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Abstract— this research paper aims at finding the most 
influential consumer perceived values that leads to the purchase 
of organic products. This study also bridges the gap between 
demographic factors and consumer values affect on buying 
decision of organic products.  

 
Index Terms— Demographic factors, consumer perceived 

values, Quality, Price, Trust, Safety, Age, Educational status.  
 

I. INTRODUCTION  

 
In recent decades, the consumption of organic products has 
been increased in the market; many conventional products 
have been replaced by organic products. Early research papers 
have focussed on how these change happened and what are the 
factors responsible for the change. Most of such change in the 
consumption of the organic products has been attributed to 
demographic factors such as age, family size, gender, marital 
status, presence of children etc. On extensive reading through 
earlier literature it was found that there are a set of consumer 
perceived values related to the purchase decision of organic 
products and this paper is oriented towards finding out that set 
of consumer perceived values which influences the purchase 
decision of organic products. 
 

II. LITERATURE REVIEW 

 
To satisfy the growing needs of human population, huge 
quantities of natural resources have been exploited, and these 
days the human population has raised the issue of 
environmental protection. This sudden interest towards 
protecting the environment and our natural habitat has given 
rise to a new category of eco-friendly consumption called 
green consumerism. In their pursuit to save the environment 
consumers are now willing to purchase organic products even 
though they are relatively costly. Recent studies on green 
consumerism  with respect to demographic factors have found 
that women are more oriented towards organic products than 
men, educational qualification plays a vital role in the 
purchase decision of organic products, younger people 
purchase organic products and most non-buyer are elder to the 
buyers. Research papers also suggest that young people are 
more eco friendly but are not willing to pay an extra price for 
the organic product because of their low purchasing power on 
the other hand older people are more health conscious and are 
willing to pay that extra price for an organic product. Studies 

also reveal hat educated people are more likely to purchase 
organic product. It has also been found that the presence of 
children in the family and the age of the kids in the family is 
also an important factor that influences the purchase of an 
organic product. Thus over the years a lot of factors have led 
to the increased consumption of organic products. This 
research is oriented towards finding the most significant 
consumer perceived value that is responsible for making a 
decision with regard to the purchase of organic product. 

 

III. METHODOLOGY  

 
This research consists of a pilot survey and a main survey. 

The findings from the pilot survey was used to narrow down 
the research from a wide range of consumer perceived values  
to fewer and most influential consumer perceived values. The 
population for  both the pilot and main survey were students of 
a well established management school in south of India, 
sample size is 200 for pilot survey and 100 for main survey. 
Descriptive results were reached using pilot survey by using 
Microsoft excel and main survey was analyzed by using SPSS 
analytical software. The scales used in the pilot survey 
questionnaire are dichotomous and 5 point likert scale and for 
the main questionnaire all questions were of 7 point likert 
scale.   

IV. ANALYSIS 

 
The pilot survey responses were used to generate descriptive 
statistics using Microsoft excel and the most influential 
attributes responsible for the purchase decision of organic 
products were chosen and then the main survey was 
administered. The most influential attributes responsible for 
organic product purchase was selected from the pilot survey 
and the questionnaire was made with respect to the main 
attributes Main survey was analysed using IBM spss, linear 
regression was used to reach the end result.  
 
 
 
 

V. RESULTS 

The results of the pilot survey are as follows; 



 

 
a) Unmarried people are more likely to purchase 

organic products. 
  
 
 

 
b) Organic products are purchased to maintain good 

health. 
 
 

 
 

c) Quality is an important factor for divorced people to 
purchase  organic products; Quality and trust are the 
influential factors for married and single people. 

 
d) 18-24, 25-34 and 35-44 age groups purchases organic 

products to maintain good health and for the quality 
of the product. 

 

 
 

 
e) Safety, quality and trust are the three main values 

across all age groups in the purchase of organic 
products. 

 

 
 

f) Degree holders are more likely to purchase organic 
products. 

 
 



 
g) Safety, trust and quality are the most influential 

factors. From the pilot survey Quality, Social Status, 
Perceived  values (trust and safety and Price) are 
found to be most influential attributes and the results 
were analysed separately based on gender. 

The results of main survey are as follows; 

 
 
 

 
 
 

 

 
 

Gender = 1 indicate the male subjects and Gender = 2 
indicates female subjects. And the results show that social 
status and perceived values (safety and trust) to be the most 
influential attributes for women and quality and price to be the 
most influential attributes for men. 

VI. LIMITATIONS 

The survey results were mostly done by the people between 
the age group of 18-44, and the location was bound within 
south of India, thus various other attributes that can lead to the 
purchase of organic products were not considered. Moreover 

people get confused between ayurveda and organic products. 
If the above limitations were mitigated then a much deeper 
study could have been done. 
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