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Abstract 

“Eat healthy and Live healthy” organic 

vegetable can grow with natural fertilizers. 

This type of vegetables can give lot of 

energy to the users. Nowadays people are 

using non-organic vegetables. People also 

feel lot of physical problem not only their 

generation but also it spreads to next 

generation. Through pregnancy women 

can spread physical problem to the next 

generation. It gives lot pressure in the 

minds of users. That is why the researcher 

has taken this study. In this study the 

researcher have been applied percentage 

analyses, chi-square test, correlation, 

weighted average and Garrett’s ranking 

method for analysis. On the basis of this 

study the researcher has given some 

recommendations to the users for getting 

healthy life. 
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Introduction 

Most of the consumers are aware about 

organic foods in the present scenario. 

Some of the consumers feel it’s very 

costly. So users are hesitating to buy 

organic vegetables. It is affordable only for 

the upper class people. It is not affordable 

to the middle class and lower class people. 

But rural area consumers till using organic 

and fresh vegetables. It is not possible to 

city consumers. Because lot of adulteration 

and exploitation in trading activities. 

People are not able to judge which one is 

best for our health today. It gives lack of 

memory power, eye problem and other 

major health problems to the younger 

generation. Once upon a time after 60 or 

65 years only people are facing some 

health problem. Presently not like that.  

Even small kids have diabetic problem, 

small kids are using eye glass for reading 

books and other eye problems. They are 

facing digestion problem because of non-

organic foods. It will give lot of stress to 

the current generation. They don’t know in 

which way they are travelling either 

hygienically or not. New generation 

addicts foreign culture through way of 

dress, change in their attitude and 

especially food habits like pizza, burger, 

non –organic foods and other soft drinks.  
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Now people are slightly aware about the 

organic vegetables. Definitely it will 

change our buying behavior of consumers. 

And people will get and lead healthy and 

prosperous life in future. 

Statement of the problem 

In ancient period, foreigners have more 

conscious on their health. But rural Indian 

people never get any awareness regarding 

organic vegetables. Even though rural 

people have lot of energy compare with 

non-organic users. They grow vegetables 

naturally. They are eating fresh and 

healthy vegetables, simply moving their 

life without any awareness. They don’t 

have any major health issues. That time 

people were using natural fruits and 

vegetables. But current scenario people are 

very conscious on their health issues. They 

can understand the importance of organic 

foods after facing so many health issues 

like diabetic, blood pressure, heart 

problem and other physical discomforts. 

Now people are ready to pay more for 

organic foods. But they don’t know proper 

awareness of organic foods. In this 

competitive world, people are using so 

much of instant products and there is no 

sufficient time to spend their time in 

kitchen. People are using well packed and 

cheaper vegetables. But they don’t know 

whether it is hygienic vegetables or not. 

Simply they are using non-organic 

vegetables. Sometimes they are struggling 

to pick out organic vegetables. Because of 

adulteration, users cannot segment the 

vegetables which one is organic and non-

organic vegetables in the market. 

Consumers can be exploiting by the 

traders. So that is why the researcher has 

taken this study. 

Scope of the study 

Since it was intended to study in depth, 

Chennai city alone has been selected. The 

study has been undertaken from the point 

of view of the city people. Hence the 

present study deals with “Consumer 

attitude and behavior towards organic 

vegetables in Chennai city. 

Objectives of the study 

The following are the main objectives of 

the study: 

1. To study the attitude of the consumers 

towards organic vegetables. 

2. To study the relationship between 

socioeconomic condition and level of 

attitude of the sample respondents. 

3. To offer suitable suggestions on the 

basis of the present study. 

Null Hypotheses: 

1. The gender of the consumer does not 

influence the level of attitude of the 

consumer towards organic vegetables. 

2. The age of the consumer does not 

influence the level of attitude of the 

consumer towards organic vegetables. 
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3. The qualification of the consumer does 

not influence the level of attitude of the 

consumer towards organic vegetables. 

4. The occupation of the consumer does 

not influence the level of attitude of the 

consumer towards organic vegetables. 

5. The income of the consumer does not 

influence the level of attitude of the 

consumer towards organic vegetables. 

6. The marital status of the consumer 

does not influence the level of attitude 

of the consumer towards organic 

vegetables. 

7. The nature of family of the consumer 

does not influence the level of attitude 

of the consumer towards organic 

vegetables. 

8. The family size of the consumer does 

not influence the level of attitude of the 

consumer towards organic vegetables. 

Methodology 

The present study is based on both primary 

and secondary data. The primary data were 

collected from the respondents through 

questionnaire in Chennai City. The 

secondary data were collected from 

journals, magazines, newspaper, reports 

and websites. 

Sampling design 

Since the study was concerned with the 

consumer’s attitude towards organic 

vegetables in Chennai City, the data were 

collected from 60 respondents, by using 

the convenience sampling. Out of 60 

respondents 52 respondents have been 

taken for the study as 8 were incomplete. 

The analysis is based on the responses 

shown in the form of frequency tables. 

Simple tables were prepared for 

understanding the general profile of the 

respondents and simple statistical 

techniques such as percentages analysis, 

chi-square test, one way analysis- 

ANOVA and weighted average method 

were used for analyzing the data. 

       Demographic profile of the respondents 

         Table: 1  

S.No Demographic factors No. of Respondents Percentage  

1. Gender : Female  46 82 

                 Male  10 18 

 Total 56 100 

2. Age:  upto 20 years 25 45 

 21-30 years 16 29 

 31-40 years 06 11 

 Above 40 years 09 16 

 Total 56 100 

3. Qualification : upto HSC 13 23 

 U.G 21 38 
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 P.G 13 23 

 Diploma and other courses 9 16 

 Total 56 100 

4. Occupation: Private  15 27 

 Government  17 30 

 Self employed  11 20 

 Business  13 23 

 Total  56 100 

5. Income : Less than 10,000 11 20 

 10,001 -20,000 20 36 

 20,001 – 30,000 13 23 

 Above 30,000 12 21 

 Total  56 100 

6. Marital status: Married  32 57 

 Unmarried 24 43 

 Total  56 100 

7. Family: Nuclear 19 34 

 Joint  37 66 

 Total  56 100 

8. Family size: upto 4 members 19 34 

 4-6 members 12 21 

 6-8 members  14 25 

 Above 8 members 11 20 

 Total  56 100 

 

9. 

Frequency of  purchase:  

Daily 

 

17 

 

30 

 Weekly  20 36 

 Twice in a month 08 14 

 Rarely  11 20 

 Total  56 100 

10. Place: Retail 30 54 

 Organic  14 25 

 Farm  12 21 

 Total  56 100 

11. Problems: Lack of awareness 15 27 

 Adulteration  18 32 

 Costly  23 41 

 Total  56 100 

Primary data 
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Inference:  

Gender: 

The above table reveals that out of the 56 

respondents, 82 percent are female and 

remaining 18 percent are male. 

With respect to age 45 percent are lies in 

the age group of up to 20 years, 29 percent 

are lies in the age group of 21-30 years, 11 

percent of the respondents are lies in the 

age group of 31-40 years and remaining 16 

percent are lies in the age group of above 

40 years. 

With regard to education, 23 percent of the 

respondents have completed up to HSC, 38 

percent of the respondents have completed 

under graduation, 23 percent of the 

respondents have completed post 

graduation and remaining 16 percent of the 

respondents have studied diploma and 

other courses. 

In respect of the status of the respondents, 

27 percent respondents are working in 

private sector, 30 percent respondents are 

working in government, 20 percent 

respondents are engaged in self employed 

and remaining 23 percent of the 

respondents are doing business. 

In terms of annual income, 20 percent of 

the respondent’s income is less than Rs.10, 

000, 36 percent of the respondents income 

is between Rs.10, 001 to Rs.20, 000, 23 

percent of the respondents income is 

between Rs20, 001 to Rs.30, 000 and 

remaining 21 percent of the respondents 

income is above Rs.30, 000. 

Out of 56 respondents, 57 percent of the 

respondents are married and remaining 43 

percent of the respondents are unmarried. 

34 percent of the respondents are belongs 

to nuclear family and remaining 66 percent 

of the respondents are living joint family 

system. 

In respect of the family size of the 

respondents, 34 percent of the respondents 

are having up to 4 members, 21 percent of 

the respondents family size is between 4-6 

members, 25 percent of the respondents 

family size is between 6-8 members and 

remaining 20 percent of the respondents 

are having the members of above 8 

members. 

Inference: 

Out of 56 respondents, are purchasing 

vegetables daily, 36 percent of the 

respondents are buying vegetables weekly,  

14 percent of the respondents are 

consuming vegetables are twice in a month 

and remaining 20 percent of the 

respondents are buying vegetables rarely. 

Most of the respondents are buying 

organic vegetables in retail outlet, 25 

percent of the respondents are purchasing 

in organic stores and remaining 21 percent 

of the respondents are consuming in farm. 

27 percent of the respondents are faced the 

problem is lack of awareness towards 
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organic vegetables, 32 percent of the 

respondents are faced the problem is 

adulteration and 41 percent of the 

respondents are felt organic vegetables are 

too costly. 

Table -2  

Ranking Attributes organic consumer Level 

To measure scores and order the attributes from the most important to less important and 

summed up rating scale. 

Attributes Weighted Average mean Rank 

Problems: Lack of awareness 3.73 2 

Change and uncertainty 3.28 6 

Adulteration 3.75 1 

Resource  3.71 3 

Costly  3.47 5 

Health Safety measure 3.55 4 

*source-primary data 

Inference 

From the above table, it is clear that the most important attributed to be, nature and peace of 

retailing and the changes ongoing. It is being adulteration (3.75), while the second most 

popular reason for lack of awareness (3.73), it is been followed by resource (3.71), health 

safety measure (3.55), costly (3.47), change and uncertainty (3.28). It is concluded from the 

above table organic consumer is originated from lack of awareness. 

ANOVA 

A statistical analysis tool that separates the total variability found within a data set into two 

components: random and systematic factors. The random factors do not have any statistical 

influence on the given data set, while the systematic factors do. The ANOVA test is used to 

determine the impact independent variables have on the dependent variable in a regression 

analysis. 

Table -3 

 One Way Analysis of Problems: Lack of Awareness 

ANOVA 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 1386.123 4 346.531 1.780 .137 

Within Groups 24332.646 96 194.661   

Total 25718.769 100    

 

Inference 

H0 (Null hypothesis) = There is no significant difference between the problem lack of 

awareness and the level of organic consumer attitude 

H1 (Alternate hypothesis) = There is a significant difference between the problem lack 

of awareness and the level of organic consumer attitude 



Impact Factor.1.14                                                                                                                                           

Emperor International Journal of Finance and Management Research [EIJFMR]  ISSN: 2395-5929 
 

@Mayas Publication Page 44 
 

The F value is 1.780 and it is significant at the level of significance .137 at the degrees of 

freedom 4. In F test if the significant value is above 0.05 then accept null hypothesis and 

reject the alternate hypothesis. And this study shows there is no significant difference 

between the problem lack of awareness and the level of organic consumer attitude 

Table – 4 

One Way Analysis of health and safety measures 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

Between Groups 1154.602 4 288.650 1.469 .216 

Within Groups 24564.168 96 196.513   

Total 25718.769 100    

Inference 

H0 (Null hypothesis) = There is no significant mean variation between the level of health 

and safety measures. 

H1 (Alternate hypothesis) = There is significant mean variation between the level of 

health and safety measures. 

The F value is 1.469 and it is significant at the level of significance .216 at the degrees of 

freedom 1. In F test if the significant value is above 0.05 then accept null hypothesis and 

reject the alternate hypothesis. And this study there is no significant mean variation 

between the level of health and safety measures. 

Table -5 

Cross tabulation -showing the health and safety measures with their gender 

 

 

 

 

Inference 

51 percent of the respondents are male with (30) high level of attitude towards organic 

vegetables and (21) are having low level of attitude.  

49 percent of the respondents are female with (16) high level of attitude and (33) are having 

low level of attitude. 

H0 (Null hypothesis)= There is no significance difference between the health and safety 

measure and their influence on gender 

H1 (Alternate hypothesis) = There is significance difference between the health and safety 

measure and their influence on gender 

Table – 6 

Chi-square test – The costly measure with their gender 

Chi-square tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 21.541
a
 1 .000 

The Pearson Chi- Square calculated value is 21.541 and it is significant at the level of 

significance .000 at the degrees of freedom 1. 

 

Gender 

Level of attitude Total 

High level of  Attitude   Low level of  Attitude   

Male 30 21 51 

Female 16 33 49 

Total 46 54 100 
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In chi-square analysis if the significant value is less than 0.05 then reject the null hypothesis 

and accept the alternate hypothesis. 

In the above obtained result, since the calculated value is lesser than table value, at the level 

of significance 0.05 the null hypothesis is accepted and alternate hypothesis is rejected and it 

is concluded that there is no significance difference between the costly measure and their 

influence on gender. 

Table 7  

Cross tabulation –level of safety and measure based on their family type 

 

Family Type 

Level of Attitude   

Total Low level of Attitude High level of Attitude 

Nuclear family 33 34 67 

Joint family 15 18 33 

Total 48 52 100 

The above table reveals that 67 percent of the consumers from nuclear family and 33 percent 

of the consumers from joint family having a low level of attitude (15) and high level of 

attitude (18). Out of 67 percent are belong to nuclear family, (33) are having low level of 

attitude and (34) are having high level of attitude. 

H0 (Null hypothesis) = There is no significance difference between level of attitude towards 

organic vegetables and their family type. 

H1 (Alternate hypothesis) = There is significance difference between level of attitude towards 

organic vegetables and their family type. 

Table -8 

 Chi- Square-Level of Safety and Measure Based on their Family type 

Chi-square Value Degrees of freedom Significance 

Pearson Chi-Square 2.305
a
 1 .129 

0 cells (.0%) have expected count less than 

5. The minimum expected count is 18.01. 

 The Pearson Chi- Square calculated 

value is 2.305 and it is significant at 

the level of significance .129 at the 

degrees of freedom 1. 

 In chi-square analysis if the significant 

value is less than 0.05 then reject the 

null hypothesis and accept the alternate 

hypothesis. 

 In the above obtained result, since the 

significance value is more than 0.05 

the null hypothesis is accepted and 

alternate hypothesis is rejected and it 

is concluded that there is no 

significance difference between level 

of health and safety measure based 

on their family type. 

Suggestions 

 To start various commercial stores and 

promote supply chain management 

concept  

 Proper recognition should be given by 

government like international 

standards etc. 
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 Awareness programmes should be 

given to producers. 

 Government should give financial 

assistance to the producers. 

 Proper marketing network should be 

arranged for farmers. 

Conclusion 

It is evident from the study that the 

production and marketing of organic 

vegetables is growing fast due to the 

factors such as increasing per capita 

income, shifting from saving orientation to 

expenditure orientation, increasing 

awareness among people regarding health 

and food safety concerns, etc. Many 

countries have been able to convert a 

significant portion of their cultivated areas 

into organic farming. However, it appears 

that India needs to pace up in the adoption 

of organic farming. Consumers perceive 

organic products as healthy possessing 

high nutritious value, grown in harmony 

with the nature, free from chemical 

pesticides and fertilizers, and free from 

GMOs. These factors may have an 

influence on the future demand of organic 

products. 
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