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ABSTRACT
Due to increased awareness of environmental sustainability, food safety, and health, organic food items have become increasingly
important in recent years. Because organic foods are grown without the use of artificial fertilizers, pesticides, hazardous chemicals,
or genetically modified organisms, consumers are favoring them more and more. Due to differences in education, awareness, income,
accessibility, and lifestyle, customers in rural and urban areas have somewhat different opinions on organic food items. The purpose
of this study is to investigate how consumers in rural and urban areas view organic food items and to pinpoint the key variables
affecting their views and behaviors. According to the survey, rural customers are relatively more price-sensitive and less aware of
certified organic products, whereas urban consumers have a larger awareness of and preference for organic foods due to health and

environmental concerns.
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Awareness

INTRODUCTION

As people's awareness of environmental sustainability
and healthy lifestyles has grown, organic food items have
become a significant part of the global food market. An
approach to agricultural production known as "organic
farming" eschews the use of artificial fertilizers, pesticides,
antibiotics, hormones, and genetically modified organisms.
When compared to commercially manufactured food items,
organic foods are thought to be more natural, nourishing, and
environmentally beneficial.

Consumer awareness of food quality, nutrition, and
health has increased in recent years. People are adopting
healthier eating habits as a result of the rising incidence of
lifestyle diseases and worries about food safety. Consequently,
there is a much greater demand for organic food items
worldwide.

Fruits, vegetables, cereals, legumes, dairy products,
spices, drinks, and processed meals made using organic farming
techniques are all considered organic food products. Due to
urbanization, shifting lifestyles, rising disposable income, and
growing environmental consciousness, the organic food market
in India is growing quickly. Because they think organic foods
are safer and healthier, consumers are steadily switching from
conventional food goods to organic alternatives. However, due
to differences in awareness, education, accessibility, and
purchasing power, consumers in rural and urban areas have
different opinions on organic food items.

The term "consumer perception™ describes how
customers understand and assess goods in light of their
expectations, experiences, and beliefs. For marketers,
merchants, legislators, and producers to create successful plans
for market expansion and sustainable consumption, it is critical
to comprehend how consumers view organic food items. This
study examines how consumers in rural and urban areas view
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organic food items and what influences their views and
purchasing decisions.

Rural and Urban Consumer Behaviour

The process by which customers choose, buy, utilize,
and assess goods and services is referred to as consumer
behavior. Due to differences in awareness, education, lifestyle,
accessibility, and spending power, customers in rural and urban
areas behave very differently when it comes to organic food
items. Rural customers typically rely on locally produced foods
and customary eating practices. Although many rural
consumers eat food products that are grown naturally, they
might not recognize them as certified organic.

When making purchases, rural consumers prioritize
affordability and are relatively more price-sensitive. Their
purchasing habits are impacted by a lack of established retail
markets and a lack of knowledge about organic certification.
Conversely, urban customers are more concerned about their
health and the environment. Advertisements, social media,
internet buying sites, and structured retail stores are more
accessible to urban consumers. Because consumers believe
organic products are safer and healthier, they are more prepared
to spend higher rates for them. Quality, freshness, nutritional
content, packaging, and brand image are some of the elements
that impact urban customers. The disparity between rural and
urban consumer behavior emphasizes how crucial accessibility
and awareness are to encouraging the purchase of organic food.

Consumer Perception towards Organic Food Products
Personal ideas, attitudes, experiences, and societal
variables all have an impact on how consumers view organic
food items. In general, consumers believe that organic foods are
safer, healthier, fresher, and better for the environment.
Purchase intention and contentment with organic food products
are increased when consumers have a positive perception.
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One of the key elements affecting consumer perception is
health consciousness. Customers think that organic food items
lower health risks and enhance wellbeing since they are devoid
of dangerous chemicals and pesticides. Concerns about food
safety can influence consumers' preference for organic
products.

Customers believe that organic food items are of
higher quality and nutritional value. Taste, freshness, and
natural production techniques all have a beneficial impact on
consumer perceptions. Because organic farming promotes
ecological sustainability and biodiversity conservation,
environmental concern is another significant aspect influencing
consumer opinion. Consumer impression is also influenced by
awareness and educational attainment. Compared to rural
customers, urban consumers are typically more aware of the
advantages of organic food items. Consumer perception is
greatly influenced by social media, ads, educational initiatives,
and marketing activities.

Factors Influencing Consumer Perception

Health Awareness: Health awareness is one of the major
reasons influencing consumers to purchase organic food
products. Consumers believe that organic foods improve health
and reduce the risk of diseases caused by harmful chemicals and
pesticides.

Quality and Freshness: Organic food products are associated
with better quality, freshness, and nutritional value. Consumers
perceive organic foods as more natural and safer compared to
conventional products.

Environmental Concern: Consumers  who are
environmentally conscious prefer organic products because
organic farming practices reduce environmental pollution and
support ecological sustainability.

Food Safety: Food safety concerns significantly influence
consumer preference towards organic food products.
Consumers believe organic foods are free from harmful
chemicals and synthetic additives.

Price : Price is one of the major factors affecting consumer
purchasing behaviour. Organic food products are generally
more expensive than conventional foods, which affects
affordability, especially among rural consumers.

Availability: Limited availability of organic food products in
local markets affects consumer convenience and accessibility.
Consumers may hesitate to purchase organic products if they
are not easily available.

Certification and Trust: Consumers prefer certified organic
products because certification ensures product authenticity and
quality assurance. Lack of trust in certification systems
negatively affects consumer perception.

Rural Consumer Perception towards Organic Food
Products

The level of awareness among rural customers about
organic food products is moderate. Although they might not
recognize them as certified organic, a large number of rural
consumers eat naturally grown foods. When making purchases,
rural consumers prioritize affordability and local availability
since they are somewhat more price-sensitive. Rural customers
consume less organic food due to a lack of knowledge about
certification programs and a lack of marketing initiatives. Rural
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consumers frequently rely on regional farmers and customary
food preparation methods. Their impression of organic food
products is heavily influenced by accessibility and pricing.
Despite these obstacles, rural consumers understand the value
of naturally grown and chemical-free food. Government
assistance and awareness campaigns can enhance rural
consumers' perceptions and promote the adoption of organic
food.

Urban Consumer Perception towards Organic Food
Products

Due to their higher levels of education, media
exposure, and health consciousness, urban consumers are more
aware of and prefer organic food items. Food safety, nutritional
value, and environmental sustainability are particularly
important to urban customers.
Organic foods are seen by urban customers as high-end goods
that support better living. Because people think organic
products offer long-term health benefits, they are more
prepared to pay higher rates for them. Urban customers are
encouraged to consistently buy organic food goods due to the
availability of supermarkets, organic retail stores, and internet
shopping platforms. The opinion of urban consumers is also
greatly influenced by social media and advertising activities.

Comparison between Rural and Urban Consumer
Perception

Consumer perceptions of organic food products varies
significantly between rural and urban areas. Compared to rural
customers, urban consumers have greater awareness, education,
and purchasing power. While rural customers are more
concerned with pricing and accessibility, urban consumers are
primarily impacted by health consciousness, quality, and
environmental concerns. Organic certification marks and
labeled organic items are more recognizable to urban
consumers. However, rural customers depend more on locally
sourced goods and customary eating habits. While rural
consumers rely on local marketplaces and direct purchases from
farmers, urban consumers are more likely to buy organic items
from supermarkets and online retailers.

Both rural and urban consumers understand the value
of safe and healthful food items, notwithstanding certain
disparities. Increasing accessibility and knowledge can aid in
closing the perceived gap between rural and urban consumers.

Role of Government in Promoting Organic Food Products

In order to promote organic farming and organic food
products, the government is essential. Farmers may be
encouraged to switch to organic farming methods via financial
support, incentives, and training initiatives. Government
assistance can lower production costs and boost output.

To educate people about the advantages of organic
food items, awareness campaigns and educational initiatives
should be carried out. To boost consumer trust, government
organizations should improve their certification and quality
assurance programs.

To increase product availability and accessibility,
infrastructure facilities including transportation, storage, and
organic retail markets should be upgraded. The expansion of
the organic food industry can be greatly aided by policies that
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promote environmentally friendly farming methods and
sustainable agriculture.

Suggestions

e Awareness programs should be conducted in both rural
and urban areas regarding the benefits of organic food
products.

e Organic food products should be made available at
affordable prices to encourage wider consumption.

e Proper certification and labeling systems should be
implemented to ensure authenticity and quality
assurance.

e Retailers and marketers should improve the availability
of organic products in local markets and online
platforms.

e  Government support and subsidies should be provided to
organic farmers and producers.

e Promotional activities through social media and mass
media should be strengthened to increase consumer
awareness.

Conclusion

The study finds that due to differences in awareness,
education, income, lifestyle, and accessibility, rural and urban
consumers have quite different perceptions of organic food
products. Due to health and environmental concerns, urban
customers are more aware of and prefer organic food items,
whereas rural consumers are less aware of certified organic
products and are more price-sensitive. Consumer perceptions of
organic foods are primarily influenced by quality, freshness,
food safety, health advantages, and environmental
sustainability. Consumption of organic food is still hampered
by high costs, scarcity, and ignorance.

Both rural and urban consumers' consumption of
organic food can be greatly increased by raising awareness,
enhancing affordability, guaranteeing appropriate certification,
and fortifying distribution networks. In addition to encouraging
healthy lives, organic farming promotes ecological balance and
environmental sustainability. For the organic food sector to
thrive sustainably and to encourage eco-friendly consumption
habits, government authorities, marketers, merchants, and
consumers must work together.
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