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Introduction 

Organic food refers to crops or livestock that are grown on the farm without the 

application of synthetic fertilizers or pesticides, and without using genetically modified 

organisms. According to Lockie et al. (2004), age and income are the important factors to 

motivate the purchasing willingness of organic food. They investigated the consumers‟ opinions 

about the effects of specific food attributes and personal traits on organic food. They have 

shown that the regularity in purchase of organic products is a critical element to determine the 

identity such as natural feature of food, vegetarian issues, and place of manufacture. Deliana 

(2012) has concluded that organic products are perceived as the products which are free from 

synthetic pesticides, synthetic fertilizers and chemicals, are environment friendly and are more 

expensive than normal products. Winter and Davis (2006) have concluded based on the results 

of the American organic food retailer named “Whole Foods Market”, that the important reasons 

to prefer organic food were avoidance of bad situation of agricultural chemicals, and utilization 

of genetically altered food products coupled with having fresh and healthy eating. Olivas and 

Bernabeu (2012) have concluded that the organic food products can be considered the effect of 

a treatment and control between eating a healthy diet, showing respect for environment and the 

individuals‟ disposition (sociability). They have also shown the difference between awareness 

and attitudes of men and women consumers toward organic food products in Kanchipuram 

district. 

Meaning of Awareness 

Knowledge that something exists, or understanding of a situation or subject at the present 

time based on information or experience. 

Awareness is the state of knowing something, such as the awareness that the sun comes 

up every morning. The adjective aware gets turned into a noun when the suffixes is added, 

so awareness is the state of being aware, or having knowledge of something. 

Consumer Awareness  

Consumer Awareness is an act of making sure the buyer or consumer is aware, of the 

information about products, goods, services, and consumers rights. Consumer awareness is 

important, so that buyer can take the right decision and make the right choice. 

Organic Food Products 

Organic food is food produced by methods that, comply with the standards of organic 

farming. Standards vary worldwide, but organic farming in general features practices that strive 

to cycle resources, promote ecological balance, and conserve biodiversity. Organizations 

regulating organic products may restrict the use of certain pesticides and fertilizers in farming. In 

general, organic foods are also usually not processed using irradiation, industrial solvents or 

synthetic food additives. 
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Definition of Organic Food Products 

 The Department for Agriculture and Rural Affairs (DEFRA) states that: “Organic food is 

the product of a farming system which avoids the use of man-made fertilizers, pesticides; growth 

regulators and livestock feed additives. Irradiation and the use of genetically modified organisms 

or products produced from or by GMOs are generally prohibited by organic legislation. Organic 

agriculture is a systems approach to production that is working towards environmentally, socially 

and economically sustainable production. Instead, the agricultural systems rely on crop rotation, 

animal and plant manures, some hand weeding and biological pest control. 

CONSUMER BUYING DECISION PROCESS  
Consumer buying decision starts with a need recognition and end up with divestment 

process. These paths of purchase behavior enable marketers to interpret the buyer in one of these 

steps and change his decision. (Blackwell et al., 2001)  

Need Recognition  
The first stage is the need of consumer towards a product. These needs can emerge from 

individual cause like physical necessities or environment of the person. (Armstrong and Kotler, 

2007) Manufactures should continuously trace the consumers „need and problems. It is 

compulsory stage to be aware of introducing wrong products to the market, where almost no 

demand is raised. (Blackwell et al., 2001)  

Information Search  
After recognition of a need consumer start to seek for information in the external area, 

consumer probably buys the product instead of searching when the information came to mind or 

he is close to target. On the other side, some consumer s likes to go for shopping and spend time 

for inquiring. In many cases search takes short time and consumer‟s actions depend on their 

memories such as remembering a brand or a price or they just repeat their old purchases. 

(Solomon, 2006; Armstrong and Kotler, 2007.2012)  

Pre-purchase Evaluation of Alternatives 

 Consumer spends much of the time to choose in between alter natives. Some product 

groups have hundreds of different brands like if we take about organic food, brands are Morarka, 

Sanjeevani and on the other hand, some brands have so many different sorts like cereals, dry 

fruits. (Solomon, 2006) Before purchasing consumer will get sured himself then select the best. 

Mostly consumers use the predefined evaluation in the memory like; price, brand or services and 

choose between them. Consumers are mostly sensible to price, size, and quantity changes of the 

preferred brands. If there is a slight price raise in their certain brand, they will evaluate if it is 

proper or not. If they perceive the change inconvenient, they will probably shift to another 

(Blackwell et al., 2011) Marketers should survey how consumers evaluate the alternatives in the 

market. (Armstrong and Kotler, 2007)  

Purchase 

After evaluating the different products, a person came to know a decision of purchasing. 

This is not an end with the selected product. One of the factors can be, influence of the other 

such as a person close to us recommends strongly another product o r a salesman in the shop can 

convince the consumer that other brand is better than the selected product of the consumer. 

Another factor is the unexpected changes during the purchase. 

Consumption 

It is important to find out how consumers use the products as this will decide the 

satisfaction level of the consumer and affect the pre-purchasing activities. Moreover, how the 
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product is used and for which purpose it is purchased will be the indicator of long lasting 

purchase behavior. (Blackwell et al., 2001,2012)  

Post-Consumption Evaluation 

 There are several surveys shows that satisfaction of the consumers is decreasing in many 

sectors. When dissatisfaction arises, this will change attitude and behavior towards that brand 

and will affect negatively the future consumption of the same product. (Solomon, 2006) 

Dissatisfaction sometimes occurs due to the big expectations of the consumed good and marketer 

advice seller‟s not to exaggerate the properties of the products to reduce the same problem.  

Divestment 

 This is the last step in the consumer decision process. Consumer can dispose, recycle or 

sell the product after they use. They can decide on whether to dispose or recycle the packing of 

the consumed good depends on concerns. 

Review of Related Literature 

Ramu and Chitra (2015), the consumer awareness about the global warming, non-bio 

degradable solid waste, harmful impact of pollutants and so on, both manufactures and 

consumers are switching to eco-friendly products and many companies have accepted their 

responsibility not to harm the environmental impact and not to waste the natural resources. 

Sumathy and  Saran (2015) highlighted that  the consumers, buying decision behaviour  

for  organic  products  and  identifies  the  price  levels  consumers  prefer  to  pay  for organic 

products. Random sampling method was used to select 325 respondents living in the population 

and who make bought for the organic food products. The primary data was collected from the 

respondents with personal interview schedule. The statistical method used, for the study as 

ANOVA and correlation analysis. The findings of the study reveal that there is significant 

relationship between the consumers buying decision behaviour for organic food products. 

Mithilesh Verma and V.K. Verma, (2013) the consumer thought that, organic food products are 

good for the environment as well as good for the human health but there is lack of more awareness 

between consumers about organic food products. 

Suggestions 

 The awareness and training program is necessary to increase the production organic food 

products. The Government is also to support the organic farmers through market 

facilities, financial support, infrastructure facilities and incentives to the organic farmers. 

 Most of the consumers do not seem to know much about the organic product 

certification, logo and labels and it is an important issue for them. Hence the marketers 

and government should increase the awareness in the consumers regarding the 

certifications, genuine labels.  

 Lack of awareness is the reason for low consumption of organic foods. More 

advertisement and awareness program is needed. 

 Most of the farmers are not growing without use of chemicals. Because farmers are 

going only production of high yield commercial crops so he will use more chemical 

fertilizer and pesticides. But some majority of farmer success in organic farming. 

Conclusion 

The present article paper concludes that, the awareness of organic products among study 

population is about 81 per cent with the greater level of awareness of urban population. The main 

reasons for consuming organic food being acceptability and accessibility, increasing the 

awareness level of organic products, encouraging people to create their own organic garden can 
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increase consumption of organic foods products. The research concludes that consumer 

awareness plays a vital role in determining the buying behavioral aspect for selecting                     

organic food products. 
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