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Abstract 

 
This research paper aims to explore the important factors affecting the purchase 

intention of organic food in the cosmopolitan cities of India, with special reference to Delhi 

and Bangalore. The survey instrument questionnaire was created based on proven measures. 

Data were collected by using email and WhatsApp for the two cities considered for the study. 

The research structure is developed based on the extensive literature and reveals a structural 

relationship between constructs.  Structural equation modeling is used to investigate the 

relationship between constructs.  The conceptual model was developed and analyzed using 

five constructs and 22 attributes.  Among these, the strongest factor was nutritional content, 

followed by convenience, consumer self- identity, and sensory appeal.  The findings of this 

study have very important implications for all stakeholders of the organic food industry, in 

particular for the growers and the firms that intend to expand their arena in other cities of 

India. 
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1. Introduction 

 
Organic food has been one of the fastest growing industries in the last decade. The 

Indian organic food market is expected to grow at a CAGR of 20.54 percent, from $849.5 

million in 2020 to $2601 million in 2026. ("India Organic Food Market Report and Forecast 

2021-2026" , 2021).  Organic food is “produced by farmers who emphasize the use of 

renewable resources and the conservation of soil and water,” according to the USDA (Gold, 

2007) .  Customers are increasingly choosing organic foods, according to recent research 

(D'Amico et al. , 2016; Lee and Yun, 2015; McFadden and Huffman, 2017).  Argentina, 

Brazil, China, and Uruguay produce the most organic food, followed by India (Willer and 

Kilcher, 2009).  Organic farming is new in India.  By March 2020, nearly 2.78 million 

hectares of organically farmed land were planted in India, according to the Ministry of 

Agriculture and Farmers Welfare (Khurana and Kumar, 2020). Organic food consumption 

has skyrocketed in southern and eastern India, particularly in cities like Delhi and 

Bangalore (Willer and Kilcher, 2009).  The use of chemical fertilizers, increased 

transportation, and storage costs lead to a higher cost and thus a smaller consumer database. 

However, the lack of preservatives required for long-term storage has reduced farm 

production per hectare, and farmers are reluctant to forego the use of chemical fertilizers 

and pesticides.  All of these complexities result in higher food prices for consumers, 

attracting only a niche market.  The study's two cosmopolitan cities are Delhi and 

Bangalore. Waldron (2020) defined cosmopolitan as a way of being in the world, a way of 

constructing an identity about oneself that is different from, and arguably opposed to, the 

idea of belonging, devotion to, or immersion in a particular culture (Khurana and Kumar, 

2020).  

As a result of extensive research into the term “globalization”  in the 1990s, the 

concept of cosmopolitanism has gained momentum.  This phenomenon, which can be 

traced back to ancient Greece, was expected to generate new longitudinal opportunities and 

a dialectic bond between the region's residents and non-regional residents of the region 

(Appadurai, 1996; Giddens, 2013; Hannerz, 1996; Collier, 2010).  As a result of the 

internet's widespread availability, the revolutionary expansion of communication 

technologies (Delanty, 2012), and the dominance of English as a global language (Held 

2002), cosmopolitanism has taken on a new significance in the modern world, as evidenced 

by the " penetrability of boundaries"  (Massey 1994, 165) and " horizontal integration" 

(Massey, 1994; Kearney 2004). 

When it comes to choosing organic food items, the awareness of health 

consciousness, environmental consciousness, nutritional value, price, convenience, and 

sensory appeal are the most important considerations to consider.  The positive relational 

embeddedness of organic food is explored in terms of nutritional value, environmental 

protection, trust, and purchasing intention, among other things (Liang, 2016). The existing 

research includes some inconsistencies and ambiguities, making it difficult to determine 

the true size of organic food consumers around the world (Yiridoe et al., 2005). During this 

epidemic, rapid development may be observed with the passage of time and changes in 

consumer preferences in eating habits, among other factors (Ćirić et al. , 2020; Śmiglak-

Krajewska and Wojciechowska-Solis, 2021).  However, most of the published material on 

organic food purchasing behavior fails to fully reflect the gradual shift in attitudes toward 

where our food comes from and how it gets to our tables.  According to the findings of 

several research studies conducted from an Indian perspective, appropriate personality 

constructs and relevant dimensions, key purchase intentions, and attitudes of organic food 



 

      Thailand and The World Economy | Vol. 41, No.2, May-August 2023        | 3 

consumers can be used effectively in surveys to better understand the purchasing behavior 

of the environmentally friendly organic food category in order to better protect the 

environment (Chakrabarti and Baisya, 2007; 2009).  Indeed, the exploding popularity of 

organic food on a global scale, as well as its rapid expansion, raises certain concerns in the 

minds of stakeholders such as growers, distributors, retailers, consumers, governments, and 

marketers, prompting them to ask some questions.  For example, who is the consumer or 

producer of organic food and what are the factors that are influencing the consumption of 

organic foods (Hughner et al., 2007). The purpose of this study is to incorporate the findings 

of previously published research in order to arrive at solutions to the questions. The abstract 

of the evaluated literature is presented in a tabular manner in order to make it more 

understandable in the context of further investigation. In order to comprehend the situation, 

we must first recognize that different people interpret the term “organic”  in a variety of 

dimensions as well as from a variety of perspectives. This will help us understand who the 

customers of organic food are. Organic foods are undervalued because customers' purchase 

decisions are based on erroneous understandings and perceptions about organic 

commodities (Hasimu et al., 2017).  

Accordingly, the criteria are discovered and collated from existing studies in order 

to acquire ideas that might serve as the foundation for more in-depth studies on organic 

food consumption in the future.  It is discovered that several thoughts which describe 

individual perceptions and notions that are associated with the eating of organic food exist. 

 

2. Literature Review& Hypothesis Development 

 
Organic food is free of chemicals because it is grown without the use of pesticides 

or chemical fertilizers. Unlike conventional foods, no chemicals are used to increase the 

size of organic fruits and vegetables.  Organic food is becoming increasingly popular as 

it is beneficial to one's health.  Customers are drawn to organic food for a variety of 

reasons.  The current study focused on four factors that influence the purchase intensity 

of customers:  sensory appeal, convenience, nutritional content, and customer self-

identity. Several studies have found that the primary reasons for purchasing organic food 

are its nutritional content and packaging related to environmental protection (Hughner et 

al., 2007; Pauland, 2012; Rana and Paul, 2017). The desire to buy certified organic food 

has increased dramatically in developed and industrialized cities (Aschemann et al., 2007; 

Richter, 2008).  Germany also demonstrates a favorable attitude toward organic food 

(Alvensleben, 1998).  As a result, Nigerian consumers are more inclined to purchase 

organic food because of the food's nutritional value, flavor, lack of side effects, as well 

as superior quality.  Eastern and Southern Europeans, for example, Italy, were less 

inclined to buy and eat organic food because of the decline in the organic trend in these 

regions (Dabbert et al. , 2004; Padel et al. , 2008).  Organic food sales are on the rise, but 

in emerging countries like India, the trend is more noticeable (Paul and Rana, 2012). With 

such a large population of organic food lovers, India is the ideal market for organic food 

producers and distributors (Chakrabarti, 2010).  Despite this, organic food purchases are 

mostly motivated by consumers' desire to improve their health because of its high 

nutritional content (Shepherd et al., 2005). The work was authenticated through extensive 

research assessment, which found that the following criteria had a significant impact. The 

goal is to determine if all four of these characteristics have an equivalent impact on 

organic food customers' purchasing intentions. Research studies have found a wide range 

of elements that influence customer behavior, but these four are the most prominent in 

this study.  
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Table 1: Definitions of the Constructs 

S.No. Factors Definition References 

1. Sensory 

Appeal 

It is the psychological traits 

experienced by a consumer's 

sensory organs in the taste, 

appearance, and smell of the 

food that stimulates in-depth 

association with the food 

items consumed. 

Steenkamp (1990); Steptoe 

et al. (1995); Furst et al. 

(1996) 

2. Convenience It is a significant factor for the 

purchase of organic food, 

which refers to the easy 

availability, quick 

preparation, and value for 

money in accomplishing 

cooking tasks. 

Lockie et al. (2004); 

Żakowska-Biemans (2011); 

Jang et al.  (2011); Chen et 

al. (2014); Janssen (2018) 

3. Nutritional 

Content 

It refers to food that contains 

more vitamins and minerals 

with a higher nourishing diet, 

promoting the well-being of 

living organisms. 

Lee and Yun (2015); Liang 

(2016) 

4. Consumer 

Self-Identity 

It is the reasonably persistent 

attributes that people impute to 

themselves that tend to be 

psychographic variables 

associated with social 

conscientiousness and 

sensitivity. 

Sparks et al. (1997), Sparks 

and Shepherd (1992), 

Hustvedt and Dickson 

(2009) 

Source: Compiled by authors 

 

2.1 Sensory Appeal  

In Steptoe et al. (1995), they said that consumers evaluate sensory qualities when 

making food decisions, even though their level of satisfaction may differ between organic 

and non-organic foods (Paul and Rana, 2012). A product's sensory appeal is based on its 

taste, look, and overall attraction to the consumer.  Organic food sales and consumption 

are influenced by a variety of factors, including the appealing aroma and mouth-watering 

texture.  Also, in developing economies like India, people are more concerned about the 

taste and texture of their organic food (Das et al. , 2020).  Misra and Singh (2016) 

conducted research in Delhi and the National Capital Region (NCR) of Ghaziabad, 

Noida, and Faridabad (India) and found that the appeal of organic foods is impacted by 

consumer conviction in the product's safety and health benefits, trust and certification, 

knowledge and availability, and lifestyle. The latent factors like healthy eating, humanity, 

and the environment were focused on in the study conducted in Bangalore, south India 

(Nandi et, al.  2016).  Besides few studies have looked at the appeal of organic foods to 

consumers, animal welfare, food safety, quality, tradition, naturalness, and flavor, all of 

which are linked to better health (Davies et al. , 1995; Lakin and Shannon, 1999; 

Makatouni, 2002).  The preceding discussion contributes to the development of the 

following hypothesis: 
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H1: Seasonal appeal has a positive impact on the purchase intention of organic food. 

 

Convenience 

People around the world are embracing a more simple and convenient way of life. 

The taste and quality of organic food are not an excuse for skipping out on the ease of 

preparing and purchasing it.  According to several studies, those who prioritize 

convenience over health tend to purchase less organic food (Botonaki et al. , 2006; 

Hjelmar, 2011). Convenience orientation and organic food purchases were found to have 

no significant correlation in two further investigations (Lusk and Briggeman, 2009; 

Janssen, M, 2018).  Organic food availability is just as crucial to customers as its quality 

and pricing are, according to research.  When it comes to organic food purchasing 

decisions, the three most important factors to consider are " Certification," 

" Convenience,"  and " Sensory Appeal"  (Chen et al. , 2014).  Based on the above 

discussion, the following hypothesis is proposed: 

 

H2: Convenience has a positive impact on the purchase intention of organic food. 

 

2.3 Nutritional Content 

There is a growing demand for organically grown food, yet there is a lack of 

research-based information on the nutritional value of the product. Inorganic vegetables 

are rich in bioactive components that have been linked to an increased risk of age-related 

disorders such as cardiovascular disease and a specific type of cancer (Riboli and Norat, 

2003).  According to the Q & Me (2018) survey, even though the percentage of people 

who buy organic food is small, a significant number of people are interested in doing so 

because of the superior nutritional value of organic food.  An increase in organic food 

sales has been noticed over the past few decades since such items are primarily 

investigated for their nutritional value, which leads to a positive customer attitude toward 

buying intention (Lairon, 2010; Magkos et al. , 2003; Shafie and Rennie, 2012). 

Additionally, there is no use of pesticides or chemicals in the manufacturing of organic 

food (Fotopoulos and Krystallis, 2002; Hughner et al. , 2007).  Some studies have found 

that consumers are more likely to buy organic food because of the superior nutrients 

found in organically grown foods (Hoefkens et al., 2010; Liang, 2016; Popa et al., 2019).  

Therefore, the following hypothesis is posited: 

 

H3: Nutritional value has a positive effect on the purchase intention of organic food. 

 

2.4 Consumer Self-Identity 

Individual purchasing intentions and overall consumer behavior have been shown 

to be linked to consumer self- identification.  According to the study, consumers' 

preferences for identity- related products can be influenced using promotional grooming 

(Mercurio and Forehand, 2011).  Self- identification is critical to organic consumption 

(Bartels and Hoogendam, 2011).  To acquire a fuller understanding of consumer 

preferences, this study looked at how individual features of attitudes, perceived 

behavioral power, and standards combine to explain customers' intent to purchase organic 

commodities. According to Stok et al. (2014), self-identification as a person who eats a 

suitable number of vegetables influenced the association between social standards and 

vegetable consumption. A person's feelings of self-identification can be used to anticipate 

and influence consumer behavior.  For instance, pro- environmental self- identification 

related organic consumption to " catalytic behaviors"  like recycling, substituting 

transportation facilities, and decreasing resources (Thgersen and Lander, 2006). They are 
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also more likely to purchase eco- friendly products if they eat organic food (Bartels and 

Onwezen, 2013).  Evidence reveals that those who identify as pro- environment and 

organic consumers are more likely to buy organic food, which is consistent with these 

trends (Bartels and Hoogendam, 2011; Hustvedt and Dickson, 2009; Sparks and 

Shepherd,1992; Michaelidou and Hassan, 2008).  Based on the above discussion, the 

following hypothesis is posited: 

 

H4: Consumers’ self-identity has a positive effect on purchase intention of organic food. 

 

Thus, based on the above discussions, the purchase intensity of the customers 

towards organic food was investigated, and a proposed conceptual model was exposed in 

Figure 1. 

 

Figure 1: Conceptual model 

 
Source: Computed by authors  

 

3. Research Methodology 

 
 The current study used a survey questionnaire to obtain data from participants. 

Between four and five items were utilized to measure each component. Table 2 explains 

where each item came from. 

 
Table 2: The Origins of Items of Questionnaire 

Variable Items Source 

Sensory Appeal 5 Steenkamp (1990); Steptoe et al. (1995); Furst et al. (1996) 

Convenience 5 Lockie et al. (2004); Żakowska-Biemans (2011); Jang et al.  

(2011); Chen et al. (2014); Janssen (2018) 

Nutritional Content 5 Lee and Yun (2015); Liang (2016) 

Consumer Self-Identity 3 Sparks and Guthrie (1998); Sparks and Shepherd (1992); 

Hustvedt and Dickson (2009) 

Purchase Intention 4 Schäufele and Hamm (2018); Liang (2016) 
Source: Computed by authors 
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 The research framework is built based on the above literature and indicates a 

structural relationship between constructs.  To study the link between constructs, 

structural equation modelling is applied.  Structured Equation Modelling (SEM) can be 

used to determine the incidental relationship between two or more constructs (Hair et al., 

2017; Bhatt and Shiva, 2020). The current study was conducted in Delhi and Bangalore, 

two of India's most populous cities.  A pilot survey was conducted in the supermarket to 

check the reliability and validity of the questionnaire.  After checking reliability and 

validity, the Google Form questionnaire was shared, and data was collected using 

snowball sampling method.  The questionnaire was sent by email and WhatsApp to the 

respondents during the months of January to March of 2021 and asked the respondents 

to share this questionnaire with their friend circles who are staying in those two cities. 

The respondents were categorized demographically based on age from 20 to 60 years, 

qualification (schooling/ under graduate/  post graduate) , occupation ( employees from 

private and public sector), and monthly income (less than 10,000 to 50,000 and above).  

G* Power software (3. 1. 9. 7 version) was utilized to validate the sufficiency of sample 

size in satisfying the essential condition of needed sample size (Faul, 2007; 2009; El-

Manstrly et al. , 2020; Shiva et al. , 2020).  According to G* Power software, for 4 

independent variables for the true power of 0.95 requires a minimum sample size of 218 

respondents.  However, the research employed a sample size of 265 respondents, which 

meets the acceptable sample size criteria (Faul, 2007, 2009; El- Manstrly et al. , 2020; 

Shiva et al. , 2020).  Figure 2 shows the minimum sample size estimates based on the 

assumptions made in the previous section. 

 

Figure 2: G* Power Analysis (Faul et al. 2007,2009) 

 
Source: Author’s Calculation 
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4. Results 

 
 The initial step is employing the PLS-SEM approach to check the reliability and 

validity of the data (Hair et al., 2017). The reliability and convergent validity of the data 

is examined using factor loading, Cronbach’ s alpha, Dijkstra and Henseler's rho A, 

Composite Reliability (CR), and Average Variance Extracted (AVE).  AVE must be 

larger than 0.5 in order to indicate convergent validity, whereas factor loading and rho A 

must be greater than 0. 7 to demonstrate internal reliability (Ali et al. , 2018; Hair et al. , 

2017, 2020; Koner et al. , 2021; Shiva et al. , 2020).  The results of the reliability and 

convergent validity tests for all the reflective constructs are shown in Table 3 of this 

report.  Most of them have factor loading, Cronbach alpha, rho A, CR, and AVE values 

that are over the threshold level. Table 3 shows that the factor loadings for the first items 

of seasonal appeal are.692, which is below the threshold limit, and that Cronbach's Alpha 

and rho A for the purchase intention construct are less than the threshold limit (<.07), but 

they are acceptable because the CR and AVE of both constructs are above the threshold 

limit (Nunnally, 1978; Hair et al., 2017; Tajeddini et al., 2021).  

 

Table 3: Quality Criterion for Reflective Model Assessments 
Construct Items Type Loading/Weights Cronbach's 

Alpha 

Rho 

A 

CR AVE 

Purchase 

Intension 

PI2 

Reflective 

0.761 

0.675 0.685 0.822 0.607 PI3 0.845 

PI4 0.728 

Convenience 

Conv1 

Reflective 

0.804 

0.803 0.807 0.863 0.558 

Conv2 0.714 

Conv3 0.736 

Conv4 0.730 

Conv5 0.747 

Nutritional 

Content 

NC1 

Reflective 

0.891 

0.868 0.887 0.905 0.656 

NC2 0.761 

NC3 0.753 

NC4 0.804 

NC5 0.833 

Seasonal 

Appeal 

SA1 

Reflective 

0.692 

0.805 0.806 0.860 0.551 

SA2 0.705 

SA3 0.798 

SA4 0.750 

SA5 0.762 

Consumer 

Self Identity 

CSI1 

Reflective 

0.836 

0.712 0.731 0.837 0.631 CSI2 0.765 

CSI3 0.781 

Source: Author’s Calculation 
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Fornell and Larcher (1981)’ s measures of discriminant validity are also used in 

this research to demonstrate discriminant validity. In all cases, the inter-construct squared 

correlation values are greater than the estimates of variance retrieved (see Table 4). As a 

result, the research is ready for a final evaluation. 

 

Table 4: First Order Constructs Measurement Assessment (Discriminant Validity)  
Consumer 

Self-Identity 

Convenience Nutritional 

Content 

Purchase 

Intension 

Sensory 

Appeal 

Consumer Self Identity 0.795 
    

Convenience 0.230 0.747 
   

Nutritional Content 0.180 0.659 0.810 
  

Purchase Intension 0.287 0.640 0.655 0.779 
 

Sensory Appeal 0.265 0.136 0.145 0.222 0.742 

Source: Author’s Calculation 

 

Additionally, the HTMT ratio was employed to investigate the discriminant 

validity. Discriminant validity establishes the relationship between the notions and their 

indicators ( Gupta & Singh, 2021) .  The threshold limit for the HTMT value for all the 

constructs should be below 0.85, (Franke and Sarstedt, 2019; Henseler et al., 2014, 2015; 

Malewar & Bajaj, 2020) allowing for an acceptable value of 0.90 (Gold et al., 2001).  In 

Table 5, the HTMT ratio of all the constructs is below the conservative threshold limit, 

which reflects the empirically determined uniqueness of all constructs. This suggests that 

the model is discriminately valid.  

 

Table 5: HTMT Ratio of Correlations for Discriminant Validity Assessments 
Constructs Consumer  

Self-Identity 

Convenience Nutritional  

Content 

Purchase  

Intension 

Convenience 0.292    

Nutritional Content 0.227 0.782   

Purchase Intension 0.412 0.850 0.835  

Sensory Appeal 0.342 0.170 0.157 0.283 

Source: Author’s Calculation 

 

4.1 Structural assessment model 

 The structural assessment model attempted to investigate the link between 

constructs and extrapolative results (Hair et al., 2017).  Prior to that potential, collinearity 

among all the constructs was tested using the Variance Inflation Factor (VIF).  The VIF 

values for convenience (1. 810), nutritional content (1. 779), sensory appeal (1. 088) and 

consumer self-identity (1.088) are lower than the threshold limit of 3 (Hair et al., 2019). 

It explains that there is no collinearity issue with this model.  The effect size (f2), 

coefficient of determination (R2), and cross- validated redundancy (Q2) should all be 

considered when evaluating the model's quality in terms of its capacity to predict 

endogenous components (F. Hair Jr et al., 2014).  The f2 value can be used to assess the 

magnitude of the missing construct's influence on an endogenous construct, with 0. 02, 

0.15, and 0.35 signifying modest, medium, and large impacts, respectively (Cohen, 1988; 

Durlak, 2009; Koner et al., 2022). The effect size (f2) of Consumer Self-Identity (0.025), 

and Convenience (0.136), have a considerable impact on the purchase intention, whereas 

the effect size (f2) of Nutritional Content (0. 19) has a medium effect on the Purchase 

Intention of customers toward organic food.  

Rasoolimanesh (2019) stated that R2 is a measure of the model’ s predictive 

accuracy. This is the general rule of thumb when it comes to acceptable R2, with a value 

of 0. 75 defining considerable, a value of 0. 50 defining moderate, and a value of 0. 25 
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defining poor predictive accuracy (Hair et al. , 2011; Henseler et al. , 2009).  An R2 value 

of 0. 53, as seen in Figure 3, means the model has a moderate predictive accuracy.  The 

Stone-Geisser's Q2 is used for assessing the inner model’s predictive relevance (Geisser, 

1975; Stone, 1974), and a value of Q2 greater than 0. 2 can be generalized and has 

substantial predictive power (Richter et al., 2016). The value of Q2 (see Table 6) is 0.305, 

indicating that the model has a high degree of predictive capacity and can be generalized 

to a variety of future circumstances. 

 

Table 6: The Calculation of Q2 
 SO SSE Q² (=1-SSE/SSO) 

Consumer Self Identity 747 747  

Convenience 1245 1245  

Nutritional Content 1245 1245  

Purchase Intension 747 518.956 0.305 

Sensory Appeal 1245 1245  

Source: Author’s Calculation 

 

After establishing the model's accuracy in terms of its ability to predict 

endogenous factors, the coefficient of the multiple regression analysis is assessed in order 

to ascertain the relationships between all the independent variables and the intention to 

purchase organic foods. The bootstrapping technique (with 5,000 samples) is used to test 

the hypotheses in the structural model. This method provides the significance of the route 

coefficient as well as the confidence intervals for the structural model's assumptions.  The 

results of the structural model are shown in Table 7.   

 

Table 7: Structural Model Assessments 
Hypothesis Path Relationships Std. 

Beta 

t-

values 

CI 

2.5% 

CI 

97.5% 

Accepted 

H1 Consumer Self Identity -> Purchase Intension 0.114* 2.534 0.027 0.202 Accepted 

H2 Convenience -> Purchase Intension 0.340** 5.909 0.223 0.451 Accepted 

H3 Nutritional Content -> Purchase Intension 0.398** 6.943 0.283 0.513 Accepted 

H4 Sensory appeal -> Purchase Intension 0.088 1.661 0.013 0.183 Rejected 

Source: Author’s Calculation 

 

The findings back up three different possibilities.  According to the findings in 

Table 7, Nutritional Content (β= 0. 398, p value= 0. 000), and Convenience (β= 0. 340, p 

value=0.000) have a significant positive influence on purchase intention of organic foods. 

Thus, the results demonstrated that the alternative hypotheses H2 and H3 were both 

accepted.  On the other hand, Consumer Self Identity has a considerable positive effect 

on purchase intentions for organic foods, as evidenced by a Beta (β) of 0. 114 and a p-

value of 0.013, indicating that alternative hypothesis H1 is well supported.  However, the 

Sensory Appeal (p > 0.05) does not have any impact on the purchase intention of organic 

foods, explaining the rejection of alternative hypothesis H4.   The global fit indices were 

also utilized to examine the quality of the criterion in more depth (Hair et al., 2020). The 

SRMR value (0. 078) is below the threshold limit of 0. 08 (Hensler et al. , 2014; Hu & 

Bentler, 1999). It explains that the model in this study has high explanatory power. 
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Figure 3: Testing the Structural Equation Model 

 
Source: Author’s Calculation 

 

5. Conclusion 
  

According to the current research, organic food purchasing intentions are affected 

by a range of circumstances.  It has been discovered that factors such as customer self-

identification, nutrient content, and convenience all influence the likelihood that organic 

food will be purchased.  However, the sensory appeal has little bearing on the purchase 

intention of organic food.  Because customers are increasingly health- conscious these 

days, they are paying less attention to fake sensory appeal aspects (Sharma et al., 2020). 

Customers have become more health- conscious, particularly in the post- pandemic era. 

They are now looking for organic and healthy foods that will not hurt their health (Sharma 

et al., 2020). 

Nutritional value came out on top, followed by ease of use, i.e., convenience and 

customer self-identity in a poll conducted in Bangalore and Delhi. It is crucial that organic 

food has a high level of nutritional value.  As a result, the demand for organic food is on 

the rise (Dangour et al., 2019). Organic food has a favorable reputation among consumers 

because of its high nutritional value (Lairon, 2010).  Consumers have been seen to 

perform research on the nutritional content of food before making a purchase (Shafie and 

Rennie, 2012).  As a result, organic food sales are on the rise (Hughner et al. , 2007). 
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Another important consideration in the decision to buy organic food is the convenience 

with which it may be obtained.  Convenience is a trait of organic customers who are 

pragmatists.  There must be a wide selection of organic foods available at the local store 

for this type of shopping behavior to take place (Hjelmar, 2011).  Organic food is now 

widely available in supermarkets and other retail outlets, making it simple for consumers 

to stock up on it. Organic food purchases are influenced by a variety of factors, including 

the consumer's sense of self-identity as well as perceived health benefits. When it comes 

to buying organic food, the consumer's self-identity plays a role. Consumer behavior can 

be predicted and influenced by an individual's sense of self-identification (Hustvedt and 

Dickson, 2009) .  People who identify as environmentalists and organic eaters are more 

inclined to purchase organic food, according to research (Bartels and Hoogendam, 2011). 

There is less attention to aroma, taste, and appearance when it comes to organic 

food because of the lack of importance of sensory appeal. According to Veeck and Burns 

(2005), this is the case.  The enticing aroma and delectable texture of organic foods play 

a role in their popularity and sales. Research by Misra and Singh (2016) in Delhi and the 

National Capital Region (NCR) comprising Ghaziabad, Noida, and Faridabad (India) 

indicated that the attraction of organic foods is influenced by consumer confidence in the 

safety of the product. However, several previous studies have found that a person's desire 

to purchase organic food is influenced by their sense of taste and smell (Imtaz et al. , 

2021). According to a global study, buyers who buy organic food are often not motivated 

by its flavor or texture (Konvalina, 2012; Eyinade et al., 2021; Magkos et al., 2007). Non-

sensory characteristics such as the method of organic farming and the materials used in 

the manufacturing of organic products are more important to these purchasers since they 

are more concerned with safeguarding the environment and animals from extinction. 

(Stolz et al., 2010). 

However, in this study, the impact of sensory appeal on purchase intention is 

small compared to the other characteristics that were considered. Because organic foods 

include more main vitamins and fewer additives and supplementary nutrients, they are 

more nutrient- dense than their conventional counterparts ( Chen, 2007) .  Consumers are 

more inclined to buy a product that has a higher nutritional, convenience, and self-identity 

value than a product that does not (Scholderer and Grunert, 2005; Chen, 2014; Padel and 

Foster, 2005; Lea and Worsley, 2005). 

It is expected that this study's findings will have a positive impact on the organic 

food supply chain.  The organic food industry can reach a wider audience by teaching 

consumers about the health benefits of eating organic. Increased marketing efforts should 

be used to reach this market. Growing public awareness of organic food's benefits is key 

to the industry's expansion.  When consumers gain more knowledge about the organic 

food sector, their attitudes toward it improve (Hoffmann and Schlicht, 2013). Make sure 

your clients realize the advantages of choosing organic. Provide an organic buying guide 

for potential customers.  Make it clear to prospective clients why organics are more 

expensive.   
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