adoption rates.Overall, while organic food is widely accepted and preferred, affordability and accessibility remain major concerns. Future efforts should focus on reducing costs, increasing distribution channels, and enhancing consumer trust in organic certifications.
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