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Abstract: This study delves into the incorporation of United Nations’ 
Sustainable Development Goals (SDGs) by India, examining how the nation 
has become a pioneer in aligning its market and corporate sectors with this 
framework. The research focuses on the market strategies employed by 
companies in India, shedding light on the supportive economic conditions 
fostered by the government. The primary objective is to identify government 
support mechanisms for companies prioritising customer and environmental 
concerns through sustainable practices. Emphasising the often-overlooked 
value-added services, the paper suggests ways these businesses can attract 
customers towards organic products. The systematic literature review 
techniques findings offer insights into sustainable global business expansion, 
highlighting the interplay between health considerations, ethical values, and 
economic trends. The study also explores the connection between customer 
health concerns, environmental ethics, and prevailing economic patterns, 
aiming to guide businesses in capturing and expanding their global footprint in 
a sustainable manner. 

Keywords: Sustainable Development Goals; SDGs; Indian market strategies; 
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1 Introduction 

1.1 Sustainable Development Goals 

Health is a multi-dimensional construct that encompasses physical, mental, and social 
well-being. It is commonly referred to as Eudaimonia, which involves living a fulfilling 
and meaningful life. Achieving a healthy life cycle requires individuals to maintain a 
balanced diet, engage in regular physical activity, live in a clean environment, get enough 
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sleep, and practice good hygiene habits. A lot of different types of businesses were 
worried about the COVID-19 outbreak, but the food and beverage sector – which 
includes both offline and online meal chains – has been particularly hard hit (Jain et al., 
2022). 

India is quickly becoming the most popular place to invest thanks to its high savings 
and investment rate when compared to other Asian economies (Raj et al., 2018a). The 
health of living things is significantly influenced by their environment. An individual’s 
general health and well-being can be strongly impacted by communal determinants of 
well-being such socioeconomic status, education level, and access to healthcare 
resources. For instance, individuals from low-income backgrounds or with limited access 
to healthcare resources are at a higher risk of developing health problems and 
experiencing poor health outcomes compared to their counterparts. The human body 
requires an adequate intake of essential nutrients to function efficiently, strengthen the 
immune system, and reduce the need for medication. However, a lack of access to 
healthy sustenance is a significant global issue that has led to under nutrition and related 
health problems, especially in developing countries (Rock et al., 2017). The use of 
chemical substances in conventional agriculture has also been linked to a rise in health 
problems such as Leukemia, Non-Hodgkin’s Lymphoma, and other neurodegenerative 
disorders. 

An expanding flow of savings to commercial firms is necessary for a developing 
economy like India’s (Agarwal et al., 2021). Organic farming practices have emerged as 
a explanation to the glitches associated with the use of harmful chemicals that affect 
people’s health. The use of natural fertilisers and pest control methods in organic farming 
has been shown to promote soil health, reduce pollution, and safeguard the health of 
consumers. Consumer and public institutions’ growing concentration in organic food due 
to alarms about food safety, human health, and the environment has led to a promising 
market for organic food, with some countries expected to experience significant growth 
in the coming years. 

Understanding the drivers of consumer behaviour toward organic food has become a 
significant research issue (Pretty and Hine, 2001; Willer and Lernoud, 2017). The results 
of such studies provide insights that can inform marketing strategies and policy decisions 
aimed at promoting the consumption of organic food. For instance, marketing campaigns 
highlighting the health benefits of organic food and educating consumers on the 
importance of organic farming practices can help to increase demand for organic food 
and promote sustainable agricultural practices. Numerous websites and internet-based 
programmes enable users to instantaneously and in real-time exchange content (texts, 
photographs, videos, tales, chats, and other social and community inputs) with everyone 
(Pant et al., 2023). 

With detailed targets and indicators to track progress towards these goals, the 
Sustainable Development Goals (SDGs) offer a thorough framework for sustainable 
development. The SDGs seek to address issues including poverty, hunger, inequality, and 
climate change on a global scale (United Nations, 2015). Sustainable agriculture, which 
includes organic farming practices, is a critical component of achieving several of the 
SDGs, such as zero hunger, good health and well-being, and climate action. However, 
achieving the SDGs is not without challenges. The lack of political will, limited financial 
resources, and the absence of supportive policies and institutions can hinder progress 
toward achieving the SDGs (Le Blanc, 2015; Sachs, 2012; United Nations Department of 
Economic and Social Affairs, 2017). In addition, achieving the SDGs requires the 
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collaboration and engagement of various stakeholders, including governments, civil 
society, the private sector, and international organisations (United Nations Development 
Programme, 2018; Gupta and Shukla, 2019). After the Russian aggression on Ukraine, 
Africa’s food and energy security face challenges, making it an indirect victim of global 
events. Rising energy prices worsen dependency on costly imports, deepening poverty 
and inequality. To counter this, African leaders must reconsider policies and diversify 
income sources for resilience (Ali and Adji, 2023). 

As a result, health is a multifaceted concept that includes one’s physical, 
psychological, and social well-being. A balanced diet, frequent exercise, and living in a 
clean environment are all necessary for achieving a healthy life cycle. An individual’s 
general health and well-being are greatly impacted by communal causes of health such 
socioeconomic status, education level, and access to healthcare resources. As a response 
to the issues raised by the use of dangerous chemicals in traditional agriculture, organic 
farming methods have evolved. Understanding the drivers of consumer behaviour 
towards organic food is essential in promoting sustainable agricultural practices. In order 
to achieve the SDGs, which offer a thorough framework for sustainable development, 
various stakeholders must work together and be actively involved. During a downturn in 
the economy, emphasising rewards over recognition may be more effective at boosting 
employee performance (Chan and Hooi, 2023). 

2 Impact of IT on the global economy’s organic food production and 
consumption 

Organic food is grown up deprived of the use of hazardous chemical pesticides and 
instead makes use of natural resources like vermicompost. These products can be 
recycled and do not harm the environment as well as human health (Kurubas et al., 2019). 
That’s why most people want to buy organic products because these products are safe for 
their health and the environment too. 

It is surveyed that the organic food market is going to reach its boom, especially after 
the impact of the Corona pandemic because people are now more concerned about their 
health. This organic food market has expanded from $201.77 billion in 2020 to $221.37 
billion of 9.7% CAGR in 2021. This growth boom is due to the reason that the companies 
previously followed all the Corona essential measures but now conditions are getting 
normal and companies have to follow some general preventative corona measures which 
ultimately reduce their cost and expenses. This survey also predicted that this market can 
reach $380.84 billion, i.e., 14.5% growth by 2025. In India over the past ten years, the  
idea of corporate social responsibility has generated a lot of anxiety (Raj  
et al., 2018). A study stated that the organic product market has increased almost five 
times in the last 20 years (i.e., $89.7 million to 57.8 billion hectares. Argentina, China, 
and Australia are top in this market in terms of production, and the USA, Germany and 
France are the leaders in terms of market volume. This study also identified that 90% of 
organic food and beverages are consumed in North America and Europe (Kyrylov and 
Thompson, 2018b). 

Industrial development has now largely become a part of daily life (Bhardwaj and 
Jain, 2019). A market research survey stated that after the corona pandemic, the demand 
for organic products has increased very fast in India also, and expected that the CAGR of 
the Indian market dealing in organic food will rise 20.5% from 2021 to 2026, i.e., $2601 
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million (Research, 2022). In fact, all over the world, the demand for organic food 
products has increased after corona, especially for fruits and vegetables. India is among 
the top leaders in exporting some organic food products such as organic tea, cotton, 
basmati rice, and organically grown vegetables 

This boom in the market is due to customers’ and marketers’ health and 
environmental concerns. So, the consumer shifted their taste and preference toward 
buying organic and natural extract products from conventionally grown ones. 

2.1 Europe’s organic market post-IT integration 

The organic food market in the EU is extremely dynamic, with growth rates varied by 
nation. Its ongoing beneficial development is the result of several causes. The COVID-19 
pandemic also had a significant part in 2020 and 2021, in addition to the creative nature 
of organic food and farming, increased regulatory backing, and increasing demand for 
high-quality, sustainable food production among European residents. The rising per 
capita consumption of organic goods, which has increased to an average of 102 EUR, 
serves as evidence of this (IFOAM Organics Europe, 2022). 

Only after Oceania, Europe has the second-highest proportion of organic farming land 
worldwide. Even while sales are rising, organic production is still lagging since in the 
majority of European nations, organic agriculture rarely exceeds 15% of all farmed areas. 
In Europe, Liechtenstein has the most land that may be used for organic farming (almost 
40%). By 2021, there will be 17.8 million hectares of land that can be used for organic 
farming (Statista, 2023a). 

India has enormous potential for manufacturing a extensive range of organic goods 
because of its expanded agro-climatic conditions. The next greatest producers of organic 
food worldwide are Tanzania and Ethiopia, followed by India. As a result, it was 
predicted that in 2025, the market for organic food would be worth 64 billion Indian 
rupees. India is unique among the 187 countries that engage in organic agriculture. India 
is home to 30% of the world’s organic producers, with 9.12 million acres. Similarly to 
this, Chhattisgarh, Madhya Pradesh, and Maharashtra are the principal Indian states 
having significant regions under organic cultivation. Foods grown organically are free of 
hazardous chemicals, fertilisers, and pesticides and are high in antioxidant levels and 
minerals. In addition to tasting better, organic food also contributes to a healthy 
environment and is ecologically balanced. India’s most widely produced organic food 
items are oil seeds and fibre (Statista, 2023b). 

After the fiscal year 2022, India exported more than 460 thousand metric tonnes of 
organic products. The task of encouraging the export of organic products by working 
with the stakeholders was given to the agricultural and processed food products export 
development authority (Statista, 2022). 
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Figure 1 India’s exports of organic goods will increase between 2017 and 2022 (see online 
version for colours) 

 

3 India @75 (Theme) 

A new India is to be achieved by the year 2025, according to the government’s 2022 
India@75 agenda. The five pillars of economy, government, social inclusion, culture, and 
environment serve as its foundation. To encourage entrepreneurship, innovation, and skill 
development, the government has developed a number of programmes under the 
economic pillar, including Make in India, Digital India, Startup India, and Skill India. 
The governance pillar is concerned with creating an effective, transparent, and 
accountable government. The social inclusion pillar aims to promote inclusivity and 
diversity in the society. The culture pillar aims to promote and preserve India’s rich 
cultural heritage. Lastly, the environment pillar aims to preserve the environment and 
promote sustainable development. 

The SDGs of the United Nations encompass various areas such as social, economic, 
and environmental development, and the SDG India Index published by NITI Aayog 
evaluates India’s progress towards achieving these goals. India has been able to achieve 
steady progress in areas such as infrastructure, energy, and health, as per the 2021 report. 
The total score of India across SDGs increased from 60 in 2019 to 66 in 2021 due to the 
country’s progress in the ‘clean water and sanitation’ and ‘affordable and clean energy’ 
sectors. The Indian government’s focused efforts towards promoting organic farming 
have yielded significant results in recent years, leading to an increase in cultivable land 
suitable for organic farming. The government has launched various schemes under the 
India@75 mission to achieve its vision of a developed, inclusive, and sustainable country. 

The government has launched two important programmes to support organic farming: 
the Paramparagat Krishi Vikas Yojana (PKVY) and the Mission Organic Value Chain 
Development for North Eastern Region (MOVCDNER). With financial assistance of INR 
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50,000 per hectare for three years, of which INR 31,000 is offered as an incentive for 
utilising organic inputs, the PKVY programme promotes organic farming in clusters with 
PGS certification. The MOVCDNER programme intends to promote specialty crop 
cultivation of organic crops in the north eastern region, with a focus on exports. For three 
years, it offers financial support of INR 25,000 per hectare for organic inputs including 
bio-fertilisers and organic manure. It also offers up to INR 2 Crore in funding support for 
the construction of FPOs, capacity training, and post-harvest infrastructure. 

4 Review of literature 

As society’s concern for healthy and sustainable living increases, so does the demand for 
organic food products. However, barriers exist that prevent individuals from purchasing 
organic foods. Cost is one of the main perceived barriers, as it is a significant factor in 
consumer decision-making influenced by psychographic variables such as values and 
beliefs, in addition to income (Jessica and Stephan, 2017). Despite claims of benefits like 
improved health and sustainable production (Neha, 2017), the market call for organic 
products is lower because of a lack of information and trust. This lack of data and 
information also leads to imprecise cost information, exacerbating the perceived barrier 
of cost (Jessica and Stephan, 2017). Furthermore, studies have not provided compelling 
evidence for the benefits of organic food consumption, and the impact on well-being 
remains vague and inconclusive (Rock et al., 2017). Therefore, improving understanding 
and consciousness of organic guarantee systems, including standards, marks, verification, 
and control, is crucial for customers to make informed decisions (Khushboo, 2017). 

This categorisation provides useful insights into consumer behaviour and can help 
inform marketing strategies aimed at promoting the consumption of organic food 
products. Ultimately, stakeholders can develop effective strategies by understanding the 
most important product attributes and consumer groups, and the study by Hans et al. 
(2017) provides valuable insights into the dynamic and constantly changing purchasing 
behaviour of high-quality organic food consumers.  

In order to uncover patterns and dynamics in consumer behaviour, they used a hidden 
Markov model to capture this complexity. In the North-West Development Region of 
Romania, Oroian et al. (2017) investigated the views and attitudes of consumers of 
organic food. They identified four main determinants of organic food consumption: 
weight-related issues, sensory appeal, sustainable consumption, and health-related issues. 
They were able to identify various customer groups with various attitudes towards and 
preferences for organic food by using a factor-cluster technique. In recent years, there has 
been significant attention paid to the study of consumer behaviour about organic food 
consumption. Several lessons have investigated the factors that influence consumer 
decision-making when it comes to purchasing organic food products. However, there is 
still a need for further research to understand the role of consumer character in this 
process. For instance, Pearson et al. (2013) conducted a study that delved deeper into the 
part of consumer character in organic food consumption by analysing the buying 
behaviour of homogenous organic consumers. Their study provided insights into the 
factors that influence their purchasing decisions. Similarly, Tison and Tison (2012) found 
that consumers often purchase organic products to express their support for 
environmentally-friendly agricultural practices. In contrast, Jalpa and Maneesha’s (2012) 
study examined the awareness of women regarding organic food preferences and found 
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that although most women had good knowledge of organic food, they were hesitant to 
purchase it due to its limited availability and lack of standardisation and certification 
processes. 

Zakowska-Biemans (2011) looked at why people choose certain foods, she 
discovered that sensory considerations came first, then price and safety. Customers were 
less inclined to buy organic food when convenience and price were their top 
considerations. Consumers who were open to novelty and eager to try new foods, 
however, were more inclined to purchase organic food items. Furthermore, Huber et al. 
(2011) investigated the health advantages of organic foods and provided a methodology 
for assessing the significance of scientific studies in this area. 

The theory of planned behaviour (TPB) and Schwartz’s values theory were utilised in 
a study by Joris et al. (2009) to provide an overview of the variables influencing the 
consumption of organic foods. They discovered that the primary factors influencing the 
intake of organic foods are values, attitudes, and perceived behavioural control. 
According to MeiFang (2009), encouraging a healthy lifestyle may have a favourable 
effect on consumers’ perceptions of organic food. In a thorough study of the nutritional 
value of foods cultivated organically and conventionally, Alan et al. (2009) found no 
appreciable variations in the nutrient quality between the two. To predict objectives for 
purchasing organic food, Arvola et al. (2008) investigated the usefulness of integrating 
proportions of fullness and moral frames of mind into the TPB. 

The operationalisation of the moral frame of mind was positive self-rewarding 
feelings of doing the right thing. The study discovered that a significant factor affecting 
consumers’ consumption of organic foods is their moral outlook. Idda et al. (2008) 
conducted a study in certain Sardinian natural specialty stores to determine the factors 
that influenced customers to buy organic products in Italy. The study used a Multiple 
Correspondence Analysis to look into how organic shoppers behaved with a focus on 
understanding why consumers need to buy natural products 

4.1 Objectives of the study 

1 The study aims to investigate the attitudes and behaviours of customers toward 
buying organic food products. 

2 The study seeks to explore the relationship between customer demographic profiles 
and their purchase behaviour of organic food. 

3 The study aims to evaluate the strength of the association between customer buying 
factors and their purchase behaviour towards organic food. 

5 Research methodology 

5.1 Search strategy 

• Development of search terms using keywords: (India OR Indian) AND (sustainable 
OR sustainability) AND (organic OR organics) AND (product movement OR 
product market) AND (production OR manufacturing) AND (consumption OR 
consumer behaviour) AND (shifts OR changes). 
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Use of Boolean combination such as:  

• ‘India’ ‘organic products’ ‘sustainable products’ ‘production’ AND ‘consumption’ 
‘shift’ AND ‘movement’ AND ‘motivations’ 

• ‘India’ AND ‘organic products’ ‘sustainable products’ ‘consumer behaviour’ AND 
‘producer behaviour’ AND ‘attitudes’ AND ‘beliefs’ AND ‘perceptions’ 

• ‘India’ AND ‘sustainable organic product movement’ ‘qualitative study’ ‘consumer’ 
AND ‘producer’ AND ‘perspectives’ 

• Add specific types of organic products, such as ‘India organic fruits and vegetables’ 
or ‘India organic dairy’ 

• Use filters to limit results by date (1991 and 2017), language (English), or 
publication type (article, review) 

Conducted a snowball search by reviewing the reference lists of relevant sources and 
identifying additional sources. 

5.2 Materials and methods 

The present study is a literature review-based investigation that aims to develop a 
conceptual framework for assessing customers’ preferences when purchasing organic 
products. The study draws on a wide range of scholarly literature published between 1991 
and 2017 and analyses the collected data to inform the development of the framework 
(Nithya and Kiruthika, 2018). Adopting a descriptive approach, the research explores the 
attitudes and behaviours of customers toward organic food products in the market, 
providing a comprehensive understanding of their preferences. The findings of this study 
can be of immense value to marketers in developing effective marketing strategies for 
organic food products, and the conceptual framework can serve as a valuable tool for 
future research in this field. 

5.3 Inclusion and exclusion criteria 

• Studies published in the English language 

• Studies conducted in India 

• Studies focusing on the sustainable organic product movement in India 

• Studies conducted using qualitative research methods such as interviews, focus 
groups, or ethnographic observation 

• Studies published between 1991 and 2017 

6 Key drivers influencing organic food purchases 

After conducting an extensive literature review, this qualitative study has identified three 
critical constructs to measure customers’ buying behaviour of organic food products. 
These constructs are product quality, environmental concerns, and health consciousness. 
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These three factors are considered important in determining consumers’ intentions to 
purchase organic food products. The study’s pragmatic approach in presenting the 
findings is noteworthy, as it presents a precise understanding of the relationship between 
customer profile and buying behaviour. This approach allows for a more in-depth 
understanding of consumers’ motivations for purchasing organic food products, which 
can help marketers develop more effective strategies to promote these products (Afsar  
et al., 2019; El Bilali, and Nawaz, 2020; Saleki et al., 2020). The results of this study 
shed important light on the variables influencing consumers’ decisions to purchase 
organic food goods as well as the influence of customer profiles on this behaviour. The 
study offers a thorough knowledge of the complex link between consumers and organic 
food products by measuring the three essential components and using two sets of profiles. 

7 Findings and discussion 

7.1 Going green: explored what people think and buy in the organic food world 

The study aimed to investigate the level of awareness and purchasing behaviour of 
customers toward organic food products. The findings revealed that there is a high level 
of awareness among customers regarding the benefits of organic food products. The 
participants reported that they were aware of the benefits of organic food products, 
indicating that organic food products are becoming more popular among consumers. 

The most common reason for purchasing organic food products was the belief that 
they are healthier than conventional food products. This finding is consistent with the 
growing interest in healthy eating and the increasing concern about the use of synthetic 
chemicals in food production. Organic food products are produced without the use of 
synthetic chemicals, which may be beneficial for human health. 

In conclusion, the study provides valuable insights into the level of awareness and 
purchasing behaviour of customers toward organic food products. The findings suggest 
that customers are aware of the benefits of organic food products and are willing to pay a 
premium price for them. Customers who are more health-conscious and value 
environmental sustainability are more likely to purchase organic food products, 
indicating that organic food products appeal to a particular segment of the market. This 
information can be used by marketers to develop effective marketing strategies to 
promote organic food products to customers who value health and environmental 
sustainability. 

7.2 Organic food purchases: demographics and attitudes unveiled 

Demographic factors such as age, income, education, and occupation were found to be 
important predictors of organic food purchasing behaviour. Specifically, younger 
consumers were more likely to purchase organic food products compared to older 
consumers. This finding is consistent with previous studies that have found that younger 
consumers are more health-conscious and more concerned about the environmental 
impact of food production. Younger consumers are also more likely to be exposed to 
messages about the benefits of organic food products through social media and other 
digital marketing channels, which may explain why they are more likely to purchase 
organic food products. 
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The study also revealed that there is a strong association between customer attitudes 
toward organic food products and their purchase behaviour. Customers who had a 
positive attitude toward organic food products were more likely to purchase them 
compared to customers who had a negative attitude towards organic food products. This 
finding highlights the importance of attitude in shaping consumer behaviour towards 
organic food products. 

Overall, the findings of the study suggest that demographic factors, attitudes, and 
beliefs are important predictors of customer purchasing behaviour toward organic food 
products. Marketers and retailers in the organic food industry can use this information to 
develop more effective marketing strategies and to better target their customers. By 
understanding the factors that influence customer behaviour towards organic food 
products, marketers and retailers can tailor their marketing messages and promotions to 
specific customer groups, and design product offerings that meet the needs and 
expectations of their customers. 

7.3 Unravelling customer factors in tech-driven organic food purchases 

The study aimed to investigate the relationship between customer buying factors and their 
purchase behaviour toward organic food. The results of the study revealed that there is a 
strong association between customer buying factors and their purchase behaviour toward 
organic food. In particular, product quality was found to be the most important factor 
influencing customer behaviour toward organic food purchases. 

This finding is not surprising since customers are willing to pay a premium price for 
organic food products if they believe that the products are of higher quality than 
conventional products. Organic farming practices involve the use of natural fertilisers and 
pest control methods, which may result in better-tasting produce and meat. Additionally, 
organic farming prohibits the use of synthetic chemicals, hormones, and antibiotics, 
which may lead to healthier and safer food products. Therefore, customers who prioritise 
product quality may be more likely to purchase organic food products. 

Moreover, environmental sustainability was found to be an important factor for 
customers who are concerned about the impact of food production on the environment. 
Organic farming practices are known to reduce the use of synthetic fertilisers and 
pesticides, which may hurt soil quality and water sources. Organic farming practices also 
promote biodiversity and reduce greenhouse gas emissions, making it a more 
environmentally sustainable approach to food production. 

Furthermore, the study found that customer demographics such as age, income, and 
education also influence their purchase behaviour toward organic food. Younger 
customers with higher incomes and education levels were found to be more likely to 
purchase organic food products than older customers with lower incomes and education 
levels. This suggests that organic food products are more likely to appeal to a particular 
segment of the market, which can help marketers tailor their marketing strategies to this 
group. 

In conclusion, the study provides valuable insights into the factors that influence 
customer behaviour toward organic food purchases. The findings suggest that customers 
prioritise product quality, health benefits, and environmental sustainability when making 
purchasing decisions. Marketers can use this information to develop effective marketing 
strategies to promote organic food products to customers who value these factors. 
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Additionally, the study highlights the importance of understanding customer 
demographics to effectively target the right audience for organic food products. 

These findings have important implications for marketers and retailers in the organic 
food industry, which can use this information to develop more effective marketing 
strategies and to better target their customers. Marketers and retailers can use these 
findings to tailor their marketing messages and promotions to specific demographic 
groups based on their attitudes and behaviours toward organic food products. 

Similarly, marketers can target consumers with higher levels of education and income 
by highlighting the quality and taste of organic food products. These consumers are more 
likely to be interested in the taste and quality of the products they purchase, and 
marketers can use this to their advantage by emphasising the superior taste and quality of 
organic food products. 

The findings of this study can also help marketers and retailers to better understand 
the reasons behind the positive attitudes towards organic food products. By understanding 
the underlying motivations of consumers, marketers, and retailers can design marketing 
strategies and product offerings that meet the needs and expectations of their customers. 

In conclusion, the study provides important insights into the attitudes and behaviours 
of customers toward buying organic food products. The study highlights the importance 
of demographic factors in shaping consumer behaviour and provides valuable 
information for marketers and retailers in the organic food industry. By using this 
information to develop more effective marketing strategies and to better target their 
customers, marketers, and retailers can capitalise on the growing interest in organic food 
products and continue to drive growth in this sector. 

8 Managerial implication 

The present study has significant implications for multiple stakeholders, including 
researchers, marketers, retailers, the government, and consumers of organic food 
products. The research highlights the need for further investigations to gain a better 
understanding of the complex factors that influence customer behaviour and attitudes 
towards organic food products, as well as the barriers to market expansion. Future studies 
should concentrate on identifying effective strategies to overcome these barriers and 
promote sustainable consumption practices. 

For marketers and retailers, the study emphasises the importance of emphasising the 
safety and health benefits of organic food products. The study suggests investing in 
advertising and promotional techniques and making these products widely accessible to 
encourage more people to try organic foods and eventually become organic food 
consumers. The high quality and health benefits of organic food products should be 
highlighted in robust marketing strategies to positively affect consumers. 

For the government, the findings of the study suggest that the domestic market in 
India offers enormous opportunities for those involved in the organic food industry. 
However, it is critical to comprehend the challenges that customers are facing, including 
their apprehension towards conventional food items. To increase organic food 
production, the government should expand organic food production to other Indian states 
and implement communication strategies that highlight the benefits of consuming organic 
foods. Certification and labelling may also be necessary to increase consumer trust and 
awareness. 
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9 Conclusions 

In conclusion, it is evident from the study that marketers play a crucial role in educating 
consumers about the benefits of green products and leveraging technology to meet their 
needs, thereby expanding the market. With the rise of green marketing, consumers are 
increasingly willing to invest in a cleaner, more sustainable environment. This mutual 
effort between consumers and marketers reflects a shared commitment to mitigate 
environmental impact. 

Moreover, there is a growing awareness among the general population regarding 
organic food products, accompanied by a positive inclination towards purchasing them. 
Consumer behaviour, encompassing various psychological processes involved in 
identifying needs, seeking solutions, and making purchasing decisions, is pivotal in 
shaping societal impact on the environment. As awareness of environmental degradation 
grows, consumer behaviour is evolving towards embracing organic and eco-friendly 
alternatives. 

In essence, the shift towards sustainable consumer behaviour signifies a collective 
effort to address environmental concerns and promote a healthier planet. Through 
informed choices and conscious consumption, individuals are contributing to a more 
environmentally responsible future. 

10 Significance and future research directions 

In light of India’s proactive embrace of the SDGs of the UN, this research article makes a 
significant contribution to the intersection of sustainable development and business 
strategy. Through an analysis of Indian enterprises’ market tactics and the government-
imposed favourable economic conditions, the study provides valuable insights into the 
real-world application of sustainable practices. Future research opportunities are 
presented by the paper’s focus on value-added services and government support 
mechanisms for businesses that prioritise environmental and customer issues. 

There could be a significant influence on how future research is conducted. Initially, 
scholars might investigate the applicability of India’s model in other nations, broadening 
worldwide perspectives on sustainable economic expansion. Second, by addressing 
consumer behaviour and preferences in the context of sustainable choices, the study 
stimulates research into creative marketing techniques in line with sustainability aims. 
Finally, interdisciplinary study on the intricate connections between environmental 
sustainability and societal well-being is encouraged by the emphasis on the interaction of 
health issues, ethical issues, and economic trends. All things considered, this research 
lays the groundwork for subsequent investigations that seek to improve the real-world 
application of sustainable development objectives in various economic environments. 

11 Limitations 

The generalisations drawn to represent the entirety of the Indian population necessitate 
further validation due to the inherent bias in respondent selection towards specific 
geographic regions. Additionally, while the study focused on the emotional dimensions 
of purchasing organic food products, it is imperative to explore other rational and logical 
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factors that may influence this decision. Consequently, further research is warranted to 
deepen our comprehension of this subject area. 

References 
Afsar, B., Karatepe, O.M. and Hyun, S.S. (2019) ‘Linking job resources to employee creativity: 

The role of self-efficacy and job crafting’, Journal of Hospitality and Tourism Research, Vol. 
43, No. 6, pp.912–934. 

Agarwal, D.D.K., Bansal, S., Jain, A. and Jain, S. (2021) ‘A study on investment behavior of 
individual investors with reference To Delhi-NCR’, International Journal of All Research 
Education and Scientific Methods (IJARESM) [online] http://www.ijaresm.com/a-study-on-
investment-behavior-of-individual-investors-with-reference-to-delhi-ncr (accessed 24th 
October 2023). 

Alan, M.J., Smith, G. and Jones, P. (2009) ‘The nutritional quality of organic foods: a systematic 
review’, The American Journal of Clinical Nutrition, Vol. 90, No. 3, pp.680–685. 

Ali, E. and Adji, K.M. (2023) ‘Is the Russian invasion of Ukraine a constraint or opportunity for 
food and energy security in Africa?’, International Journal of Global Environmental Issues, 
Vol. 22, No. 4, pp.418–426. 

Arvola, A., Vassallo, M. and Dean, M. (2008) ‘Predicting intentions to purchase organic food: the 
role of affective and moral attitudes in the theory of planned behaviour’, Appetite, Vol. 50, 
Nos. 2–3, pp.443–454. 

Bhardwaj, S. and Jain, A. (2019) Role of Human Resource Management in Small Scale Electrical 
Industries of Delhi NCR Region [online] https://papers.ssrn.com/abstract=3559230 (accessed 
24th October 2023). 

Chan, A.J. and Hooi, L.W. (2023) ‘Rewards and recognition on employee motivation and 
employee performance: a study of a manufacturing company in Malaysia’, International 
Journal of Management Practice, Vol. 16, No. 3, p.267, https://doi.org/10.1504/IJMP.2023. 
130352. 

El Bilali, H. and Nawaz, A. (2020) ‘Organic food consumption in developing countries: a  
socio-economic and policy perspective’, Organic Farming, Vol. 6, No. 1, pp.1–24. 

Gupta, S. and Shukla, A. (2019) ‘Consumer’s attitude towards organic food products in India’, 
International Journal of Advanced Research, Ideas and Innovations in Technology, Vol. 5, 
No. 3, pp.103–108. 

Hans, S., Skovgaard, S.E. and Grunert, K.G. (2017) ‘Identifying patterns in consumer buying 
behavior of organic foods-a latent class analysis’, Journal of Agricultural and Applied 
Economics, Vol. 49, No. 2, pp.202–220. 

Huber, M., Rembiałkowskab, E., Srednickab, D., Bugelc, S. and van de Vijvera, L.P.L. (2011) 
‘Organic food and impact on human health: assessing the status quo and prospects of research 
NJAS – Wageningen’, J. Life Sci., Vol. 58, Nos. 3–4, pp.103–109. 

Idda, L., D’Amico, M. and Madau, F.A. (2008) ‘Consumer behavior towards organic food: a study 
on Sardinian consumers’, British Food Journal, Vol. 110, No. 12, pp.1140–1159. 

IFOAM Organics Europe (2022) Organic in Europe, OrganicsEurope.Bio [online] 
https://www.organicseurope.bio/about-us/organic-in-europe (accessed 11 May 2023). 

Jain, A., Bansal, S. and Bhardwaj, S. (2022) COVID-19 Outbreak: A Paradigm Shift in Food and 
Beverage Industry with Context to Delhi-NCR, pp.329–339, https://doi.org/10.1007/978-981-
19-0357-1_28. 

Jalpa, D. and Maneesha, S. (2012) ‘Organic food: an assessment of knowledge of homemakers and 
infuencing reasons to buy/ not to buy’, J. Hum. Ecol., Vol. 37, No. 3, pp.221–227. 

Jessica, G. and Stephan, R. (2017) ‘Barriers to organic food consumption: a review’, British Food 
Journal, Vol. 119, No. 3, pp.753–764, https://doi.org/10.1108/BFJ-04-2016-0196. 



   

 

   

   
 

   

   

 

   

    Global sustainable organic product movement: embracing production 73    
 

    
 
 

   

   
 

   

   

 

   

       
 

Joris, I., Steenkamp, J.B.E. and Meulenberg, M.T.G. (2009) ‘Using Schwartz’s value theory to 
explain consumer attitudes and behaviour’, Journal of Consumer Psychology, Vol. 19, No. 3, 
pp.338–348. 

Khushboo, A. (2017) ‘Consumer attitudes towards organic food products in India’, International 
Journal of Applied Engineering Research, Vol. 12, No. 14, pp.4653–4657. 

Kurubas, M.S., Maltas, A.S., Dogan, A., Kaplan, M. and Erkan, M. (2019) ‘Comparison of 
organically and conventionally produced Batavia type lettuce stored in modified atmosphere 
packaging for postharvest quality and nutritional parameters’, Journal of the Science of Food 
and Agriculture, Vol. 99, No. 1, pp.226–234. 

Le Blanc, D. (2015) ‘Towards integration at last? The sustainable development goals as a network 
of targets’, Sustainable Development, Vol. 23, No. 3, pp.176–187, DOI:10.1002/sd.1582. 

MeiFang, Z. (2009) ‘Health-oriented behavior as a mediator of the association between well-being 
awareness and positive attitudes towards organic food’, Journal of Public Health Management 
and Practice, Vol. 15, No. 6, pp.E1–E8, DOI: 10.1097/PHH.0b013e3181a5a6b5. 

Neha, S. (2017) ‘Consumer behavior towards organic food products in India: a review’, 
International Journal of Management, IT and Engineering, Vol. 7, No. 8, pp.28–47. 

Nithya, R. and Kiruthika, S. (2018) ‘An empirical study on customers’ preferences towards 
purchasing organic products’, International Journal of Pure and Applied Mathematics,  
Vol. 119, No. 12, pp.1487–1495. 

Oroian, I.G., Harun, R. and Chiciudean, G.O. (2017) ‘Consumer perception and attitude towards 
organic food in North-West Development Region of Romania’, Sustainability, Vol. 9, No. 8, 
p.1333. 

Pant, R., Negi, A. and Kishor, N. (2023) ‘Brand engagement and purchase intention towards 
apparel goods: a study of Generation Z in social media scenario’, International Journal of 
Management Practice, Vol. 16, No. 3, p.319, https://doi.org/10.1504/IJMP.2023.130355. 

Pearson, D., Henryks, J., Sultan, P. and Anisimova, T. (2013) ‘Organic food: exploring purchase 
frequency to explain consumer behaviour’, J. Org. Syst., Vol. 8, No. 2, pp.50–63. 

Pretty, J.N. and Hine, R. (2001) Reducing Food Poverty with Sustainable Agriculture: A Summary 
of New Evidence, p.136, Colchester: University of Essex. 

Raj, M., Bansal, S. and Kashyap, A. (2018) ‘Impact of corporate social responsibility on firm’s 
financial performance-a case study of some Indian companies’, EPRA Journal of 
Multidisciplinary Research (IJMR), Vol. 4, No. 10, pp.41–48. 

Raj, M., Verma, T., Bansal, S. and Jain, A. (2018) ‘Performance of mutual funds in India : a 
comparative analysis of sbi mutual funds and HDFC mutual funds’, IOSR Journal of Business 
and Management (IOSR-JBM), Vol. 20, pp.36–43, https://doi.org/10.9790/487X-2010013643. 

Research (2022) India Organic Food Market Report and Forecast 2020-2025 [online] 
https://www.expertmarketresearch.com/reports/india-organic-food-market. 

Rock, C.L., Lovalvo, J.L., Emond, J.A. and Schwartz, S.J. (2017) ‘A review of the health effects of 
organic food consumption: Is there ‘a bottom line’?’, Nutrition Reviews, Vol. 75, No. 5, 
pp.307–324, https://doi.org/10.1093/nutrit/nux008. 

Sachs, J.D. (2012) ‘From millennium development goals to sustainable development goals’, 
Lancet, Vol. 379, No. 832, pp.2206–2211, DOI:10.1016/S0140-6736(12)60685-0. 

Saleki, R., Quoquab, F. and Mohammad, J. (2020) ‘Factor affecting consumer’s intention to 
purchase organic food: empirical study from Malaysian context’, International Journal of 
Business Innovation and Research, Vol. 23, No. 2, pp.183–204. 

Statista (2022) India: Export Volume of Organic Products 2022, A. Minhas [online] 
https://www.statista.com/statistics/1109803/india-export-volume-of-organic-products 
(accessed 11 May 2023). 

Statista (2023a) Organic Food Market in Europe - Statistics and Facts, M. Shahbandeh [online] 
https://www.statista.com/topics/3446/organic-food-market-in-europe/#topicOverview 
(accessed 11 May 2023). 



   

 

   

   
 

   

   

 

   

   74 S. Bhardwaj et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

Statista (2023b) Organic Food Market in India-Statistics and Facts, A. Minhas [online] 
https://www.statista.com/topics/10397/organic-food-market-in-india/#topicOverview 
(accessed 11 May 2023). 

Tison, A. and Tison, A.G. (2012) ‘A study of organic food consumers’ knowledge, attitudes and 
behavior regarding labor in organic farms’, Nature. Berkeley. Edu., Vol. 15, pp.1–26. 

United Nations (2015) Transforming our world: The 2030 Agenda for Sustainable Development 
[online] https://www.un.org/ga/search/view_doc.asp?symbol=A/RES/70/1&Lang=E (accessed 
24th August 2023). 

United Nations Department of Economic and Social Affairs (2017) Partnerships for the goals: 
Targets and indicators [online] https://unstats.un.org/sdgs/metadata (accessed 24th August 
2023). 

United Nations Development Programme (2018) The Sustainable Development Goals Report 2018 
[online] https://www.undp.org/content/undp/en/home/librarypage/sustainable-development-
goals/sustainable-development-goals-report-2018.html (accessed 24th August 2023). 

Willer, H. and Lernoud, J. (2017) The World of Organic Agriculture 2017, Statistics and Emerging 
Trends. 

Zakowska-Biemans, S. (2011) ‘Polish consumer food choices and beliefs about organic food’, Br. 
Food J., Vol. 113, No. 1, pp.122–137. 


