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Abstract— The consciousness of organic food and natural 

cultivating in India expanded from 62% to 67% somewhere 

in the range of 2006 and 2013. The mindfulness is most 

noteworthy in New Delhi (83%) trailed by Mumbai (75%), 

Chennai (63%), Bengaluru (55%) and Lucknow (48%). The 

information on organic food depended on relationship with 

different terms, which are inexactly used to characterize 

organic food. The important thing in our study is to survey 

the customer’s thinking towards organic food. The 

examination further endeavors to recognize the variables 

affecting the shoppers to buy the organic food items and 

furthermore to discover which natural item, bought by the 

clients all the more every now and again at South Delhi, 

New Delhi. 
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I. INTRODUCTION 

The principle point of the investigation is to survey the 

client's mindfulness observation towards organic food items 

and their degree of fulfillment. The examination further 

endeavors to recognize the variables affecting the shoppers 

to buy the organic food items and furthermore to discover 

which natural item, bought by the clients all the more every 

now and again at South Delhi, New Delhi. Poll is the sole 

instrument used to gauge the client's mindfulness and 

recognition towards organic food items. 

Client's observations towards organic food items 

are useful for well being, more beneficial than traditional 

nourishment, normally is better for well being, concoction 

free and persuading way regarding sanitation. Just minority 

clients had significant level of fulfillment towards organic 

food items. Old purchasers have increasingly uplifting 

perspectives towards organic food items. Mindfulness about 

the organic food items is low in the city henceforth 

mindfulness crusade ought to be sorted out especially 

among the youths. 

The segment variable assumes a significant job as 

to organic food items. The vast majority of the clients 

bought the organic food items, for example, foods grown 

from the ground followed by milk and dairy items and oats. 

Larger part of the clients cited the explanations behind not 

buying organic food items are significant expense and not 

constrained by power 

II. CONCEPTUAL FRAMEWORK 

After our study in the South Delhi Region we came to 

realize that because of numerous components in regards to 

the information and significance of organic food items the 

respondents shared that they are as yet not secure with the 

advantages of organic food items everywhere and were 

indicating hesitance in buying the nourishment items that 

are natural in nature. The motivation behind our 

examination was to discover the familiarity with organic 

food item and its image and so as to accomplish this we 

asked the occupants of South Delhi and they cited their 

reasons through which we came to know the degree of 

mindfulness.  

The reasons which the respondents share are 

recorded beneath  

While a few people didn't purchase organic foods 

by any stretch of the imagination, others did so sporadically 

or purchased just a couple of items.  

The variables as indicated by the respondents that 

would that would convince and empower their purchasing 

are as per the following:  

− If they were progressively reasonable and effectively 

accessible  

− If the strategy followed in developing the item could be 

trusted  

− If they had unmistakable name  

− If they were occasional items  

− If they were from the nearby area  

− If there was more data in the media about them  

− If they had more time-frame of realistic usability 

III. THEORETICAL FRAMEWORK 

In straightforward words shopper mindfulness is the degree 

of information and understanding the items and 

administrations accessible in the market in various 

classifications and their utilization.  

Shopper mindfulness, which alludes to a 

purchaser's information on a specific item or organization, 

permits the purchaser to take full advantage of their buys. 

Customers can settle on all around educated decisions about 

what to purchase and the amount to spend when they have 

item data. Buyers profit by knowing their privileges and 

inspecting cautions and admonitions.  

The understanding that an individual has rights 

with respect to an item or administration being sold. The 

wellbeing, decision, data, and criticism are significant in this 

procedure. It was first pronounced in 1962.  

Customer Awareness is a demonstration of 

ensuring the purchaser or shopper knows about the data 

about items, merchandise, administrations, and buyers 

rights. Shopper mindfulness is significant with the goal that 

purchaser can take the correct choice and settle on the 

correct decision. 

IV. OBJECTIVES OF THE STUDY 

The particular destinations of the current examination are as 

per the following:  

− To give refreshed and effective survey of natural market 

and organic food items brands (South Delhi). 

− To contemplate different research angle far reaching in 

the ground of customer mindfulness and impression of 

organic food items through overviews  
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V. HYPOTHESIS 

H_0:-There is no association between price of the Organic 

food product and its Awareness. 

H_0:-There is no association between purchase of the 

organic product and the factor which influnced the 

purchasing decision 

Opinion No. of Respondents 

Compromising on account of Quality 5 

Expensive 23 

Low 2 

Moderate 19 

Nothing 1 

Grand Total 49 

Table 1: Price 

Purchase No. of Respondent 

Maybe 9 

No 14 

Yes 27 

Grand Total 50 

Table 2: Purchase 

Awareness NO. of Respond 

No 7 

Yes 42 

Maybe 1 

Grand Total 50 

Table 3: Awareness 

Factor No. of Respond 

Availability 5 

Food safety 25 

Price 2 

Product knowledge 11 

Nothing 7 

Grand Total 50 

Table 4: Factors 

VI. RESEARCH METHODOLOGY   

Primary data was conducted by distributing questionnaire 

with simple set of questions on the organic and Product. The 

Questionnaire has been divided into Gender, awareness, 

Price, Various factor for purchasing intention. The 

secondary data has collected from various books, journals, 

magazines and newspapers and various reports. 

H_0:-There is no significance between price of the Organic 

Products and its Awareness 

Awareness of the organic product * Price of the organic 

product Cross tabulation 

Count 

 

Price of the organic product 

Tot

al 
Expensi

ve 

Lo

w 

Modera

te 

Compromisi

ng on A/c of 

Quality 

Nothi

ng 

Awarene

ss of the 

organic 

product 

No 4 1 1 1 0 7 

Yes 19 1 18 3 1 42 

Mayb

e 
0 0 0 1 0 1 

Total 23 2 19 5 1 50 

 

Chi-Square Tests 

 Value df 
Asymp. Sig. (2-

sided) 

Pearson Chi-Square 13.260a 8 .103 

Likelihood Ratio 8.631 8 .374 

Linear-by-Linear 

Association 
1.615 1 .204 

N of Valid Cases 50   

a. 13 cells (86.7%) have expected count less than 5. The 

minimum expected count is .02. 

 

From the above table shows that the result of the 

chi-square test and the Asymp.Sig, (2.sided) P value is .103 

which is greater than .05.The hypothesis is rejected which 

shows there is a association between the price of the product 

and its awareness. 

H_0:-There is no association between purchase of the 

organic product and the factor  

Which influence the purchasing decision 

Factor which influence the consumer for purchasing the 

Organic product * Purchase of the organic product Cross 

tabulation 

Count 

 

Purchase of the 

organic product Total 

Yes No Maybe 

Factor which 

influence the 

consumer for 

purchasing the 

Organic product 

Availability 4 0 1 5 

Food safety 14 5 5 24 

Price 2 0 0 2 

Product 

Knowledge 
6 2 3 11 

Nothing 1 7 0 8 

Total 27 14 9 50 

 

Chi-Square Tests 

 Value df 
Asymp. Sig. (2-

sided) 

Pearson Chi-Square 19.383a 8 .013 

Likelihood Ratio 20.399 8 .009 

Linear-by-Linear 

Association 
1.080 1 .299 

N of Valid Cases 50   

a. 12 cells (80.0%) have expected count less than 5. The 

minimum expected count is .36. 

From the above table null hypothesis is accepted because p 

value is 0.013 which is less than 0.05 .so therefore there is 

no relation between purchase of the organic product and its 

various factor. 

VII. FINDING AND SUGGESTIONS 

− 51.9% of respondent purchase the organic product, 

26.9% of respondent did not purchase the organic 

product. 

− 86.3% of the respondent aware about the organic 

product and 13.7% of the respondent did not aware 

about the product. 

− 45% of the respondent thinks that the organic food 

product is expensive. 

− 79% of the respondents are not aware of organic 

certification in India.  
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− The purchase of organic food products is maximum 

preferred by females but the knowledge about organic 

product is possessed more by male.  

VIII. CONCLUSION 

Organic food product is being accepted as a nutritional food 

are keeps human healthy. 55.6% of the respondent thinks 

that the organic food is safe for their health. Cost is the 

imperative that must be viewed to expand the utilization 

level. Almost 45.1% respondent thinks that Organic food 

product is expensive.  
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