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Abstract 

According to some studies, organic foods are believed to be more nutritious than 

conventionally grown foods, and organic farming practices have advantages such as reducing 

pesticide exposure and promoting environmental sustainability. However, there is no 

scientific proof that organic food is more nutritious than conventionally grown food. This 

study's objective is to determine how millennials perceive and purchase organic food 

products. The researchers collected primary data from 418 millennials in the National Capital 

Region through a structured questionnaire. The results show that millennials consider organic 

food to be nutritious and safe for consumption. They believe that organic food can help 

prevent diseases and is grown without chemical pesticides and fertilizers. Despite having 

positive perceptions, this study found that it did not have a significant impact on their buying 

behavior. The relationship between positive perceptions and buying frequency was found to 

be weak. 
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1. INTRODUCTION 

 

The twentieth century witnessed a technological revolution in agricultural methods. Invention 

of machinery has put traditional labour out of the farm while the large variety of chemical 

fertilizers have increased yield without any concern for health and environmental measures. 

Although this technical method of agriculture is still dominant, but since the outbreak of 

COVID 19 pandemic, consumers of have shown great interest towards organic products 

(Mutlu, 2007).  

 

Healthy lifestyle under lied by the slogan “back to nature” has become a noveau for the 

global society. This movement is based on the fact that everything coming from nature is 

good and beneficial and ensures the existence of balance between human and nature (Chan, 

2001). People have realized that the use of chemical pesticides and fertilizers in agricultural 

production may cause negative effects on the health of people and on the environment 

(Suprapto and Wijaya, 2012). 

 

Today’s educated society is showing great interest in their own and their children’s health and 

prefer foods with more nutritional values and less additives, those that come from natural 
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production methods. Food safety and quality issues have triggered awareness among 

consumers and people are becoming suspicious of conventional products (Mutlu, 2007). 

Moreover, due to an increase in food-related diseases in the last two decades such as mad-

cow disease and bird flu; and an increase in the use of genetically modified food (Essoussi 

and Zahaf, 2008), the issues of quality and safety in food have attracted the interest of 

consumers and affected their buying behaviour (Laroche et al., 2001).  

 

Kuhar and Juvancic (2010) also stated that due to increased environmental concern and worry 

about the nutritional value of food and health issues, the food consumption pattern is rapidly 

changing. The demand for environment friendly products such as organic food has increased 

significantly (Loureiro et al., 2001, Nair, 2005; Briz and Ward, 2009). 

 

Organic food eliminates a number of concerns that consumers hold towards conventional 

food. Organic food production integrates all aspects of pesticide and fertilizer free production 

process using specific standards and is subject to a rigorous certification system (Lampkin, 

1999). Salleh et al. (2010) stated that today, organic consumption is closely associated not 

only with health concerns, but also with social, economic and ecological sustainability. 

Agricultural and food industry experts agree that the peak of the organic food products trend 

has not yet been reached but there is plenty of international growth potential in the organic 

food market (Ebrahimi, 2007). 

 

According to the report, “Organic Food Market – Global Industry Size, Share, Trends, 

Analysis And Forecasts 2012 – 2018”, the global organic food market is expected to grow 

from US$ 57.5 billion in 2010 to US$ 104.7 billion in 2015 at an estimated CAGR 

(Compound Annual Growth Rate) of 12.9%. Economies like North America are expected to 

grow at a CAGR of 12% from 2010 to 2015 and Europe has the largest market share with 

revenue of $28 billion. The Rest of the World (ROW), which includes Latin America, 

Australasia, and others, are expected to grow at the highest CAGR of 16.5 %. 

 

According to the report, “India Organic Food Market Forecast and Opportunities, 2017”, the 

trend of organic food that was initiated in the developed regions such as Europe and North 

America is expanding to developing countries like India and China. The organic food market 

in Asia is likely to account for the highest growth rate over the next five years. The concept 

of organic food is gaining widespread acceptability and the market is growing rapidly in 

countries like India and China. Indian organic food market is anticipated to grow at a 

significant CAGR of around 19% during 2012-2017. 

 

According to Kumar and Ali (2011), India has experienced phenomenal growth in production 

of organic foods in the recent decade, and it primarily focuses on the export market. Organic 

agricultural export market is one of the major drivers of organic agriculture in India. The 

country is best known as an exporter of organic tea, organic fruits, organic spices and organic 

rice. Over the past several years, the organic food industry in India has been experiencing an 

annual growth between 20-22 % (Indian Organic Foods Market, 2012).  
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2. LITERATURE REVIEW 

 

The existing literature suggests that the demand for organic food is associated with the rising 

demand for high vitamins, minerals, and non-genetically modified organisms, free of 

chemical pesticides, fertilizers, and natural ingredients (Oroian, 2017). Studies by Hughner et 

al. (2007), Gracia & Magistris (2008) and Azzurra & Paola (2009) in Italy, Ahmad & Juhdi 

(2010) in Malaysia, Salleh et al. (2010) in Malaysia, Kuhar & Juvancic (2010) in Slovenia, 

Chakrabarti, (2010), Kumar & Ali (2011), and Paul & Rana (2012) in India, Shamsollahi et 

al. (2013) in Malaysia, and Thogerson et al. (2015) in China and Brazil found that health and 

nutritional concern has most substantial relationship with intention to buy organic food. 

Organic food products are considered safer and healthier than conventional food. Voon et al. 

(2011) stated that consumers’ worry and concern for health drops after consuming organic 

food. However, a study by Tsakiridou et al. (2008) found that organic food buyers are slightly 

more conscious about their health. Tarkiainen & Sundqvist (2005) found that health concerns 

did not have a significant relationship with attitude towards buying organic food in the case 

of organic bread and flour. 

 

There have been several studies that suggest that organic foods are more nutritious than 

conventionally grown foods. One such study by Baranski et al. (2014) analyzed 343 peer-

reviewed publications and found that organic crops contained significantly higher 

concentrations of certain nutrients such as vitamin C, iron, and zinc than conventionally 

grown crops. Another study by Brandt et al. (2011) concluded that crops grown using organic 

fertilizers had higher concentrations of certain minerals such as calcium, magnesium, and 

iron than those grown using conventional fertilizers.  

 

Additionally, a review of 67 studies by Smith-Spangler et al. (2012) found that organic foods 

had a lower incidence of pesticide residues and higher levels of beneficial compounds such as 

polyphenols and omega-3 fatty acids. While the evidence is inconclusive, several studies 

suggest that organic foods may be more nutritious than conventionally grown foods. 

 

Similarly, a study published in the Journal of Agricultural and Food Chemistry in 2011 found 

no significant differences in the nutrient content of organic and conventional strawberries. 

 

Furthermore, a report from the UK Food Standards Agency published in 2009 found no 

substantial evidence to support the claim that organic food is more nutritious than non-

organic food. While organic farming practices may have other benefits, such as reducing 

pesticide exposure and promoting environmental sustainability, scientific evidence does not 

support the claim that organic food is more nutritious than conventionally grown food 
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3. OBJECTIVES 

 To determine millennials' perceptions about organic food concerning nutritional values 

and safe consumption. 

 To find out the difference in perception of millennials based on gender. 

 To examine the relationship between millennials' perceptions and their organic food 

purchase behavior. 

 

To achieve the above objectives, we designed the following hypotheses:  

 

H10: Millennials do not perceive organic food as nutritious.  

H20: Millennials do not perceive organic food as safe for consumption. 

H30: There is no significant difference in millennials’ perception based on gender. 

H40: There is no significant relationship between millennials' perception of organic food and 

purchase behavior.  

 

 

4. METHODOLOGY 

First, existing literature related to organic food was studied to achieve the objectives. A 

structured questionnaire was developed, including questions on demographic variables like 

age and gender and some statements on a five-point scale to examine millennials' perceptions 

about organic food and their purchase behavior.  

In the second step, organic food consumers were contacted weekly at organic farmers' 

markets and stores selling organic food in NCR (Delhi, Gurgaon, Faridabad, and Noida). 

Information was collected from 450 respondents, of which 418 questionnaires were validated 

and used for analysis. In the third step, data analysis was done through statistical techniques 

like frequency, mean, independent T-test, cross-tabulation, and correlation with the help of 

SPSS.  

 

5. ANALYSIS AND RESULTS 

5.1 Millennials perception of organic food as nutritious 

To find out millennials' perception of organic food as nutritious, respondents were asked to 

rate their agreement with the statement that organic food is nutritious and helps to resist 

diseases. It was found that (refer to Table 1) 31.1 percent of respondents strongly agreed, 41.1 

percent agreed, 19.4 percent were neutral, 7.4 percent disagreed, and 1 percent strongly 

disagreed with the statement. The mean score of the statement is 3.94, and the standard 

deviation is 0.941 (refer to Table 3). 
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Table 1: Organic food as Nutritious and help to resist diseases 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

Disagree 
4 1.0 1.0 1.0 

Disagree 31 7.4 7.4 8.4 

Neutral 81 19.4 19.4 27.8 

Agree 172 41.1 41.1 68.9 

Strongly Agree 130 31.1 31.1 100.0 

Total 418 100.0 100.0  

Source: Based on primary data 

 

Hence, by considering the results, it can be concluded that more than 70 percent of 

millennials perceive organic food to be nutritious and helps to resist diseases. 

 

5.2 Millennials perception of organic food as safe 

To find out millennials’ perception of organic food as safe, respondents were asked to rate 

their level of agreement with the statement that organic food is safe, as regular food may 

affect health because of the residue of chemical pesticides and fertilizers. It was found that 

(refer to Table 2) 45.7 percent of respondents strongly agreed, 45.9 percent agreed, 6.5 

percent were neutral, 1.9 percent disagreed, and 0 percent strongly disagreed with the 

statement. The mean score of the statement is 4.3541, and the standard deviation is 0.688 

(refer to Table 3). 

 

Table 2: Organic food as Safe 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Disagree 8 1.9 1.9 1.9 

Neutral 27 6.5 6.5 8.4 

Agree 192 45.9 45.9 54.3 

Strongly 

Agree 
191 45.7 45.7 100.0 

Total 418 100.0 100.0  

Source: Based on primary data 
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Table 3: Descriptive Statistics 

 N Minimu

m 

Maximu

m 

Mean Std. 

Deviation 

Nutritious 418 1.00 5.00 3.9402 .94133 

Safe 418 2.00 5.00 4.3541 .68837 

Valid N 

(listwise) 
418 

    

Source: Based on primary data 

 

Hence, by considering the results, it can be concluded that more than 90 percent of 

millennials perceive organic food to be safe, as regular conventional food may affect their 

health because of leftover remains of chemical pesticides and fertilizers. 

 

5.3 Millennials perception of organic food based on gender 

To find out the difference in perception of millennials based on gender, independent t-test 

was applied. Millennials perception for organic food as nutritious and organic food as safe 

was studied. 

 

5.3.1 Organic food is nutritious and helps to resist diseases 

It was found that the mean score of males with the statement organic food is nutritious and 

helps to resist diseases is 3.8465. In contrast, females' mean score is 4.0392 (refer Table 4), 

and the p-value 0.035 (refer Table 5) is less than 0.05, so we can conclude that there is a 

difference in millennials perceptions of organic food as nutritious. Females more strongly 

perceive organic food to be nutritious. 

 

5.3.2 Organic food is safe, as regular conventional food may affect health 

It was found that the mean score of males with the statement organic food is safe, as regular 

conventional food may affect health because of the residue of chemical pesticides and 

fertilizers, is 4.4140. In contrast, females' mean score is 4.2906 (refer Table 4), and the p-

value 0.067 (refer Table 5) is more than 0.05, so we can conclude that there is no significant 

difference in millennials' perceptions of organic food as safe. Both males and females 

perceive organic food as safe because it does not contain residual chemical fertilizers and 

pesticides used in conventional farming. 

 

Table 4: Group Statistics 

 
Gender N Mean Std. 

Deviation 

Std. Error 

Mean 

Nutritious 
Male 215 3.8465 .95197 .06492 

Female 203 4.0394 .92191 .06471 

Safe 
Male 215 4.4140 .64184 .04377 

Female 203 4.2906 .73070 .05129 

Source: Based on primary data 
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Table 5: Independent Samples Test 

 Levene's 

Test for 

Equality 

of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed

) 

Mean 

Differenc

e 

Std. 

Error 

Differenc

e 

95% 

Confidence 

Interval of 

the 

Difference 

Lowe

r 

Upper 

Nutritiou

s 

Equal 

variance

s 

assumed 

2.94

8 

.08

7 

-

2.10

3 

416 .036 -.19290 .09175 

-

.3732

4 

-

.0125

5 

Equal 

variance

s not 

assumed 

  
-

2.10

4 

415.73

0 
.036 -.19290 .09166 

-

.3730

8 

-

.0127

2 

Safe 

Equal 

variance

s 

assumed 

.681 
.41

0 

1.83

6 
416 .067 .12331 .06718 

-

.0087

3 

.2553

6 

Equal 

variance

s not 

assumed 

  

1.82

9 

402.09

0 
.068 .12331 .06743 

-

.0092

4 

.2558

6 

Source: Based on primary data 

 

5.4 Relationship between millennials’ perception of organic food and their purchase 

behaviour. 

To study the relationship between millennials’ perception and their purchase behaviour, cross-

tabulation and correlation tests were applied. Millennials perception for organic food as 

nutritious and organic food as safe was studied. 

 

5.4.1 Relationship between millennials’ perception of organic food as nutritious and their 

purchase behaviour. 

Table 6 presents the cross-tabulation result of millennials’ perception of organic food as 

nutritious and their purchase behaviour. It is found that more number of respondents are 

buying more of conventional food and less of organic food. But, respondents who strongly 

perceive organic food as nutritious, buy organic food more and conventional food less. Table 
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7 presents correlation coefficient, that is 0.204, which suggests a weak relationship between 

consumers’ perception of organic food as nutritious and their purchase behaviour. 

 

Table 6: Nutritious * Purchase Behaviour Crosstabulation 

Count 

 Purchase Behaviour Tota

l Always 

Conventiona

l Food 

Conventiona

l Food More; 

Organic Less 

Indifferen

t to both 

Organic 

Food More, 

Conventiona

l Less 

Always 

Organi

c Food 

Nutritiou

s 

Strongly 

Disagre

e 

1 2 0 1 0 4 

Disagre

e 
7 14 1 6 3 31 

Neutral 15 47 2 15 2 81 

Agree 27 79 10 47 9 172 

Strongly 

Agree 
9 52 5 52 12 130 

Total 59 194 18 121 26 418 
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Table 7: Correlations 

 Nutritious Purchase 

Behaviour 

Nutritious 

Pearson 

Correlation 
1 .204

**
 

Sig. (2-tailed)  .000 

N 418 418 

Purchase 

Behaviour 

Pearson 

Correlation 
.204

**
 1 

Sig. (2-tailed) .000  

N 418 418 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

5.4.2 Relationship between millennials’ perception of organic food as safe and their 

purchase behaviour.  

Table 8 presents the cross-tabulation result of millennials’ perception of organic food as safe 

and their purchase behaviour. It is found that more number of respondents are buying more of 

conventional food and less of organic food. But, respondents who strongly perceive organic 

food as safe, buy organic food more and conventional food less compared to their 

counterparts. Table 9 presents the correlation coefficient, that is 0.102, which suggests a 

negligible relationship between consumers’ perception of organic food as safe and their 

purchase behaviour. 

 

Table 8: Safe * Purchase Behaviour Crosstabulation 

Count 

 Purchase Behaviour Total 

Always 

Conventional 

Food 

Conventional 

Food More; 

Organic Less 

Indifferent 

to both 

Organic 

Food More, 

Conventional 

Less 

Always 

Organic 

Food 

Safe 

Disagree 2 4 2 0 0 8 

Neutral 3 13 1 8 2 27 

Agree 30 96 9 45 12 192 

Strongly 

Agree 
24 81 6 68 12 191 

Total 59 194 18 121 26 418 
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 Safe Purchase 

Behaviour 

Safe 

Pearson 

Correlation 
1 .102

*
 

Sig. (2-tailed)  .038 

N 418 418 

Purchase 

Behaviour 

Pearson 

Correlation 
.102

*
 1 

Sig. (2-tailed) .038  

N 418 418 

*. Correlation is significant at the 0.05 level (2-tailed). 

Table 9: Correlations 

 

6. CONCLUSION 

From the above findings, we can conclude that more than 70 percent of millennials perceive 

organic food to be nutritious and help prevent diseases. More females perceive organic food 

to be nutritious than males. More than 90 percent of millennials perceive organic food to be 

safe. Both males and females perceive organic food as safe because it does not contain 

residual chemical fertilizers and pesticides used in conventional farming. Regarding purchase 

behavior, more respondents are buying more conventional food and less organic food. There 

is a weak relationship between consumers’ perception of organic food and their purchase 

behaviour.  

 

7. MANAGERIAL IMPLICATIONS 

Post covid - 19, consumers are more concerned about their and their families' health. They 

look for healthier alternatives that can help in preventing diseases. In this study, it is found 

that millennials perceive organic food to be nutritious and safe for consumption as it helps 

prevent diseases and is grown without the use of chemical pesticides and fertilizers. It is 

essential to understand that despite having positive perceptions, it is not reflected in their 

buying behavior. There can be a number of factors, like limited availability and accessibility 

to organic food products, premium prices, and credibility factors. It is pertinent for organic 

food producers, sellers, and policymakers to address the hurdles or barriers to purchasing 

organic food. 
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