


Attitude and Perception of Consumers’ towards Buying Organic Turmeric: A Study in Punjab


Abstract
Organic products are grown under a system of agriculture without the usage of chemical fertilizers and pesticides with an environmentally responsible approach. India is bestowed with a lot of potential to produce many varieties of organic products due to different agro-climatic conditions in the country. In many parts of the country, the inherited tradition of organic farming is an added advantage towards organic products. Many studies have been conducted regarding organic production and limited studies are done from the consumers’ behaviour aspect towards organic turmeric products. This paper aims to study consumers’ attitudes, perceptions, and constraints faced by consumers towards buying organic turmeric in Punjab. A total of 160 consumers’ households were selected randomly for the present study. A multistage sampling technique was used for the selection of the respondents. Mean, frequency, standard deviation, and one sample t-test were used for the analysis of the data. The results of the study revealed that the majority of the respondents prefer organic turmeric for their family (4.46), and organic turmeric is beneficial for consumption (4.57). The price of organic turmeric is higher than other turmeric (4.45), followed by the limited number of retail shops for organic turmeric (4.40), which was reported as major constraints in buying organic turmeric. The results of the study suggested that there is a need for promotion of organic turmeric. Organic turmeric has health benefits, and consumers have a positive attitude towards organic turmeric.
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Introduction 
1. Organic farming is based on production standards which are environmentally supportive and ecologically sustainable. Recently, the demand for organic turmeric is growing rapidly in the global market due to its medicinal properties. The produce of organic farming is safe and healthy. Turmeric is an important spice in Indian households. Curcumin per cent is a very important factor for the effectiveness of turmeric. Turmeric has properties such as antibiotics, antioxidants, and anti-inflammatory (Dayal et al., 2023). In India, Kandhamal is the major turmeric-growing district in the states of Odhisha in India, and turmeric is the main cash crop for economic development (Sahoo et al., 2017). Various benefits of the livelihood enhancement derived from the value chain and marketing of turmeric and processing of their produce help them get a better price (Choudhary and Madhu, 2013). Turmeric is used as spices for flavouring and also as a natural colorant with various applications (Prasanth et al., 2018). Understanding consumers’ behaviours and their decision-making towards organically produced products found healthy, tasty and environmentally concerned (Sharma and Singhvi, 2018). . India is a leading producer and exporter of turmeric in the world. The share of organic turmeric is only around 11 per cent compared to conventionally produced turmeric in India (Anonymous, 2019). Harper and Makatouni (2002) found that health and food safety concerns are the main motives for organic food purchases. Lack of proper inputs, lack of training, lack of irrigation facility, lack of quality planting material etc. were reported important constraints in organic turmeric production (Khodang and Sharma, 2024) . Nanditha and Guledagudda (2024) concluded that major cost has been incurring in processing and transportation of turmeric. Hence, there is a scope for the farmers to process the turmeric themselves then send to intermediaries for realisation of higher price instead of selling bulbs. There are distinct need for marketing professionals to focus more attention on highlighting the consumer benefits of organicallyproduced foods (Basha and Lal 2019). For local producers’ value addition in spices proved that semi-processed and processed produce fetched a better price at each stage of its marketing. However, a very small number of spice growers adopted value addition in spices (Singh et al., 2021). Secer (2023) revealed that perceived behavioural control, health awareness, social responsibility concern, and trust had a positive influence on willingness to pay premium price towards organic food. The present study is significant in the current scenario, considering the fact that organic farming is increasingly being viewed as a solution for the various problems resulting from the incessant use of chemical fertilizers and pesticides in agriculture. Also, due to growing consumer consciousness, the organic sector is predicted to make rapid strides in the upcoming years.
In this context, consumer perception and attitude towards organic turmeric in Punjab was undertaken with the following objectives:
1. To analyse attitudes and perception of consumers towards organic turmeric. 
1. To analyse the constraints faced by consumers in buying organic turmeric. 
Research Methodology 
To achieve the objectives of the study, a sample of 160 consumers (80 consumers from Hoshiarpur and 80 consumers from Ludhiana district) were selected conveniently during Feb-March, 2024. The primary data was collected with the help of pre-tested and pre-structured questionnaire. Multistage sampling technique was used. Two blocks of each district were selected conveniently. From each block two villages were selected and 20 household consumers were selected from each village randomly
The population of the study consist of households from Hoshiarpur and Ludhiana district of Punjab. The sample of the study consists of 160 consumers who consume turmeric. The questionnaire was prepared based on the previous literature reviews and current updated facts related to the consumers’ attitude and perception towards organic turmeric. Literature reviews help in understanding various parameters to be included in the questionnaire. The questionnaire contains questions related to demographics, attitudes, perception and constraints faced by consumers in buying organic turmeric. Respondents were asked multiple questions and likert scaling technique was used.  A five point (5=Strongly agree, 4 = Agree, 3 = Neutral, 2 = Disagree and 1 = Strongly disagree) likert scale was used to receive consumers’ responses indicating their level of agreement. The respondents were enquired various questions based on age, gender, income, education etc.     
	Pilot study was conducted to correct questionnaire and check the validity of the questionnaires. All the corrections were incorporated in the final text of the questionnaire. Mean, frequency, standard deviation and one sample t-test was used for the analysis of the collected data.       

Table 1: List of statements included in the questionnaire    
	Item
	Author(s)/study

	Organic turmeric is produced without synthetic pesticides and  fertilizers    
	Malkanthi et al (2021)

	You are well versed with difference between organic and non-organic 
	Radman (2005)

	Organic turmeric is beneficial for consumption   
	Bhowmik et al (2009)

	Organic turmeric contains helpful nutrients   
	Jovanovic et al (2016)

	You prefer to buy products based on brand name and logo packaged and labelled    
	Bharath and Chandrashekar (2018)

	Organic turmeric is healthy as compared with other turmeric    
	Salma   and Ramakrishnan  (2017)

	Organic turmeric certified from accredited certifying agencies    
	Anish and Ramachandran (2016)

	Turmeric is one of the most frequently consumed spices in households  
	Kumar et al (2011)

	Organic turmeric contains anti-inflammatory and antibacterial properties  
	Bhowmik et al (2009)

	There is less choice in organic products for consumption    
	Lockie et al (2004)



Result and Discussion 

Attitude of consumers toward organic turmeric like their preference, demand of quality organic turmeric benefits of organic turmeric etc. are presented in the table 2. 
Table 2: Consumers attitude toward organic turmeric (n=160)     
	Statements 
	Mean
	Std.
Dev.
	
t-value

	p-value

	You prefer organic turmeric for your family     
	4.46
	0.830
	22.26
	<.0001

	You demand quality  organic product     
	4.41
	0.648
	27.57
	<.0001

	You intend to buy organic turmeric for good health     
	4.39
	0.736
	23.94
	<.0001

	Ready to pay premium prices for organic turmeric     
	3.96
	0.878
	13.94
	<.0001

	You know difference between organic and non-organic     
	3.72
	1.075
	8.52
	<.0001

	You usually prefer to buy based on brand name and logo 
	3.56
	1.085
	6.55
	<.0001

	You prefer packaged and labelled organic turmeric     
	3.50
	1.075
	5.87
	<.0001


(Source: Computation from primary data) 
 *Significance at 5 per cent level of significance (p<0.05)
Table 2 shows the consumers attitude regarding organic turmeric. The mean of all the statements compared with mid value of scale (i.e. =3). Highest mean score was observed to the statement “ You prefer organic turmeric for your family” with a mean score of (4.46) followed by “Consumers demanded quality products” with a mean score of (4.41) followed by “You intend to buy organic turmeric for good health” (4.39) (Feldmeyer and Johnson, 2022) followed by “Ready to pay premium prices for organic turmeric” with a mean score of (3.96) (Secer ,2023) followed by “You know difference between organic and non-organic” with a mean score of (3.72) followed by “You usually prefer to buy products based on brand name and logo” with a mean score of (3.56) followed by “You prefer packaged and labelled organic turmeric” with a  mean score of (3.50). The results regarding consumers’ perceptions towards organic turmeric presented in the table 3.

Table 3: Consumers perception towards organic turmeric
	Statements 
	Mean
	Std.
Dev.
	
t-value

	p-value

	Organic turmeric is beneficial for consumption    
	4.57
	0.67
	29.38
	<.0001

	Organic turmeric means good quality turmeric    
	4.55
	0.59
	33.32
	<.0001

	Organic turmeric is used in cooking and in home remedies    
	4.55
	0.63
	31.15
	<.0001

	Organically grown turmeric have more antioxidant  properties    
	4.53
	0.60
	32.26
	<.0001

	Organic turmeric is fresh, natural and environmental friendly    
	4.50
	0.76
	24.78
	<.0001

	Organic turmeric is healthy as compared with other turmeric    
	4.47
	0.63
	29.43
	<.0001

	Organic turmeric contains helpful nutrients    
	4.47
	0.73
	25.38
	<.0001

	Organic turmeric is costly as compared to normal turmeric    
	4.08
	0.73
	18.60
	<.0001

	Organic turmeric is chemical and residue free    
	3.70
	1.00
	8.78
	<.0001


(Source: Computation from primary data) 
 *Significance at 5 per cent level of significance (p<0.05)	 
Table 3 shows the consumers’ perception of organic turmeric. The highest mean score was observed to the statement “organic turmeric is beneficial for consumption” (4.57) followed by “organic turmeric means good quality turmeric and organic turmeric is used in cooking and in home remedies” (4.55) “organically grown turmeric have more antioxidant properties” (4.53), “organic turmeric is fresh, natural and environmentally friendly” (4.50) followed by “organic turmeric is healthy as compared with other turmeric and organic turmeric contains helpful nutrients” (4.47) followed by “organic turmeric is costly as compared to normal turmeric” (4.08) followed by “organic turmeric is chemical and residue free” with a mean score (3.70). 
Table 4: Constraints faced by consumers in buying organic turmeric (n=160)     
	Particular
	Mean
	Std. Dev.
	t-value
	p-value

	The price of organic turmeric is high than other turmeric     
	4.45
	0.66
	27.72
	<.0001

	There are limited number of retail shops to buy organic turmeric     
	4.40
	0.73
	24.02
	<.0001

	There are limited number of organic turmeric with certification     
	4.38
	0.70
	24.67
	<.0001

	Lack of knowledge and information towards organic turmeric     
	4.35
	0.81
	20.87
	<.0001

	Some time there is adulteration in turmeric purchase by local market
	4.33
	0.67
	25.18
	<.0001

	There is lack of organized market for organic turmeric  
	4.23
	0.71
	21.89
	<.0001

	 Range of organic turmeric is less than non-organic    turmeric     
	4.20
	0.80
	19.03
	<.0001


  (Source: Computation from primary data)
 *Significance at 5 per cent level of significance (p<0.05)
	Table 4 shows the constraints faced by consumers in buying organic turmeric. Major constraints faced by respondents was “The price of organic turmeric is high than non-organic turmeric” with a mean score of (4.45) followed by “There are limited number of retail shops for organic turmeric” (4.40) “There are limited number of organic turmeric with certification”     (4.38) “Lack of knowledge and information towards organic turmeric” (4.35) “Some time there is adulteration in turmeric purchase by local market” with a mean score of (4.33) followed by “There is lack of organized market for organic turmeric” with a mean score of (4.23) (similar results were reported (Sahoo et al, 2018) “Range of organic turmeric is less than non-organic turmeric” consumers sense that there is a significant lack of availability of organic turmeric in the market, consumers feel that the range of organic turmeric is limited compared to non-organic options. 
Factor analysis
KMO and Bartlett’s Test of sphericity was done. The results of the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s test of sphericity. The KMO measure of sampling adequacy evaluates the proportion of variance among variables that can be accounted for by underlying factors. The KMO value found to be 0.630. The Bartlett’s test of sphericity assess whether the correlation matrix is significant differently from the identity matrix (p-value found to be <0.001) indicating the presence of inter-correlations among variables. 

Table 5: Factor extracted and items loading

	S.N.
	Factor Name
	% of
variance
	Item
	Item loading

	1
	Lack of knowledge and organized market
	34.88
	Limited product with certificate
	0.57

	
	
	
	Lack of knowledge
	0.53

	
	
	
	Adulteration 
	0.82

	
	
	
	Lack of organized market
	0.76

	2
	Higher price and limited availability  
	21.25
	Higher price 
	0.79

	
	
	
	Limited number of retail store
	0.83



Factor Definitions
Four factors were obtained from Principal Component Analysis. These factors were able to explain 56.14 per cent of variance (Table 5) in the original data set. Factor loadings have been presented in table 20. Factor definitions for the extracted factors have been provided as follows:

(ⅰ) Lack of knowledge and organized market
This factor deals with the information given by the respondents regarding lack of knowledge, limited products with certification, adulteration and lack of organized market etc.. This factor explained 34.88 per cent of variance in the data. This factor primarily gives the information about the constraints faced by consumers towards buying organic turmeric.
(ⅱ) Higher price and limited availability  
This factor deals with the information given by the respondents regarding higher price and limited number of retail store for organic turmeric. This factor explained 21.25 per cent of variance in the data. This factor primarily gives the information about price and availability of product.
Conclusion 

This study provided insights to understand consumers’ attitudes and perception toward organic food. Consumer attitudes and perceptions towards organic turmeric are multifaceted, influenced by concerns such as health consciousness, trust in labelling, and price concern. So the marketers must create promotions of organic turmeric. Organically grown turmeric is available in the markets but in limited variety and outlets. Consumers demanded quality organic turmeric and were usually willing to pay a premium price for organic turmeric for them as well as their family.
Suggestions
Consumers prefer organic turmeric because its health benefits. However there are limited number of retail store and products range are available. There is a need to promote organic turmeric and need to ensure availability of the products. Consumers demanded organic products due to health consciousness and benefits of organic products. 
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