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Abstract— Indian organic food market in India is an 

emerging market and it has a lot of potential to grow faster 
ever than before due to the government support, and 

imitativeness from government and health consciousness 

from consumer’s point of view the market has grown faster 

ever than before. This paper endures the details on organic 

food market and its growth in India. 
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I. INTRODUCTION 

Organic food market in India is expanding a staggering 

growth rate of 400 percentage every year according to the 

report published by CII. The market is highly competitive 

with larger number of producers and promoters and 

government of India is leading from the front to ensure 

multi fold growth in organic market. Raising health 

conscious along with increasing disposable income and 

emergence of organized retail to drive growth of organized 

food market in India. Despite all those, organic food 

products are more cost due to 8 to 10 % profit goes to 

farmers training, 15% premium paid to farmers, 6 to 8% 
spent for inventory holding cost include storage losses as no 

chemical furnigants are used, since volume are low 6% goes 

for logistics and distribution cost, 3% goes for packaging 

cost to ensure quality and shelf life, 12% for retailer margin. 

The major players of the organic food market in India are 

Srestra, ECO farm, Organic India and Morarka organic 

food. 

II. SCOPE OF THE STUDY 

Organic food market we can understand the details 

regarding organic food market. Further studies can be take 

the comparative analysis between organic and non-organic 

food market in India 

III. OBJECTIVES OF THE STUDY 

Objectives of the present study are as follows 

 To study the growth and potential of organic food 
market in India 

 To study the drivers and challenges facing by organic 

food market in India 

 To explore the buyers decision regarding organic food 

product 

IV. DATA & METHODOLOGY 

This study is based on the secondary data. The secondary 

data has been collected from website and journals. 

V. GROWTH OF ORGANIC FOOD MARKET IN INDIA 

India is fast emerging as one of the largest potential market 

of organic food products with  growing awareness towards 

health food, surges income level and shift in consumer 

behaviour Indians nascent organic food market is faster 

transforming into the world fastest growing food market, 

more over the organic food market in India is expected to 

grow at an Compounded Annual Growth Rate(CAGR) of 
19% during 2012-2017 according to a recent published 

report by tech science research “Indian organic food market 

forecast and opportunity 2017”.The growth of the market is 

also being contributed by the foray of several retail giants 

and online retailers in the Indian organic food market. Over 

the last few years, several players started offer organic food 

products through online channel but the market is restrained 

by some factors such as price conscious consumer base, 

extensive land available for farming which is not certified 

for organic farming etc. 

 Insides and fact of organic food market in India 

 From the following Indian organic food market size we 

can clearly know the growth of organic food market of 

major cities in India 

State Turn Overs In Crores 

Mumbai 200 

Chennai 90 

Delhi/NCR 125 

Bengaluru 90 

Pune 20 

Gurgaon 25 

Others 450 

Total 1000 

Table 1: 

Source: Sec Research, YBI Research 

More over the domestic sales of organic food 

products has been clearly shows the impact of organic food 

market in India .The following table shows the organic food 

products and the sales. 

Product Domestic Sales(MT) 

Rice 5000 

Wheat And Flour 3000 

Pulses 2500 

Millet flour 2000 

Oil And Ghee 2000 

Jams 250 

Table 2: 

Source Sec Research, YBI Research 

VI. CHALLENGES & DRIVERS OF ORGANIC FOOD MARKET 

A. Challenges 

Major challenge facing by organic food market in India are 

high price of organic food products, lack of integrated 

supply chain and certificate barriers 

B. Drivers 

Organic food market in India is expected to grow from 675 

crore in 2010 to 7000 crore in 2015 with a Compounded 

Annual Growth Rate (CAGR) of 60 %. Changing life style 

of today’s consumers, increasing health consciousness 

among consumers, higher disposable income, huge export 

market, organized retail enhancing distribution network and 
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Government Initiatives are the major drivers of organic food 

market of organic food market in India 

VII. FACTORS AFFECTING BUYERS’ DECISIONS IN ORGANIC 

FOOD MARKET 

At the time of taking decision of purchasing organic food, a 

buyer considers many factors in this regard. Importance of 

these factors for consumers is responsible for the growth of 

market of organic food. For the expansion of organic food 

market, attention should be given to following factors: 

A. Availability 

A product is successful only when it is purchased repeatedly 

or frequently by the   buyers. For frequent purchases, regular 

and adequate availability is essential. Low and irregular 

availability of organic products especially fruits and dairy 

products often compel buyers to switch back to non-organic 

varieties. It also reduces possibility of trials by non-users, 

which acts as a hurdle in expansion of customer base. 

B. High Price 

A major portion of Indian customers is price conscious. 

Usually organic items are costlier than non-organic variety. 

For example, a liter of ‘Ghee’ approximately costs around 

400 but if it is purchased from organic stores it costs around 
` 900. Although a certain percentage of customers are ready 

to pay this extra price on account of associated health 

benefits but price matters more than health benefits for a 

major portion of customers 

C. Certification & Information 

In case of organic food items, level of standardization and 
authenticity is not so high yet and people are also not much 

aware about the benefits of organic products. 

Standardization of quality parameters and certification will 

help consumers to take decision regarding purchase of 

organic items. Certification of product authenticity creates a 

sense of assurance among customers, which induces 

consumers for trial of organic items. Thus, proper 

standardization and its publicity can help a lot in increasing 

the number of customers for organic food items. 

D. Health Benefits 

The biggest advantage of organic food items is its health 

benefits. Existing customers understand the positive impact 

of organic food on their health and are ready to purchase 

more quantity but there is lack of clarity on the exact 

benefits offered by replacing non-organic products with 

organic ones. Promotional offers and recommendations from 

existing customers can encourage non-buyers to switch to 
organic products on the ground of health benefits. 

E. Freshness 

Limited stocks of organic food at retail stores create doubt 

about their freshness. Since non-organic varieties are more 

readily available; thus, freshness is not a motivating factor 

for the usage of organic food. 

F. Taste 

Non-users of organic food cannot make their decision based 

on taste because they have not experienced it. Existing 

customers do not give much weight age to taste because 

their decision is primarily based on health benefits not on 

taste. 

G. Packaging 

If organic food products are available in small sized packs 

then it will be possible for more people to try them in spite 

of high prices. With the growth of organic food market, 

visual appeal will become an important factor in future. 

Currently, there is very limited competition in the field of 

organic food market. When competition will increase among 
retail brands of organic food then packaging especially 

visual appeal will definitely play an important role in 

attracting customers 

VIII. CONCLUSION 

In India, organic food is such a field, which has immense 

growth opportunities for the marketers. Real development is 

not only associated with quantity but also with quality. Now, 

people have started to realize the importance of organic food 
for quality living and safe environment but in comparison to 

total population, their percentage is not so high. Thus, there 

is a great need of such type of awareness and promotional 

programmers, which will motivate people to buy organic 

food items. Besides this, for the expansion of organic food 

market, regular, easy and adequate availability must be 

ensured. From the point of view of financial support, 

Government is running many schemes and projects for 

enhancing organic farming. But in a vast country like India, 

only government efforts will not be able to provide the 

adequate support. Since organic production needs a huge 
financial outlay, thus, public private partnership can be 

proved to be a viable solution for this problem. 
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