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KEYWORDS ABSTRACT

Consumer This study delves into the intricate dynamics of consumer behavior towards organic food purchases
Behavior, in Bangalore, employing the Consumer Decision-Making Model to unravel the impact of key
Organic Foods, determinants: Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and
Bangalore, Labelling, and Subjective Norms. Amidst Bangalore’s burgeoning organic food market, this
Decision-Making | research seeks to bridge the gap in understanding how these factors collectively shape purchasing
Model, decisions. By evaluating the relative importance of each predictor and assessing the model's efficacy
Purchasing in explaining and predicting consumer behavior, the study aims to offer actionable insights for
Determinants marketers to craft effective strategies tailored to the city’s diverse consumer base. The research

methodology involves a comprehensive quantitative survey of 241 organic food consumers, with
findings revealing nuanced influences of each variable. The results highlight the critical role of
nutritional value and price, while also delineating the practical implications for market strategies.
The study addresses its limitations and suggests avenues for future research, contributing to a deeper
comprehension of consumer choice mechanisms in the organic food sector.

1. INTRODUCTION

The organic food market has seen a remarkable rise in popularity, driven by growing consumer awareness about health,
environmental sustainability, and ethical food production. According to the International Federation of Organic Agriculture
Movements (IFOAM), organic foods—produced without synthetic pesticides, fertilizers, GMOs, antibiotics, or growth
hormones—embody a shift towards natural and sustainable agriculture (Willer & Lernoud, 2022). This surge in demand is
not a fleeting trend but signifies a profound change in consumer attitudes toward healthier, more sustainable living. As
awareness of health benefits and environmental impacts grows, the organic food market continues to thrive, showing
resilience even in economic downturns (Willer, Lernoud, & Kemper, 2022).

In Bangalore, a vibrant and diverse urban center, the organic food market is rapidly evolving. Consumers in this metropolitan
area increasingly prioritize organic foods due to health concerns, environmental awareness, and the desire for superior taste
and quality. The organic food sector in India, particularly in Bangalore, has been steadily growing, with significant increases
in both production and consumption. A report by the Indian Organic Sector (2022) highlights a compound annual growth
rate (CAGR) of over 25% for the market size of organic foods in India, reflecting robust consumer demand and greater
availability of organic products across various retail channels.

Despite this growth, the factors influencing consumer purchasing behavior towards organic foods in Bangalore are complex
and multifaceted. Previous studies have underscored the significance of variables such as price, taste, environmental
concerns, nutritional value, organic certification and labeling, and subjective norms in shaping consumer decisions (Chen &
Deng, 2023; Lockie et al., 2023). However, the integrated impact of these factors in an emerging market like Bangalore
remains underexplored. This research seeks to address this gap by decoding consumer choices through the Consumer
Decision-Making Model, which elucidates the stages of consumer decision-making: problem recognition, information
search, evaluation of alternatives, purchase decision, and post-purchase behavior.

Applying this model allows researchers to understand the intricate interplay of factors such as price, taste, environmental
concerns, nutritional value, organic certification, and subjective norms. This comprehensive analysis will reveal how these.
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variables interact and influence the decision-making process for organic food purchases. The findings are anticipated to offer
valuable insights for marketers, policymakers, and stakeholders aiming to boost the adoption of organic foods and promote
sustainable consumption patterns in this dynamic city

ARCHITECTURE OF THE CONSUMER DECISION-MAKING PARADIGM: EVOLUTION, MODEL, AND
APPLICATION TO ORGANIC FOOD PURCHASING

2.1 Evolution of the Consumer Decision-Making Model: Contributions of Pioneering Scholars

The Consumer Decision-Making Model, refined by scholars such as James R. Bettman, Herbert A. Simon, and John A.
Howard, provides a comprehensive framework for understanding consumer behavior (Engel, J. F., Blackwell, R. D., &
Miniard, P. W., 2005).

James R. Bettman: Renowned for his work on consumer choice and information processing, Bettman’s model delves into
how consumers handle information and make decisions.

Herbert A. Simon: Simon introduced "bounded rationality," highlighting the limitations of human decision-making due to
constraints of information and cognitive capacity.

John A. Howard: Creator of the Howard-Sheth Model, Howard's work underscores the influence of social and psychological
factors on consumer decisions.

Collectively, these contributions have shaped the Consumer Decision-Making Model, which examines how consumers make
choices influenced by various factors and processes.

2.2 Decoding the Consumer Decision-Making Model

The Consumer Decision-Making Model is a sophisticated framework that elucidates the intricate processes consumers
undergo when making purchase decisions. This model encapsulates a series of deliberate and methodical steps, each critical
in shaping the final purchasing behavior. The elegant nuances of this model include:

Information Evaluation Intluence Intluence
soures criterions factors factors

O O O 0 O

Problem Information Evaluationof Purchaze Post-purchase
TecoEmItion search alternatives derizion svaluztion

Consumer Decision-Making Model

1. Need or Problem Recognition: The process begins with recognizing a need or problem, sparking the motivation to seek
a solution. For example, a consumer concerned about their environmental footprint and health decides to buy organic foods.

2. Information Search: After recognizing the need, the consumer gathers information from internal memories and external
sources like advertisements, reviews, social media, and word-of-mouth recommendations. For instance, the consumer
searches online for the best prices, reads reviews on taste, and checks for organic certifications and labels on various products.

3. Evaluation of Alternatives: With gathered information, the consumer evaluates the available options, considering
attributes like price, quality, brand reputation, and product features. Attitudes, beliefs, and preferences are crucial in this
comparison. For example, the consumer compares various brands of organic foods, weighing cost, taste, nutritional value,
and certifications, while also considering recommendations from friends and family.

4. Purchase Decision: After evaluating alternatives, the consumer makes a purchase decision influenced by their evaluation
and external factors such as peer opinions and situational contexts. This involves selecting a preferred product and deciding
where and when to buy it, though unforeseen issues like financial constraints or product unavailability may impact the
purchase. In our example, the consumer chooses a specific brand of organic food that is reasonably priced, well-reviewed,
nutritious, certified organic, and supported by their social circle.
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5. Post-Purchase Behavior: The process concludes with the consumer reflecting on their purchase, resulting in either
satisfaction or dissatisfaction. Positive experiences can foster brand loyalty and repeat purchases, while negative ones can
lead to returns, complaints, or negative word-of-mouth. For instance, if the consumer finds the organic food meets their taste,
nutritional expectations, and environmental values, they feel satisfied and are likely to buy similar products again.

The Consumer Decision-Making Model intricately examines the steps from need recognition to post-purchase evaluation,
highlighting the rational and emotional elements involved. This model provides a comprehensive understanding of consumer
behavior, beginning with recognizing a need, followed by information search, evaluation of alternatives, purchase decision,
and post-purchase evaluation. This structured approach is invaluable for understanding consumer behavior and helps
businesses tailor their strategies to effectively meet customer needs.

2.3 Application of the Consumer Decision-Making Model to Organic Food Purchasing Behavior

When applied to the realm of organic food purchasing behavior, the Consumer Decision-Making Model provides profound
insights.

1. Problem Recognition: Consumers may identify a need for healthier eating or a desire to support environmental
sustainability. Influencing Factors are:

Environmental Concerns: Worries about the environmental impact of conventional farming may lead to a need for organic
foods.

Nutritional Value: Health concerns may drive the need for organic foods, perceived as healthier.

2. Information Search: Consumers seek information on the benefits, certifications, and brands of organic foods. Influencing
Factors are:

Price: They compare the cost of organic foods to non-organic alternatives.
Taste: They investigate whether organic foods meet their taste preferences.
Organic Certification and Labelling: They verify certifications and labels to ensure authenticity.

3. Evaluation of Alternatives: Consumers compare organic products based on price, taste, nutritional value, and labeling,
with environmental concerns and subjective norms also influencing their decision. Influencing Factors are:

Price: Comparison of prices from different brands or stores.

Taste: Evaluation of taste quality.

Nutritional Value: Comparison of nutritional benefits of different organic products.
Environmental Concerns: Consideration of environmental benefits of each product.
Organic Certification and Labelling: Assessment of certification credibility.
Subjective Norms: Consideration of support from social circle for organic food purchase.

4. Purchase Decision: The final decision is shaped by the perceived value of organic foods, availability, and endorsements.
Influencing Factors are:

Price: The consumer chooses products that fit their budget.

Taste: They select options known for good taste.

Nutritional Value: They opt for products that meet their health requirements.
Environmental Concerns: They choose products that align with their environmental values.
Organic Certification and Labelling: They buy products that are certified organic.
Subjective Norms: They consider if their social environment supports their choice.

5. Post-Purchase Behavior: Satisfaction with organic products can lead to continued preference and positive
recommendations.

Price: Evaluation of whether the price justified the product’s quality.

Taste: Reflection on whether the taste met expectations.

Nutritional Value: Assessment of whether the product provided the desired nutritional benefits.
Environmental Concerns: Consideration of product alignment with environmental values.
Organic Certification and Labelling: Verification of the accuracy of organic claims.

Subjective Norms: Validation of choice by the social circle.

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4

Page. 1993



‘ T. M. Suresh Kumar

3. CONCEPTUAL FRAMEWORK OF THE STUDY

From the foregoing analysis, six pivotal determinants have been distilled as influential factors in the purchase behavior of
organic food products: Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and
Subjective Norms. The proposed framework posits that consumers' purchasing decisions for organic food products are
strongly shaped by these six factors. The model proposed for the current study is delineated below:

Price

Taste

Consumers' Purchase
Behaviour of
Organic Foods

Environmental
Concern

Nutritional
Value

V4

Organic Certification
and Labelling

Subjective
Norms

Conceptual Model for the Study

In the model, Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and Subjective
Norms are independent variables, influencing each stage of the decision-making process, with Consumers’ Purchase
Behavior of Organic Foods as the dependent variable. These factors guide their journey from need recognition to post-
purchase evaluation, offering a comprehensive understanding of how they shape consumer behavior in the organic food
market.

4. PROBLEM STATEMENT

Despite growing awareness and demand for organic foods, understanding consumer purchasing behavior remains complex
and multifaceted. Studies have highlighted factors such as price, taste, environmental concerns, nutritional value, organic
certification, and subjective norms as key predictors in the organic food market. While price sensitivity and perceived costs
pose challenges, superior taste, nutritional benefits, and environmental sustainability drive consumer preference and
willingness to pay more. Additionally, social influences and trust in certification labels further complicate decision-making.
This research seeks to evaluate these variables' relative importance and impact on consumer purchasing behavior towards
organic foods, offering insights for marketers and policymakers to refine strategies and promote organic consumption.

5. RESEARCH GAP

While existing literature extensively explores individual factors like price, taste, environmental concerns, nutritional value,
organic certification, and subjective norms in consumer behavior towards organic foods, comprehensive studies evaluating
the combined effect of these variables are scarce. Most research focuses on isolated predictors or specific demographics,
leaving a gap in understanding how these factors interact and their relative importance across a diverse consumer base.
Additionally, insights into how these predictors collectively influence attitudes and purchasing decisions in emerging markets
like Bangalore are limited. Addressing this gap is crucial for developing targeted marketing strategies and policies that
effectively promote the adoption of organic foods across different consumer segments. This study aims to bridge this gap by
providing a thorough analysis of key determinants using the Consumer Decision-Making Model, offering a nuanced
understanding of the complex dynamics at play.

6. RESEARCH OBJECTIVES
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1. Assess the impact of factors like Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and
Labelling, and Subjective Norms on consumers' organic food purchase behavior.

2. Delineate practical implications for marketers and explore how these insights can inform effective marketing strategies.
3. Evaluate the model's capability to explain variations in purchase behavior, its predictive accuracy, and overall significance.

4. Determine the relative importance of each predictor in shaping consumer decisions about organic food purchases.

7. RESEARCH METHODOLOGY

A rigorous quantitative survey was conducted with a randomly selected sample of 241 organic product consumers in
Bangalore, using probability sampling methods. Participants were chosen from those visiting specific outlets during the
survey period, based on their availability and willingness.

The study evaluated consumer attitudes towards organic food purchases concerning six key variables: Price, Taste,
Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and Subjective Norms. Based on a
thorough literature review, items for each variable were identified to measure their influence on consumer attitudes. Each of
these variables was assessed through five distinct items. A five-point Likert scale, ranging from Strongly Disagree (1) to
Strongly Agree (5), was used to capture nuanced consumer perceptions and attitudes, providing a solid foundation for
analyzing factors driving organic food purchases.

8. REVIEW OF LITERATURE
8.1 Price

Price remains a pivotal factor in consumer decisions within the organic food market. While organic products often carry a
premium, this does not always deter consumers. Chen and Deng (2023) found that consumers are willing to pay more for
perceived health benefits, though price sensitivity varies by demographic. Despite its significance, price's impact is
moderated by the perceived value of organic foods. Lusk and Norwood (2022) showed that premium prices limit organic
food consumption to higher-income groups, affecting market size and accessibility. Reducing price barriers could boost
market penetration among price-sensitive consumers. Kumar and Smith (2021) found that promotional pricing and discounts
significantly enhance consumer interest and purchase intentions, indicating that temporary price reductions can effectively
drive short-term sales increases.

The impact of price on the organic food market is also influenced by its comparison with conventional foods. Huang et al.
(2021) found that significant price differences can deter purchases, suggesting that narrowing these gaps could attract a
broader consumer base. Cox et al. (2018) revealed that while overall demand for organic foods is inelastic, it varies by income
and consumer attitudes toward health and sustainability. Price increases may not greatly reduce demand universally but can
affect more price-sensitive segments. Rivis and Sheeran (2020) found that while price is significant, consumers driven by
health and environmental concerns are less price-sensitive, highlighting the moderating role of consumer values.

This review shows that while price is crucial, its impact is complex and influenced by various factors.
8.2 Taste

Taste is a crucial factor in organic food purchasing decisions. Lockie et al. (2023) found that consumers often prioritize taste
over price and environmental concerns, with superior taste enhancing satisfaction and loyalty. Pellegrini and Farinello (2022)
highlighted that taste significantly impacts consumer perceptions, often leading to a willingness to pay a premium for organic
foods perceived as higher quality. Zepeda and Li (2022) found that positive taste experiences are essential for repeat
purchases and brand loyalty, indicating that taste enhancement is key to market growth.

Yiridoe et al. (2021) found that many consumers perceive organic foods as tastier, which drives their preference and
willingness to pay more. Hughner et al. (2021) suggested that taste satisfaction drives market expansion, as consumers who
enjoy organic foods are likely to recommend them, boosting demand. Magnusson et al. (2020) revealed that organic foods
are seen as both healthier and tastier, enhancing preference and purchasing behavior. Schleenbecker and Hamm (2020) found
that while high expectations can drive initial purchases, actual taste experiences are crucial for repeat buying.

This review underscores that taste is a key factor in purchasing behavior, fostering both initial purchases and consumer
loyalty.

8.3 Environmental Concern

Schwartz (2023) found that environmental awareness significantly influences consumer behavior, making consumers more
likely to choose environmentally friendly organic foods. Thegersen (2023) highlighted that ethical consumerism, driven by
environmental concerns, motivates purchases of organic products as a contribution to sustainability. Pimentel et al. (2022)
noted that the environmental benefits of organic farming, such as reduced chemical use and improved soil health, enhance
the appeal of organic foods. Leonidou et al. (2022) showed that green marketing strategies emphasizing environmental
benefits increase purchase likelihood among consumers with high environmental concerns.
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Vermeir and Verbeke (2021) found that social influence reinforces environmentally friendly behaviors, making individuals
in eco-conscious groups more likely to purchase organic foods. Tanner and Wolfing Kast (2021) showed that environmental
labels, such as organic certification, play a key role in influencing purchase decisions by providing assurance and enhancing
perceived value. Young et al. (2020) concluded that consumers are more inclined to buy organic foods perceived as having
a lower environmental impact. Laroche et al. (2020) found that those with strong environmental motivations are more willing
to pay a premium for organic foods, seeing their purchase as supporting sustainability.

This review underscores the critical role of environmental concern in organic food purchasing, highlighting the need for
sustainability-focused marketing strategies.

8.4 Nutritional Value

Magnusson et al. (2023) found that consumers perceive organic foods as more nutritious than conventional options,
influencing their purchasing behavior. Lockie et al. (2023) revealed that health-conscious individuals are more likely to
choose organic foods, associating them with greater nutritional value. Woese et al. (2022) reviewed studies indicating that
organic foods generally contain higher levels of certain nutrients, driving consumer preference. Povey et al. (2022) showed
that beliefs in the nutritional benefits and reduced chemical content of organic foods increase consumer willingness to pay a
premium.

Hughner et al. (2021) found that detailed nutritional labels increase consumer purchase intentions for organic foods by
enhancing their perceived value. Soler et al. (2021) showed that beliefs in the health benefits of organic foods drive higher
purchase rates. Grankvist and Biel (2020) revealed that marketing emphasizing nutritional benefits boosts consumer interest,
especially among health-conscious buyers. Michaelidou and Hassan (2020) found that consumers with higher nutritional
knowledge prefer organic foods due to their perceived nutritional superiority.

This review highlights that perceived nutritional value significantly influences organic food purchasing, with effective
communication enhancing consumer engagement.

8.5 Organic Certification and Labelling

Janssen and Hamm (2023) found that trust in organic certification labels boosts consumer confidence and drives preference
for organic products. McEachern and Willock (2023) showed that detailed label information enhances consumer trust and
purchasing decisions by clarifying certification standards. Krystallis and Chryssochoidis (2022) demonstrated that
certification labels increase willingness to pay higher prices for organic foods due to perceived authenticity and quality.
Zepeda and Deal (2022) emphasized that certification is crucial for building consumer trust and credibility, leading to
increased purchase rates of organic foods.

Hughner et al. (2021) found that familiarity with organic certification labels enhances purchase intentions by simplifying
decision-making and reinforcing perceived benefits. Yiridoe et al. (2021) demonstrated that certification labels boost
perceptions of quality and safety, leading to increased purchase intentions. Hartlieb and Jones (2020) revealed that recognized
and trusted certification logos significantly improve consumer confidence and purchasing likelihood. Williams and Hammitt
(2020) showed that certification labels differentiate organic products by conveying quality and authenticity, crucial for
attracting premium-paying consumers.

This review highlights that organic certification and labeling are vital for building trust, enhancing perceived quality and
safety, and differentiating products in the market, driving organic food growth.

8.6 Subjective Norms

Tarkiainen and Sundqvist (2023) revealed that subjective norms, such as social pressures from family and peers, significantly
influence organic food purchasing decisions. Arvola et al. (2023) found that peer influence enhances the likelihood of buying
organic foods, with individuals being swayed by the values of those around them. Lockie et al. (2023) showed that family
and cultural norms heavily impact consumer preferences for organic products, highlighting the role of cultural and familial
contexts. Smith and Paladino (2022) indicated that perceived social acceptance of organic foods increases consumer
inclination to purchase, driven by the desire to conform to group norms.

Thogersen (2022) found that perceived social pressure significantly drives organic food purchases, emphasizing the impact
of social expectations. Vermeir and Verbeke (2021) revealed that social marketing campaigns leveraging peer influences are
more effective in encouraging organic food consumption. Ajzen (2021) highlighted that subjective norms, as part of the
Theory of Planned Behavior, are crucial in shaping intentions to buy organic foods. Shaw et al. (2020) showed that normative
beliefs about what others expect significantly influence ethical consumption, including organic food choices.

This review underscores the critical role of subjective norms—such as social pressures, peer influences, and cultural norms—
in consumer decisions and highlights the importance of these factors in crafting effective marketing strategies for organic
foods.

9. RESULTS AND DISCUSSION
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Objective 1: Assess the impact of factors like Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification
and Labelling, and Subjective Norms on consumers' organic food purchase behavior.

Null Hypothesis: Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and
Subjective Norms do not significantly affect consumers’ organic food purchasing behavior.

Method: To test the above hypothesis, Multiple Regression Analysis was utilized, with the predictors being Price, Taste,
Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and Subjective Norms, and the dependent
variable being Consumers’ Purchase Behavior of Organic Foods.

Descriptive Statistics

Mean SD N
Consumers’ Purchase Behavior of Organic Foods  [3.721 0.619 241
Price 3.779 0.729 241
Taste 3.698 0.668 241
Environmental Concern 3.675 0.730 241
Nutritional Value 3.833 0.648 241
Organic Certification and Labelling 3.766 0.644 241
Subjective Norms 3.817 0.615 241

Interpretation:

All factors have means exceeding 3, reflecting a generally favorable perception of their influence on organic food purchases.
Notably, nutritional value and subjective norms are especially significant in shaping consumer behavior in Bangalore.
Standard deviations range from 0.615 to 0.730, indicating that responses are closely clustered around the mean, suggesting
a relatively consistent consensus among respondents.

Objective 2: Practical Implications

1. Consumer Purchase Behavior: The moderate score and low standard deviation indicate generally positive but varied
consumer behavior. Marketing should target diverse preferences and boost organic product appeal to convert interest into
higher purchase rates.

2. Price: The high mean score and substantial variation highlight price as a significant factor with varying sensitivity. Employ
flexible pricing strategies, such as promotions or discounts, and clearly communicate the value of organic products to justify
their cost.

3. Taste: The moderate score and standard deviation show taste is important but unevenly valued. Focus on taste
improvements in marketing, and consider offering samples to address varying perceptions.

4. Environmental Concern: Environmental concern is significant but varies among consumers. Emphasize the
environmental benefits of organic products and target eco-conscious segments while appealing to a broader audience.

5. Nutritional Value: With the highest mean and low standard deviation, nutritional value is a strong and consistent focus.
Highlight the health benefits of organic foods prominently in marketing to attract health-conscious buyers.

6. Organic Certification and Labelling: A high mean with low variation underscores the importance of clear certification
and labeling. Ensure these are prominently displayed and easily understandable to build trust.

7. Subjective Norms: The high mean and low standard deviation indicate a strong influence of subjective norms. Use social
proof and peer influence strategies in marketing, such as testimonials endorsements in marketing to align with and reinforce
consumer social expectations.

The findings underscore the need to cater to varied consumer preferences, emphasizing nutritional value, pricing, and
certification. Marketing strategies should strategically leverage these aspects and social influences to boost organic food
purchases. Addressing price and environmental concern variability through targeted education and marketing could enhance
consumer engagement. Understanding these insights aids marketers, policymakers, and businesses in refining strategies to
highlight influential factors and address variability, thus fostering consistent consumer interest in organic foods.

Objective 3: Evaluate the model's capability to explain variations in purchase behavior, its predictive accuracy, and overall
significance.

Model Summary

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4

Page. 1997



‘ T. M. Suresh Kumar

Model | R

R Square | Adjusted R Square Std. Error of the Estimate

1 .920* | .847 .845 .24390

Predictors: (Constant), Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and
Subjective Norms

Interpretation
The R? value of 0.847 indicates that 84.7% of the variance in organic food purchase behavior is explained by the predictor
variables, underscoring their critical role in consumer decisions.

The strong model fit, evidenced by high R and R? values, with minimal adjustment loss, reflects robustness and minimal
overfitting.

Additionally, the low standard error of 0.24390 confirms the model's precision and reliability in prediction.

The model's high R? and R values, combined with the low standard error, underscore its overall significance and effectiveness
in explaining and predicting consumer purchase behavior towards organic foods by the predictors.

ANOVA?

Model Sum of Squares df Mean Square F Sig.
1 Regression 143.146 6 23.858 216.891 .000°
Residual 25.817 234 110
Total 168.963 240

a. Dependent Variable: Consumers’ Purchase Behavior of Organic Foods

b. Predictors: (Constant), Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and
Subjective Norms.

Interpretation:

The ANOVA results confirm the model's high significance with an F-statistic of 216.891 and a p-value of 0.000, indicating
that the predictors collectively influence organic food purchase behavior significantly. The large regression sum of squares
relative to the residual sum of squares confirms the model's strong explanatory power of the total variability in the dependent
variable, while the significant F-statistic highlights the substantial contribution of individual predictors. This underscores the
importance of these factors in influencing consumer decisions.

Objective 2: Practical Implications

The results highlight that strategies to influence organic food purchases should address all six key factors, as they collectively
explain a significant portion of consumer behavior.

Given the model's significance, stakeholders (e.g., marketers, policymakers) can confidently focus on these predictors to
influence consumer behavior towards organic foods. For example, emphasizing the nutritional value and environmental
benefits of organic foods, ensuring clear and trustworthy certification and labeling, and leveraging social norms could
effectively drive consumer engagement.

The ANOVA results affirm the model’s validity, providing a solid basis for targeted promotional strategies.

Objective 4: Determine the relative importance of each predictor in shaping consumer decisions regarding organic food
purchases.

Regression Coefficients”

Model Unstandardized Standardized t Sig. | Collinearity
Coefficients Coefficients Statistics
B Std. Beta Tolerance VIF
Error
1 (Constant) .015 .086 .169 .866
Price 154 .030 182 5.223 .000 | .291 3.439
Taste 165 .032 173 5.246 .000 | .324 3.083
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Environmental .064 .022 .069 2910 .004 | .622 1.609
Concern

Nutritional Value 323 .032 381 10.123 .000 | .248 4.025
Organic Certification | .116 .025 120 4.674 .000 | .532 1.881
and Labelling

Subjective Norms 172 .029 171 5914 .000 | 422 2.372

a. Dependent Variable: Consumers’ Purchase Behavior of Organic Foods

b. Predictors: (Constant), Price, Taste, Environmental Concerns, Nutritional Value, Organic Certification and Labelling, and
Subjective Norms

Interpretation:

All predictors have significant t-values (p < 0.05), demonstrating their substantial impact on purchase behavior. Low
collinearity statistics (Tolerance > 0.2, VIF < 5) confirm minimal multicollinearity, indicating each predictor independently
contributes to explaining consumer behavior. This suggests the model is robust and well-fitting.

RELATIVE IMPORTANCE OF DIFFERENT PREDICTORS

S.No. | Predictors Standardized Remarks
Coefficient Beta
1 Nutritional Value 0.381 Dominates  consumer  purchase  behavior,

emphasizing the high value placed on health
benefits and nutritional content.

2 Price 0.182 Significantly influences decisions, though less than
nutritional value, highlighting cost consideration as
a crucial factor in consumer decision-making
processes in the organic food market.

3 Taste 0.173 Closely follows price, underscoring the importance
of sensory appeal in purchase behavior.

4 Subjective Norms 0.171 Plays a key role similar to taste, indicating the
significance of social influence and perceived
social expectations on consumer purchase choices
of organic foods.

5 Organic  Certification and | 0.120 Important but less impactful, stressing the role of
Labelling trust and transparency in labeling, which can
enhance consumer confidence and drive purchasing
decisions.
6 Environmental Concern 0.069 While still relevant as a part of the decision-making

matrix, it is least influential, showing that
ecological considerations are secondary to factors
like nutrition, price, and taste.

Objective 2: Practical Implications

1. Emphasize Nutritional Value: Marketing strategies should highlight the health benefits of organic foods, as nutritional
value is the most significant predictor of purchase behavior. Emphasizing superior health benefits can attract health-
conscious consumers.

2. Consider Pricing Strategies: Given the significant impact of price, develop pricing strategies that balance affordability
with perceived value. Use promotions or tiered pricing to enhance accessibility to organic foods.

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4

Page. 1999



‘ T. M. Suresh Kumar

3. Enhance Taste Appeal: Improve the taste of organic products. Use taste-focused marketing and sampling programs to
boost consumer satisfaction and drive purchases.

4. Leverage Subjective Norms: Utilize social influences in marketing. Align campaigns with social trends and endorsements
to effectively influence consumer behavior.

5. Strengthen Certification and Labelling: Ensure clear, trustworthy certification and labelling. Transparency and detailed
certification information will bolster consumer trust and drive purchases.

6. Address Environmental Concerns: Although less influential, integrating sustainability messages can still be beneficial.
Highlighting eco-friendly practices and the environmental benefits of organic farming can appeal to environmentally-
conscious consumers.

10. LIMITATIONS OF THE PRESENT STUDY
Despite the comprehensive approach and methodological rigor of this study, several limitations warrant acknowledgment:

1. Sample Representativeness: The study’s sample of 241 Bangalore consumers may not represent broader or different
geographic populations, affecting the generalizability of the findings.

2. Temporal Constraints: The data was collected over a specific period, potentially reflecting only the transient attitudes
and behaviors of consumers during that time. Changes in market conditions, seasonal variations, or shifts in consumer
preferences could influence the results, necessitating caution in extrapolating findings to different times or contexts.

3. Self-Reported Data: Reliance on self-reported responses introduces potential response bias, as reported attitudes may not
always align with actual behaviors or may be influenced by social desirability bias.

4. Scope of Variables: The study examines six key variables, but there may be other influential factors not considered.
Future research could explore additional variables or emerging trends that may further elucidate consumer behavior towards
organic foods.

5. Limited Depth of Analysis: The quantitative approach, while effective for measuring variables, may miss deeper
qualitative nuances. Complementary qualitative research could offer richer insights into consumer motivations.

6. Context-Specific Findings: The focus on Bangalore may limit the applicability of results to other regions or cultural
settings, which might yield different consumer behaviors.

These limitations underscore the need for caution in interpreting the results and suggest avenues for future research to build
upon the findings and address these potential gaps.

11. SUGGESTIONS FOR FUTURE RESEARCH

1. Explore Additional Variables: Future research can investigate additional or moderating factors, such as demographic or
psychological variables, to enhance the model's explanatory power.

2. Addressing Unexplained Variation and Predictor Interactions: While the model is significant, there remains some
unexplained variation (residual sum of squares). Future research could explore additional variables or consider interactions
between existing predictors to further improve the model's explanatory power.

3. Explore Longitudinal Trends: Conduct longitudinal studies to examine how consumer preferences for organic food
evolve over time. This could reveal shifts in the relative importance of predictors like nutritional value, price, and taste.

4. Regional Variations: Analyze how predictor importance varies by region or demographic to tailor marketing strategies
to specific consumer segments.

5. Examine the Impact of Emerging Trends: Explore how emerging trends, such as plant-based diets or personalized
nutrition, influence consumer behavior towards organic foods. This can provide insights into new factors affecting purchase
decisions.

6. Assess the Role of Packaging and Branding: Investigate how packaging and branding affect consumer perceptions of
nutritional value, taste, and overall product appeal. Understanding these elements can enhance product presentation and
market positioning.

7. Evaluate the Effectiveness of Different Marketing Strategies: Test various marketing strategies and their effectiveness
in emphasizing key predictors, such as nutritional value and price. This can provide practical insights into optimizing
marketing campaigns.

8. Explore Consumer Behavior in Online vs. Physical Retail Environments: Compare consumer behavior towards
organic foods in online shopping versus physical retail environments. This can help in designing targeted online and offline
marketing approaches.
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9. Investigate Psychological and Cultural Factors: Examine how psychological factors (e.g., health consciousness) and
cultural influences impact the importance of different predictors. This can deepen the understanding of consumer motivations
and preferences.

10. Analyze the Impact of Government Policies: Study how government policies and regulations related to organic
certification, subsidies, and labeling influence consumer purchase behavior. This can provide insights into policy impacts on
the organic food market.

These suggestions aim to build on the current findings and offer a comprehensive understanding of the factors influencing
consumer behavior towards organic foods.

12. CONCLUSION

In conclusion, this research illuminates the pivotal drivers of consumer purchase behavior towards organic foods in
Bangalore, revealing in descending order of significance, are Nutritional Value, Price, Taste, Subjective Norms, Organic
Certification and Labelling, and Environmental Concern. Nutritional Value emerges as the most compelling factor, reflecting
its paramount importance in shaping consumer preferences. The robust model, with a high R-square value and precise
predictive accuracy, highlights the significant impact of these factors on consumer choices. Despite its methodological rigor,
the study acknowledges limitations such as sample representativeness and temporal constraints, which temper the
generalizability of the findings. Nevertheless, the insights garnered offer valuable guidance for marketers, suggesting a
strategic focus on enhancing perceived nutritional benefits, and tactfully leveraging the other five factors, and addressing
diverse consumer preferences to foster greater engagement with organic products. This nuanced understanding provides a
strategic foundation for crafting targeted interventions and marketing strategies in the organic food sector. Future research,
incorporating broader variables and diverse contexts, will further refine and expand our understanding of consumer behavior
in this dynamic market.
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