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ABSTRACT
Consumer buying behaviour of organic agri products is a study of how individuals spent their available resources on
consumption related organic agri products. Vegetable is a product that has more demand in the market in the present
area, hence it purchased by people in all income segments. Marketing mix is a set of marketing tools that the firm uses to
pursue its marketing objectives in the target market. Major objectives of this study are to identify the factors influencing
consumer buying behaviour of organic agri products and to develop a model to predict the influence of different factors
and it also produce suitable suggestions for sales increment. Regression analysis is adopted for developing the model.
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INTRODUCTION
Consumer buying behaviour of organic agri-products is a study of how individuals spend their available
resources on consumption related organic agri-products. It includes the study of what they buy, why they buy
it how often they buy it and how often they use it the present study attempts to identify the various factors that
influence the purchase decision of individuals. Vegetable is a product that has demand more in the market in
the present area, and hence it purchased by people in all income segment. Marketing mix is a set of marketing
tools that the firm uses to pursue its marketing objectives in the target markets. It includes four variables-
product,price,place,promotion. It also includes everything the firm can do to influence the demand for
products. The manufacturers and marketers formulate various strategies based on these factors. This study
considers the influence of these factors on the customers on the basis of importance assigned by them to those
factors. Identification of the factors will help them to tailor their marketing and manufacturing efforts to
advantages of this influence in a way that satisfies both the consumers and the marketers.But first let us know
what are Organic agri- products-Organic products are grown under a system of agriculture without the use of
chemical fertilizers and pesticides with an environmentally and socially responsible approach. This is a
method of farming that works at grass root level preserving the reproductive and regenerative capacity of the
soil, good plant nutrition, and sound soil management, produces nutritious food rich in vitality which has
resistance to diseases.

India is bestowed with lot of potential to produce all verities of organic products due to its agro climate
regions. In several parts of the country, the inherited tradition of organic farming is an added advantage. This
holds promise for the organic producers to tap the market which is growing steadily in the domestic market
related to the export market.

“An organic farm, properly speaking, is not one that uses certain methods and substances and avoids others; it
is a farm whose structure is formed in imitation of the structure of a natural system that has the integrity, the
independence and the benign dependence of an organization”- Wendell Berry, ‘The Gift of Good Land’.
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“Organic agriculture is a production system that sustains the health of soils, ecosystems and people. It relies
on ecological processes, biodiversity and cycles adapted to local conditions, rather than the use of inputs with
adverse effect. Organic agricultural combines tradition, innovation and science to benefit the shared
environment and promote fair relationships and a good quality of life for all involved…”- International
Federation of Organic Agriculture Movements.

LITERATURE REVIEW
The literature review will highlight and elucidate the organic agri products, consumer behaviour and customer
purchase decision in general and some key factors were selected to explain how they influence consumer
behaviour towards organic agri products. Mittal (2010) explained that the power distance belief (PDB) (i.e.,
accepting and expecting power disport) influences impulsive buying beyond other related cultural dimension,
such as individualism collectivism. It supports an associative amount that links PDB and impulsive buying as
a manifestation of self-control, such that those with high PDB  display less impulsive buying furthermore, this
effect manifests for vice products but not for virtue products. The authors also find that restraint from
temptations can occur automatically for people who have repeated practice. Taken together, these results
imply that products should be differentially positioned a vice or virtue products in accordance with
consumers. Sigue (2008) evaluate sales promotional tools for consumers and retailers. In this research, be
entertained the point that how producers and retailers influence consumers and each other by using these tools
and how performance of each one of the channel members directly and indirectly affects other members
buying and selling activities. In this research two models, which evaluated effects of channel decisions,
benefits of promotions under the control of producers and promotion goals under the control of middleman on
consumers, were presented. The findings showed that middleman always, invested in retailer promotions,
while producers may find divesting on consumer promotions desirable. Deepak Sangroya ,Jogendra Kumar
Nayak (2017) explained factors influencing buying behaviour of green energy consumer. Study develops a
multidimensional green perceived value scale to measure existing levels of consumers’ perceived value. The
scale considers green perceived value as a multidimensional second order construct comprising functional
value, social value, conditional value and emotional value dimensions. Such an attempt has not been made
before which highlights the originality value of the present study. The scale can be used to assess consumers
perception towards green energy. Such information would help in formulating strategies that encourage
consumers to voluntarily adopt green energy. Hassan Rahnama (2017) described Consumer motivations
toward buying local rice: The case of northern Iranian consumers. This research had two purposes. The first
aim was to identify Iranian and Non-Iranian riceconsumers based on demographic characteristics and examine
difference of these features with buying behaviors. The second purpose of study was to investigate
consumer’s motivation to buy local rice in Iran.

PROBLEM IDENTIFICATION

Figure 1:Graph showing Sales in Percentage Vs Year

From the previous five years of sales, the sales of organic product is less as compared to inorganic products.
Even though Horticorp aims at the promotion of organic products, the sales are seemed unsatisfactory due to
some factors.
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OBJECTIVES
1. To identify the factors which influence the consumer buying behaviour.
2. To develop a model of factors on customer buying behaviour.
3. To recommend   improvement measures on the model for improving sales.
SCOPE
The study of consumer buying behaviour towards organic agri products is of vital importance to marketers in
shaping the fortunes of their organizations. It helps the companies to deeply understand the consumer
behaviour so that they can formulate effective strategies and help develop the company and the industry at
large. And it helps to increasing the production organic product.

METHODOLOGY

Figure 2: Methodology
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RESULTS & DISCUSSIONS
DEMOGRAPHIC DETAILS
A total of 300 responses were collected. The data presented in the below tables indicate that the sample has
male domination with 72 per cent of total. Age analysis of respondents indicates that most of the respondents
fall in the age group of 30-40 years as it was indicated by 30 per cent respondents in the sample. Education
analysis of respondents indicates that most of the respondents possess degree.

Figure3: Classification of respondent based on Gender

Figure 4: Classification of respondent based on Age

Figure 5: Classification of respondent based on Qualification
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IMPACT OF VARIOUS FACTORS ON CONSUMER PERCEPTION.
In order to study the combined effect of extraneous variables on customer perception, multiple linear
regression analysis was carried out. Score regarding customer satisfaction is taken as dependent variable and
variables such as promotional, situational, product characteristics, motivational are taken as independent
variables. Regression analysis was carried out by enter method and results.

Table 1:Regression Analysis of various factors and consumer perception.

REGRESSION MODEL

Y = Constant + B1(X1) + B2(X2)

CONSUMER PERCEPTION = -0.616 + 0.552(MOTIVATIONAL)+ 0.158(PRODUCT
CHARACTERISTICS)+0.593(SITUATIONAL)+0.324(PROMOTIONAL)

Table 2: Degree of variability

The R2 of the regression equation is found to be 0.509 which indicates that 50.9 percent of variation in the
customer perception can be explained by the 4 variables taken for regression analysis.

 From the above results proves that most influencing factor in case of customer buying behaviour is
situational factor.

 Situational factor consists of outlets and availability.

 It is possible to enhance the sales by increasing number of outlets and availability of products.
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CONCLUSION
Agricultural sector is the backbone of our economy. Nowadays we get inorganic vegetables in markets. It
leads to severe disease like cancer. Here we can think about the importance of the Horticorp. At certain extend
we get organic products from Horticorp. Behaviour has a strong influence in terms of consumer purchases.
They are the main triggers in the consumer purchasing process and also influence the perception of a product.
Various factors that influencing the consumer buying behaviour are identified. They are motivational,
situational, product characteristics and promotional factors. Major factors that influences consumer buying
behaviour are identified through literature review and experts review. By regression analysis, the most
influencing factor influences buying behaviour is the situational factor.Therefore, Sales can be improved by
increasing the actual no of outlets and availability of products.
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