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Abstract

Organic farm products are receiving greater attention from consumers due to increasing concerns regarding
food quality, health and environmental sustainability. However, consumers may differ in their purchasing
behaviour according to their socio-demographic characteristics. The present study examines whether
consumers belonging to different age and occupational groups differ in their buying behaviour towards organic
farm products in Nagaland.

The study adopts a cross section analysis, and primary data were collected through purposive sampling survey
method that included 515 consumers from Kohima and Dimapur cities in Nagaland, using a structured
questionnaire. A multi-item of five-point Likert scale was used to assess the buying behaviour of the consumers.
Using Cronbach’s alpha, the reliability of the buying behaviour scale was assessed. Descriptive statistics were
used to summarize the buying behaviour scores, one-way analysis of variance (ANOVA) was employed to
examine the differences across age and occupational groups.

The results indicated that the age differences were not statistically significant, F(2, 512) = 0.851, p = .427.
Similarly, across the occupational groups the buying behaviour did not differ significantly, F (3, 511) = 0.869, p
= .457. The study concludes that age or occupational differences have no substantial influence on the buying
behaviour of organic farm product consumers in the Nagaland.
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I. INTRODUCTION

The consumption of organic food has become more popular lately as consumers’ awareness level of the
quality and broader implications of food they buy have been increased. Generally, organic products are
perceived as relatively healthier and safer than conventional products. Moreover, its methods of production are
perceived to be environmentally responsible (Wang et al., 2020; Ngo et al., 2026). To purchase organic food,
consumers’ decisions are influenced by the information on organic products, health concerns, environmental
concerns, social influences, price considerations, and its availability in the market (Kamboj, 2023; Bazhan et al.,
2024). In this regard, the systematic review by Kushwabh et al. (2019) provides a comprehensive overview of the
factors influencing consumers’ intentions and purchasing behaviour towards organic food.

Personal preferences and socio demographic characteristics significantly influence Consumers’
motivation to buy organic product (Hughner et al., 2007; Tohidi et al., 2023; Yilmaz, 2023; Jakubowska et al.,
2024). In general, health priorities, lifestyle, purchasing experience and exposure to information differ by age
(Gundala & Singh, 2021; Lin et al., 2025). Similarly, occupation is related to differences in daily routines,
purchasing patterns, income-related circumstances and access to information (Sivathanu, 2015; Pandey, 2021;
Sharma et al., 2026). All these factors influence consumers’ intentions and buying behaviour.

Singh and Verma (2017) reported that consumers’ purchasing pattern for organic food in India differ
across demographic groups, influenced by socio-demographic characteristics and behavioural factors as well.
Earlier studies have primarily focused on psychological factors, such as consumers’ attitudes, purchase
intentions, health consciousness, and environmental concerns, while demographic variables were largely used to
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describe consumer profiles. However, recent studies have increasingly recognized the importance of
demographic characteristics in explaining variations in organic food purchasing behaviour. In particular, factors
such as age and employment status, along with other behavioural influences, have been found to shape
consumers’ organic food buying patterns (Yilmaz, 2023; Ghosh et al., 2026).

1.1. Review of Literature
Consumer Buying Behaviour towards Organic Farm Products (OFP)

Parashar et al. (2023) and Madureira et al. (2025) observed that consumer buying behaviour towards
OFPs has been receiving considerable attention lately because consumers often associate organic products with
health, environmental protection, food safety and quality. However, these positive perceptions do not always
translate into actual purchasing (Sarumathi, 2015; Nguyen et al., 2019). Several other studies show that organic
food purchasing behaviour is shaped by individual and product-related considerations such as health concerns,
environmental concerns, knowledge, price, trust and product availability (Dangi et al., 2020; Kamboj, 2023;
Bazhan et al., 2024).

In India, consumers’ decisions to purchase organic food are shaped by a combination of psychological
and socio-demographic factors (Batra, 2016; Krishnakumare & Niranjan, 2017; Kataria et al., 2019; Gupta et al.,
2025). Kumar et al. (2025) and Singh and Verma (2017) found that factors such as health consciousness,
knowledge, motivation, price, and availability significantly influence consumer behaviour towards organic
food. Their studies also showed that socio-demographic characteristics, particularly age, education, and income,
were closely related to consumers’ purchasing decisions. These findings suggest that understanding consumers’
buying behavior of organic food consumption requires consideration of both consumers’ personal perceptions
and their socio-demographic background.

Age and Organic Farm Product Buying Behaviour

The influence of age on organic food purchasing is one of the most widely debated topics in the
literature. While some studies suggest a linear relationship where older consumers are more likely to buy
organic, others identify non-linear patterns or insignificant correlations.

Many studies identify age as a significant factor that influence consumers’ purchasing priorities, health
concerns, lifestyle and exposure to information, and consequently, their buying behaviour can differ across age
groups (Cranfield & Magnusson, 2003; Tsakiridou et al., 2008; Singh & Verma, 2017; Grzywinska-Rapca et al.,
2025). Several studies found age to be associated with organic food purchasing (Gundala & Singh, 2021; Ural &
Direk, 2024), while others suggest that the relationship may vary across consumer groups and research settings
(Lockie et al., 2004; Dettmann & Dimitri, 2009; Yilmaz, 2023).

Gundala and Singh (2021) observed that consumers particularly those in the 41-50 age brackets as the
most frequent purchasers of OFPs, driven by health consciousness and higher disposable income. However,
other research highlights a growing affinity among younger generations who, despite higher awareness and
environmental concern, may encounter financial constraints that limit actual purchase frequency (Aggarwal et
al., 2019). In some contexts, age is found to have only a moderate effect on intent compared to factors like trust
and price acceptance (Yin et al., 2010), while in others, the probability of purchasing rises linearly with age
(Sacchi et al., 2015).

Studies from India, Misra et al. (1991) and Kaur & Rana (2022) suggest that age along with other
socio-demographic factors is relevant to organic food buying behavior. Recent studies also hold that age is a
relevant socio-demographic factor in understanding organic food consumption patterns (Nandita & Suprapti,
2025; Ghosh et al., 2026).

Occupation and Organic Farm Product Buying Behaviour

Occupation and employment status also play a very important role in determining organic food
consumption, because it can influence consumers’ income, lifestyle, access to information, and purchasing
choices (Mervin and Velmurugan, 2011; Yilmaz, 2023). Similarly, Zhou and Tong, (2007) suggest that
individuals in professional roles and government employees exhibit higher purchase rates. Conversely, students
and non-working individuals often report lower purchase levels, primarily due to price sensitivity and limited
budgets (Inan et al., 2021). Employment status has been shown to be a significant predictor of actual buying
behaviour in various national contexts (Yilmaz, 2023).

Recent studies in India have suggested that occupation is an important factor in explaining organic
buying behaviour (Mercygnanamani & Padhmanaban, 2025; Chandrika et al., 2025; Vasanthi & Preethi, 2026).
Correspondingly, Krishnakumare & Niranjan, (2017) provide evidence that occupation is associated with
consumers’ attitudes and preferences towards organic food in India. Mehra and Ratna (2014) also observed
differences across occupational groups in consumers’ perceptions and preferences towards organic food.
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Overall, the consumer buying behaviour in this sector is not uniform; it is driven by a complex
interplay of psychological, situational, and demographic factors. Understanding these determinants is essential
for producers, retailers, and policymakers aiming to promote sustainable consumption patterns. Thus, the above
review underscores the necessity for multi-faceted marketing strategies that address the distinct motivations and
constraints associated with different demographic segments.

Research Gap

Existing literatures provide substantial evidence on the psychological and behavioural factors of organic
food consumption. Previous studies in India have examined demographic characteristics alongside broader
behavioural factors, including attitude, intention and actual buying behaviour. However, it is observed that
studies on age and occupational or employment specific effect on consumer buying behavior of organic products
remains sparse. In particular, less attention has been given to how different demographic groups differ when
making organic food purchasing decisions in Nagaland. Therefore, the present study focuses on organic farm
product buying behaviour across age groups and employment status in Nagaland. Addressing this gap can
provide a better understanding of consumer heterogeneity and explain why there are differences in consumers’
organic food preferences and purchasing patterns across different demographic groups.

1.2 Objectives of the Study
Nagaland state has a strong agricultural base, with locally produced organic farm products which contribute
significantly to the local food environment. This provides a relevant setting for examining whether demographic
characteristics are related to differences in consumers’ buying behaviour. Comparing buying behaviour across
different age and occupational groups can provide a clearer understanding on whether consumers in these
groups differ in their purchasing behavior of OFPs. Based on the above discussions, the present study
specifically seeks to:

i. Examine the level of buying behaviour towards OFPs among respondents

ii. Determine whether buying behaviour varies among different age groups and occupational categories

1.3 Hypotheses
Hoi: There is no significant difference in consumers’ buying behaviour towards OFPs across different
age groups.
Hoo: There is no significant difference in consumers’ buying behaviour towards OFPs across different
occupational groups.

II. METHODOLOGY
2.1. Research Design
The study adopted a quantitative, cross-sectional research design. A structured questionnaire was used to collect
primary information on differences in consumers’ buying behaviour towards OFPs across age and occupational
groups. The questionnaire was developed by adapting measurement scales from earlier studies on organic food
consumption and buying behaviour (Pawar, 2021). A 5-point Likert scale was used to rate the responses, where
1 for "Strongly Disagree" and 5 for "Strongly Agree" (Lin et al., 2021 and Sarmiento, 2025).

2.2. Study Area

The study was carried out in Nagaland, covering selected areas of Kohima and Dimapur cities. These two cities
were selected as the study areas because they represent the State’s capital and the commercial hub, respectively.
These important urban centers of the State provide ample access to markets where consumers purchase
agricultural and farm products.

2.3. Sample Design and Data Collection

The data were collected using purposive sampling method. In the survey, 515 respondents were included,
those who frequently buy and consume OFPs. The structured questionnaire was used to collect information
about the respondents’ socio-demographic characteristics and their buying behaviour towards OFPs.

2.4. Measurement of Buying Behaviour

A five-point Likert scale was used to rate the respondents’ buying behaviour towards OFPs. The statements
were drawn from Pawar (2021) and modified to suit the present study. The reliability and validity of the
measurement scale have been established, ensuring that the items consistently and appropriately capture the
intended constructs. One-way ANOVA was conducted to determine whether mean buying behaviour scores
differ significantly across the groups. For the present study, the data were analysed using JASP statistical
software.
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2.5. Variables used in the analysis

In the study, the respondents’ age and occupation groups represent the demographic characteristics, with the
assumption that these factors influence their buying behaviour towards OFPs.

The two dependent variables were categorized as follows:

Age was classified into three groups: 18-25 years, 2635 years and 36 years and above.

The occupational status was categorized as Government Service, Private or Self-employed, Homemaker and
Student.

II. RESULTS
3.1. Reliability and Validity of the Scale

The buying behaviour scale had undergone factor-based assessment in the study. The standardized
factor loadings of the variables ranged from 0.772 to 0.807, showing satisfactory indicator reliability. The scale
showed good internal consistency, with Cronbach’s alpha of 0.886 and composite reliability of 0.884. The
average variance extracted (AVE) was 0.608, which was above the recommended value of 0.50 and indicated
satisfactory convergent validity (Fornell & Larcker, 1981; Hair et al., 2019).

Discriminant validity of the measurement model was also established using the Fornell-Larcker
criterion, as the square root of AVE for the constructs was higher than their corresponding inter-construct
correlations. Thus, the measurement instrument demonstrated satisfactory reliability and validity and was
considered appropriate for the present analysis.

3.2. Buying Behaviour across Age and Occupational Groups

This section presents the findings on consumers’ buying behaviour towards organic farm products
across different age and occupational groups. Descriptive statistics were used to summarise buying behaviour
scores for each group, while one-way ANOVA was used to assess whether the differences observed between the
groups were statistically significant. The buying behaviour score was calculated as the mean of the items used to
measure consumers’ buying behaviour towards organic farm products.

Table 1: Differences in Buying Behaviour across Age and Occupational Groups

Group Category N Mean SD F P w*

18-25 78 3.046 0.572

AGE 26-35 201 3.068 0.534 0.851 | 0.427 0.00
36 and above 236 2.996 0.627
Student 64 3.075 0.578

Government service 160 3.076 0.57

OCCUPATION 0.869 | 0.457 0.00
Private/Self-employed 182 3.012 0.635
Homemaker 109 2.972 0.516

Source: Own calculation based on primary data

Buying Behaviour across Age Groups

Table 1 indicates that the buying behaviour mean scores were 3.046 (SD = 0.572) for respondents aged
18-25 years, 3.068 (SD = 0.534) for those aged 26-35 years, and 2.996 (SD = 0.627) for aged 36 years and
above. Although the 26-35 age groups recorded the highest mean score, the differences across the three groups
were small.

A one-way ANOVA was performed to examine whether buying behaviour differ significantly across
the age groups. The results indicated that the differences were not statistically significant, F(2, 512) = 0.851, p =
427, o* = .000, suggesting that the effect of age on buying behaviour was negligible. Levene’s test was also
non-significant, F(2, 512) = 2.794, p = .062, indicating that the assumption of homogeneity of variances was
satisfied. Thus, no statistically significant difference was observed in consumers’ buying behaviour towards
organic farm products among the different age groups.

Buying behaviour across Occupational Groups

Table 1 shows that government service recorded the highest mean buying behaviour score of 3.076,
(SD = 0.570), closely followed by students (M = 3.075, SD = 0.578). Private/self-employed respondents
recorded a mean of 3.012 (SD = 0.635), while homemakers had the lowest mean of 2.972 (SD = 0.516).
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However, the one-way ANOVA results indicated that buying behaviour did not differ significantly across the
occupational groups F (3, 511) = 0.869, p = .457, o? = .000, suggesting a negligible effect of occupation on
buying behaviour. Levene’s test was also non-significant, F (3, 511) = 0.866, p = .458, indicating that the
assumption of homogeneity of variance was satisfied. Thus, no statistically significant difference was found in
consumers’ buying behaviour towards OFPs among occupational groups.

IV.  DISCUSSION

The findings of the present study showed no statistically significant difference in consumers’ buying
behaviour towards OFPs across age, as well as occupational groups. Although slight variations were observed in
their mean buying behaviour scores, the differences were negligible, indicating that differences in age or
occupation have no substantial influence on the buying behaviour among OFP consumers in the present study.

This result is consistent with Inci et al. (2014) and Tan et al. (2022), who reported no significant
difference in consumers’ perceptions of organic products across age groups. Similarly, Nandita and Suprati
(2025) also reported that age did not significantly moderate the relationship between health consciousness and
purchase intention of organic food. These results suggest that interest in and purchasing behaviour towards
organic food may extend beyond different age groups.

However, the present finding differs from several other studies that identified age as an important
factor in organic food purchasing (Mervin and Velmurugan, 2011; Gundala and Singh, 2021 and Ogundijo et
al., 2022). More recently, Mercynagnamani and Padhmanabhan (2025) identified age, along with education,
family size and residential area, as socio-economic factors playing a more decisive role in organic food buying
behaviour. These differences may be due to variations in geographical setting, sample characteristics, age
categories, and the specific measures used to assess purchasing behaviour.

The lack of significant differences across age groups in the present study may indicate that consumers
in Kohima and Dimapur cities in Nagaland do not differ substantially in their buying behaviour towards organic
farm products based on age.

Among the occupational groups, although government-service respondents has the highest mean
buying behaviour score, followed by students and private/self-employed respondents, the differences among the
occupational groups were small and not statistically significant. This indicates that occupation did not
substantially influence consumers’ buying behaviour towards OFPs in the present study.

This finding is in line with Pearson et al. (2013), who observed differences in organic food purchase
frequency across employment-status groups, with students reporting relatively higher purchase frequency;
however, these differences were not statistically significant. Similarly, Celik and Giil (2023), Gupta et al.
(2025), and Mercynagnamani and Padhmanabhan (2025) observed no statistically significant differences in
buying behaviour across occupational groups. Overall, these findings imply that occupational characteristics
may not necessarily translate into substantial differences in consumers’ purchasing behaviour towards organic
food.

Conversely, the present finding contradicts with Mervin and Velmurugan (2011) and Saranyaa &
Sugumar (2024), who observed significant differences in organic food preferences across occupational
categories. These differences may be attributable to variations in geographical context, sample characteristics,
occupational classification, and the measures used to assess organic food purchasing behaviour.

In the context of Nagaland, the absence of significant differences across age groups and occupational
categories may imply that organic farm products are purchased by consumers of all age and occupational
backgrounds, rather than being confined to a particular group. Thus, reflects a broader acceptance of organic
farm products among consumers in Kohima and Dimapur cities.

As the observed differences in mean buying behaviour across age and occupational groups were small,
other factors such as psychological and behavioural factors such as health consciousness, consumer awareness,
environmental concerns, personal choice, subjective norms, and attitude may offer additional insights into
consumers’ buying behavior towards organic farm products, beyond demographic characteristics.

While age and occupation provide useful information about consumer profiles, they may not
independently distinguish consumers in terms of buying behaviour towards organic farm products in the context
of Nagaland. This suggests that factors beyond basic demographic characteristics may be more relevant in
understanding consumers' organic food purchasing behaviour. The findings therefore contribute to the limited
empirical evidence on consumer buying behaviour towards organic farm products in the state.

V. IMPLICATIONS OF THE STUDY
The absence of significant differences across age groups as well as occupational status implies that (i)
promotional and consumer awareness activities may not necessarily be targeted separately, rather a general
approach may be suitable and (ii) greater attention may instead be given to factors such as product availability,
trust, certification, price, awareness and perceived benefits while promoting organic farm products in Nagaland.
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These implications have great significance for producers, retailers and policymakers involved in promoting
organic farm products.

VI. CONCLUSION
The study shows that age and occupation may not be the major factors determining consumers' buying
behavior of organic products in the state. Greater attention may therefore be given to other factors that influence
consumers' decisions to purchase organic farm products. This provide a basis for further research focus on other
socio-economic factors and attributes of the consumers that may influence on their buying behaviour of organic
food products in Nagaland. Thus, adding new insights to the existing literature on consumers' buying behaviour
towards organic farm products.

VII. LIMITATIONS

The study has several limitations such as (i) the analysis is based on cross-sectional survey and
therefore cannot establish the changes in causal relationships between dependent factors and buying behavior
overtime. Longitudinal studies on a wider geographical area could provide additional insights on organic food
buying behaviour and its changing nature over time. (ii) The study was conducted among consumers in selected
locations, particularly Kohima and Dimapur cities. Therefore, the findings may not be generalizable to
consumers in other parts of the country. (iii) Age and occupation were the only factors considered in the study.
By including more factors such as consumer awareness, health consciousness, environmental concerns, price,
product availability and perceived benefits will give a more comprehensive result.

REFERENCES

[1]. Batra, R. (2016). Consumer behavior and purchase intention in Indian organic food market. Amity Business Review, 17(2), 40-75.
https:/www.amity.edu>6.pdf

[2]. Bazhan, M., Sabet, S., Shafei, S., & Boromandnia, N. (2024). Factors affecting purchase intention of organic food products:
Evidence from a developing nation context. Food Science & Nutrition, 12(5), 3469-3482. https://doi.org/10.1002/fsn3.4015

3] Celik, H., & Giil, A. (2023). Consumer perceptions and purchase intentions towards organic foods: Evidence from Eastern
Mediterranean Region of Tirkiye. Asian Journal of Agricultural Extension, Economics & Sociology, 41(11), 275-291.
https://doi.org/10.9734/ajaces/2023/v41i112285

[4]. Chandrika, D., Lalitha, A., Vani, N., & Murthy, B. R. (2025). Consumers’ buying behaviour towards organic foods in retail outlets
of Ananthapuramu City, Andhra Pradesh. Agricultural Science Digest, 11(4), 294-304. https://sasapjas.org/abstract/consumers-
buying-behaviour-towards-organic-foods-in-retail-outlets-of-ananthapuramu-city-andhra-pradesh/

[5]- Cranfield, J. A., & Magnusson, E. (2003). Canadian consumers’ willingness-to-pay for pesticide-free food products: An ordered
probit analysis. International Food and Agribusiness Management Review, 6(4), 1-18. https://doi.org/10.22004/ag.econ.34381

[6]. Dangi, N., Gupta, S.K, & Narula, S.A. (2020). Consumer buying behaviour and purchase intention of organic food: A conceptual
framework. Management of Environmental Quality: An International Journal, 31(6), 1515-1530. https://doi.org/10.1108/MEQ-01-
2020-0014

[7]. Dettmann, R. L., & Dimitri, C. (2009). Who’s buying organic vegetables? Demographic characteristics of U.S. consumers. Journal
of Food Products Marketing, 16(1), 79-91. https://doi.org/10.1080/10454440903415709

[8]. Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error.
Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104

[9]. Ghosh, A., Tarekegn Erekalo, K., & Ghosh, B. (2026). Toward sustainable food consumption in India: Exploring organic buying
behavior.  Journal — of  International  Food &  Agribusiness  Marketing.  Advance  online  publication.
https://doi.org/10.1080/08974438.2026.2617426

[10].  Grzywinska-Rapca, M., Grzybowska-Brzezinska, M., Jakubowska, D., & Banach, J. K. (2025). The perception of organic food
characteristics and the demographic and social profile of consumers: A study of the Polish market. Foods, 14(2), 308.
https://doi.org/10.3390/foods14020308

[11].  Gundala, R. R., & Singh, A. (2021). What motivates consumers to buy organic foods? Results of an empirical study in the United
States. PLOS ONE, 16(9), €0257288. https://doi.org/10.1371/journal.pone.0257288

[12].  Gupta, L., Kumar, V., Mahajani, K., Kumar, A., & Wadhwayan, N. (2025). Consumer behavior toward organic food products: A
study from Udaipur, India. Archives of Current Research International, 25(7), 56—64. https://doi.org/10.9734/acri/2025/v25i71312

13].  Hair, J. F., Babin, B. J., Black, W. C., & Anderson, R. E. (2019). Multivariate data analysis (8th ed.). Cengage.

4].  Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & Stanton, J. (2007). Who are organic food consumers? A compilation

and review of why people purchase organic food. Journal of Consumer Behaviour, 6(2-3), 94—110. https://doi.org/10.1002/cb.210

[15].  Inci, H., Karakaya, E., Sogiit, B., & Sengiil, T. (2014). Organic product consumption and customer preferences in urban sections of
Bingol Province. Turkish Journal of Agricultural and Natural Sciences, 1, 255-261.
https://dergipark.org.tr/en/pub/turkjans/article/160723

[16].  Jakubowska, D., Grzywinska-Rapca, M., & Grzybowska-Brzezinska, M. (2025). Why do consumers buy organic? Exploring
motivations and socio-economic patterns. Agriculture, 15(1), 50. https://doi.org/10.3390/agriculture15010050

[17].  Kamboj, S., Matharu, M., & Gupta, M. (2023). Examining consumer purchase intention towards organic food: An empirical study.
Cleaner and Responsible Consumption, 9, 100121. https://doi.org/10.1016/j.clrc.2023.100121

[18]. Kataria, Y. S., Krishna, H. G., Tyagi, V. K., & Vashishat, T. (2019). Consumer buying behavior of organic food products in India
through the lens of planned behavior theory. Research Journal of Humanities and Social Sciences, 10(1), 60—
64. https://doi.org/10.5958/2321-5828.2019.00011.1

[19]. Kaur, G., & Rana, M. (2022). Organic food products: An analysis of factors affecting the buying behaviour. Review of Socio-
Economic Perspectives, 7(4), 21-30. https://doi.org/10.19275/RSEP138

[20].  Krishnakumare, B., & Niranjan, S. (2017). Consumers’ buying behaviour towards organic food products in Tamil Nadu.
Agricultural Economics Research Review, 30(1), 133—138. https://doi.org/10.5958/0974-0279.2017.00012.X

DOI: 10.9790/0837-3110015158 www.iosrjournals.org 56 | Page


http://www.iosrjournals.org/
https://doi.org/10.1002/fsn3.4015
https://doi.org/10.9734/ajaees/2023/v41i112285
https://sasapjas.org/abstract/consumers-buying-behaviour-towards-organic-foods-in-retail-outlets-of-ananthapuramu-city-andhra-pradesh/
https://sasapjas.org/abstract/consumers-buying-behaviour-towards-organic-foods-in-retail-outlets-of-ananthapuramu-city-andhra-pradesh/
https://doi.org/10.22004/ag.econ.34381
https://doi.org/10.1108/MEQ-01-2020-0014
https://doi.org/10.1108/MEQ-01-2020-0014
https://doi.org/10.1080/10454440903415709
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1080/08974438.2026.2617426
https://doi.org/10.3390/foods14020308
https://doi.org/10.1371/journal.pone.0257288
https://doi.org/10.9734/acri/2025/v25i71312
https://doi.org/10.1002/cb.210
https://dergipark.org.tr/en/pub/turkjans/article/160723
https://doi.org/10.3390/agriculture15010050
https://doi.org/10.1016/j.clrc.2023.100121
https://doi.org/10.5958/2321-5828.2019.00011.1
https://doi.org/10.19275/RSEP138
https://doi.org/10.5958/0974-0279.2017.00012.X

Age And Occupational Differences in Consumers’ Buying Behaviour Towards Organic ..

[21].
[22].

[23].

[24].

[25].

[26].

[27].

[28].

[29].

[30].

[31].

[32].

[33].

[34].

[35].

[36].

[37].
[38].

[39].

[43].
[44].
[45].
[46].
[47].
[48].

[49].

Kumar, S., Bhattacharya, D., & Banerjee, M. (2025). Identifying the factors influencing consumption behavior toward organic food:
An empirical study in India. Cogent Food & Agriculture, 11(1), 2565381. https://doi.org/10.1080/23311932.2025.2565381
Kushwah, S., Dhir, A., Sagar, M., & Gupta, B. (2019). Determinants of organic food consumption: A systematic literature review
on motives and barriers. Appetite, 143, 104402. https://doi.org/10.1016/j.appet.2019.104402

Lin, Q., Jiang, H., Luo, X., & Li, Y. (2025). Factors influencing consumers’ willingness to pay a price premium and purchase
frequency for organic food: A generational difference perspective. British Food Journal, 127(4), 1187-
1212. https://doi.org/10.1108/BFJ-09-2024-0890

Lockie, S., Lyons, K., Lawrence, G., & Grice, J. (2004). Choosing organics: A path analysis of factors underlying the selection of
organic food among Australian consumers. Appetite, 43(2), 135-146. https://doi.org/10.1016/j.appet.2004.02.004

Madureira, T., Nunes, F., Veiga, J., Mata, F., Alexandraki, M., Dimitriou, L., Meleti, E., Manouras, A., Mallissova, E., & Melleti,
E. (2025). Trends in organic food choices and consumption: Assessing the purchasing behaviour of consumers in Greece. Foods,
14(3), 362. https://doi.org/10.3390/foods14030362

Inan, R., Bekar, A., & Urlu, H. (2021). Tiiketicilerin Organik Gida Satn Alma Davranislari ve Tutumlarma Iliskin Bir
Degerlendirme (An Assessment of Consumers of Organic Food Purchase Behavior and Attitudes). Journal of Tourism and
Gastronomy Studies, 9(1), 220-235. https://doi.org/10.21325/JOTAGS.2021.786

Mehra, S., & Ratna, P. A. (2014). Attitudes and behaviour towards organic products: An exploratory study in India. International
Journal of Business Excellence, 7(6), 713—734. https://doi.org/10.1504/IJBEX.2014.066503

Mercygnanamani, S., & Padhmanaban, K. (2025). Buying behaviour towards select organic food products in Tiruchirappalli district,
Tamilnadu. Advances in Consumer Research, 2(5), 2363-2370. https://acr-journal.com/article/buying-behaviour-towards-select-
organic-food-products-in-tiruchirappalli-district-tamilnadu-1950/

Mervin, M.R., & Velmurugan, R. (2011). Consumer*s preference towards organic food products. Journal of Management and
Science. Vol.3(1). 19-23. https://doi.org/10.26524/jms.2013.3.

Misra, S. K., Huang, C. L., & Ott, S. L. (1991). Consumer willingness to pay for pesticide-free fresh produce. Western Journal of
Agricultural Economics, 16(2), 218-227. https://doi.org/10.22004/ag.econ.32604

Morosan, E., Popovici, V., Popescu, I. A., Daraban, A., Karampelas, O., Matac, L. M., Licu, M., Rusu, A., Chingiu, L. M.,
Oprigescu, S., Ionita, E. I., Saulean, A., Nitescu, M. (2025). Perception, trust, and motivation in consumer behavior for organic food
acquisition: An exploratory study. Foods, 14(2), 293. https://doi.org/10.3390/foods14020293

Nandita, N. P. D., & Suprapti, N. W. S. (2025). The moderating role of age in the influence of health consciousness and price
perception on purchase intention of organic food. International Journal of Economic Literature, 2(10), 1343-1366.
https://sociohum.net/index.php/INJOLE/article/view/170

Ngo, T. T. A, Le, T. N. T., Phan, T. Y. N., & Le, T. B. N. (2026). Exploring the influence of health consciousness, environmental
consciousness, knowledge, and trust in shaping purchase intentions of Generation Z towards organic food. Journal of Agriculture
and Food Research, 27, 102839. https://doi.org/10.1016/1.jafr.2026.102839

Nguyen, H. V., Nguyen, N., Nguyen, B. K., Lobo, A., & Vu, P. A. (2019). Organic food purchases in an emerging market: The
influence of consumers’ personal factors and green marketing practices of food stores. International Journal of Environmental
Research and Public Health, 16(6), 1037. https://doi.org/10.3390/ijerph16061037

Ogundijo, D. A., Tas, A. A., & Onarinde, B. A. (2022). Age, an important sociodemographic determinant of factors influencing
consumers’ food choices and purchasing habits: An English university setting. Frontiers in Nutrition, 9,
858593. https://doi.org/10.3389/fhut.2022.858593

Pandey, N. (2021). Demand assessments of organic products and consumers willingness to pay for organic food products.
Singapore Journal of Scientific Research, 11(1), 67-76. https://doi.org/10.3923/sjsres.2021.67.76

Parashar, S., Singh, S., & Sood, G. (2023). Examining the role of health consciousness, environmental awareness and intention on
purchase of organic food: A moderated model of attitude. Journal of Cleaner  Production, 386,
135553. https://doi.org/10.1016/j.jclepro.2022.135553

Pawar, A.V. (2021). Study of consumer behaviour towards organic food products in Mumbai District [Doctoral dissertation, Tilak
Maharashtra Vidyapeeth]. Shodhganga. https://hdl.handle.net/10603/341709

Pearson, D., Henryks, J., Sultan, P., & Anisimova, T. (2013). Organic food consumers: Exploring purchase frequency to explain the
attitude-behaviour gap. Journal of Organic Systems, 8(2), 50-63. https://www.organic-systems.org/journal/82/8206.pdf

Ramesh, A. A., Kayal, S., Dhodapkar, R., Rani, P. D., & Chandarana, M. (2025). A study of consumer behavior towards organic
food products in Hyderabad, with special emphasis on ethical consumerism and sustainability. Journal of Marketing & Social
Research, 2(4), 247-251. https://doi.org/10.61336/jmsr/25-04-33

Rengeswari, S., & Palaneeswari, T. (2017). Buying behaviour of consumers towards organic food in Sivakasi. Journal of Emerging
Technologies and Innovative Research, 4(12). https://www jetir.org/papers/JETIR1712059.pdf

Sacchi, G., Caputo, V., & Nayga, R. M. (2015). Alternative Labeling Programs and Purchasing Behavior toward Organic Foods:
The Case of the Participatory Guarantee Systems in Brazil. Sustainability, 7(6), 7397-7416. https://doi.org/10.3390/SU7067397
Saranyaa, M., & Sugumar, V. (2024). A study on factors influencing the customer satisfaction on organic food products with special
reference to Kodumudi Taluk, Erode District. Journal of Emerging Trends and Novel Research, 2(7), a8-a22
https://rjpn.org/jetnr/viewpaperforall.php?paper=JETNR2407002

Sarumathi, S. (2015). A study on consumer behavior towards organic food products in Pondicherry [Doctoral dissertation,
Pondicherry University].

Sharma, N., Singh, S., Kabalska, A., & Wagner, R. (2026). Green is the new gold: Redefining opulent lifestyle through organic food
purchases. Business Strategy and the Environment, 1-17. https://doi.org/10.1002/bse.70565

Singh, A., & Verma, P. (2017). Factors influencing Indian consumers’ actual buying behaviour towards organic food products.
Journal of Cleaner Production, 167, 473—483. https://doi.org/10.1016/j.jclepro.2017.08.106

Sivathanu, B. (2015). Factors affecting consumer preference towards the organic food purchases. Indian Journal of Science and
Technology, 8(33), 1-6. https://doi.org/10.17485/ijst/2015/v8i33/78261

Tan, B. C., Pang, S. M., & Lau, T. C. (2022). Marketing organic food from millennials’ perspective: A multi-theoretical approach.
Foods, 11(18), 2721. https://doi.org/10.3390/foods11182721

Tohidi, A., Mousavi, S., Dourandish, A., & Alizadeh, P. (2023). Organic food market segmentation based on the neobehavioristic
theory of consumer behavior. British Food Journal, 125(3), 810-831. https://doi.org/10.1108/BFJ-12-2021-1269

Tsakiridou, E., Boutsouki, C., Zotos, Y., & Mattas, K. (2008). Attitudes and behaviour towards organic products: An exploratory
study. International Journal of Retail & Distribution Management, 36(2), 158-175. https://doi.org/10.1108/09590550810853093

DOI: 10.9790/0837-3110015158 www.iosrjournals.org 57 | Page


http://www.iosrjournals.org/
https://doi.org/10.1016/j.appet.2019.104402
https://doi.org/10.1108/BFJ-09-2024-0890
https://doi.org/10.1016/j.appet.2004.02.004
https://doi.org/10.3390/foods14030362
https://doi.org/10.1504/IJBEX.2014.066503
https://acr-journal.com/article/buying-behaviour-towards-select-organic-food-products-in-tiruchirappalli-district-tamilnadu-1950/
https://acr-journal.com/article/buying-behaviour-towards-select-organic-food-products-in-tiruchirappalli-district-tamilnadu-1950/
https://doi.org/10.26524/jms.2013.3
https://doi.org/10.22004/ag.econ.32604
https://doi.org/10.3390/foods14020293
https://sociohum.net/index.php/INJOLE/article/view/170
https://doi.org/10.1016/j.jafr.2026.102839
https://doi.org/10.3390/ijerph16061037
https://doi.org/10.3389/fnut.2022.858593
https://doi.org/10.3923/sjsres.2021.67.76
https://doi.org/10.1016/j.jclepro.2022.135553
https://hdl.handle.net/10603/341709
https://www.organic-systems.org/journal/82/8206.pdf
https://doi.org/10.61336/jmsr/25-04-33
https://www.jetir.org/papers/JETIR1712059.pdf
https://rjpn.org/jetnr/viewpaperforall.php?paper=JETNR2407002
https://doi.org/10.1002/bse.70565
https://doi.org/10.1016/j.jclepro.2017.08.106
https://doi.org/10.17485/ijst/2015/v8i33/78261
https://doi.org/10.3390/foods11182721
https://doi.org/10.1108/BFJ-12-2021-1269
https://doi.org/10.1108/09590550810853093

Age And Occupational Differences in Consumers’ Buying Behaviour Towards Organic ..

[50].
[51].

[52].

[53].
[54].

[55].

Ural, D., & Direk, M. (2024). Factors affecting organic food preference and determination of consumer tendencies in Konya
Province. Acta Agriculturae Serbica, 29(57), 17-26. https://doi.org/10.5937/AASer2357017U

Vasanthi, M., & Preethi, M. (2026). Consumer attitudes and determinants of organic food purchasing behavior: Evidence from
Andhra Pradesh, India. Journal of Scientific Research and Reports, 32(2), 27-36. https://doi.org/10.9734/jsr1/2026/v32i23944
Wang, J., Pham, T. L., & Dang, V. T. (2020). Environmental consciousness and organic food purchase intention: A moderated
mediation model of perceived food quality and price sensitivity. International Journal of Environmental Research and Public
Health, 17(3), 850. https://doi.org/10.3390/ijerph17030850

Yilmaz, B. (2023). Factors influencing consumers’ behaviour towards purchasing organic foods: A theoretical model.
Sustainability, 15(20), 14895. https://doi.org/10.3390/sul52014895

Yin, S., Yin, S., Wu, L., Du, L., & Chen, M. (2010). Consumers’ purchase intention of organic food in China. Journal of the
Science of Food and Agriculture, 90(8), 1361-1367. https://doi.org/10.1002/JSFA.3936

Zhou Lili, Chen Tong (20070. Journal Article Title: Consumer Perception of Organic Food in Urumgqi. Research Papers in
Economics, 173-186. DOI: 10.22004/AG.ECON.7890

DOI: 10.9790/0837-3110015158 www.iosrjournals.org 58 | Page


http://www.iosrjournals.org/
https://doi.org/10.5937/AASer2357017U
https://doi.org/10.9734/jsrr/2026/v32i23944
https://doi.org/10.3390/ijerph17030850
https://doi.org/10.3390/su152014895

	Age And Occupational Differences in Consumers’ Buying Behaviour Towards Organic Farm Products: Evidence from Nagaland
	Abstract
	I. INTRODUCTION
	1.1. Review of Literature
	Consumer Buying Behaviour towards Organic Farm Products (OFP)
	Age and Organic Farm Product Buying Behaviour
	Occupation and Organic Farm Product Buying Behaviour

	Overall, the consumer buying behaviour in this sector is not uniform; it is driven by a complex interplay of psychological, situational, and demographic factors. Understanding these determinants is essential for producers, retailers, and policymakers ...
	Research Gap
	1.2 Objectives of the Study
	Nagaland state has a strong agricultural base, with locally produced organic farm products which contribute significantly to the local food environment. This provides a relevant setting for examining whether demographic characteristics are related to ...
	1.3  Hypotheses
	II. METHODOLOGY
	III. RESULTS
	3.1. Reliability and Validity of the Scale
	3.2. Buying Behaviour across Age and Occupational Groups

	Buying Behaviour across Age Groups
	Buying behaviour across Occupational Groups
	IV. DISCUSSION


	REFERENCES
	[4]. Chandrika, D., Lalitha, A., Vani, N., & Murthy, B. R. (2025). Consumers’ buying behaviour towards organic foods in retail outlets of Ananthapuramu City, Andhra Pradesh. Agricultural Science Digest, 11(4), 294-304. https://sasapjas.org/abstract/co...
	[21]. Kumar, S., Bhattacharya, D., & Banerjee, M. (2025). Identifying the factors influencing consumption behavior toward organic food: An empirical study in India. Cogent Food & Agriculture, 11(1), 2565381. https://doi.org/10.1080/23311932.2025.2565381
	[22]. Kushwah, S., Dhir, A., Sagar, M., & Gupta, B. (2019). Determinants of organic food consumption: A systematic literature review on motives and barriers. Appetite, 143, 104402.  https://doi.org/10.1016/j.appet.2019.104402
	[23]. Lin, Q., Jiang, H., Luo, X., & Li, Y. (2025). Factors influencing consumers’ willingness to pay a price premium and purchase frequency for organic food: A generational difference perspective. British Food Journal, 127(4), 1187–1212. https://doi....
	[24]. Lockie, S., Lyons, K., Lawrence, G., & Grice, J. (2004). Choosing organics: A path analysis of factors underlying the selection of organic food among Australian consumers. Appetite, 43(2), 135–146. https://doi.org/10.1016/j.appet.2004.02.004
	[25]. Madureira, T., Nunes, F., Veiga, J., Mata, F., Alexandraki, M., Dimitriou, L., Meleti, E., Manouras, A., Mallissova, E., & Melleti, E. (2025). Trends in organic food choices and consumption: Assessing the purchasing behaviour of consumers in Gre...
	[27]. Mehra, S., & Ratna, P. A. (2014). Attitudes and behaviour towards organic products: An exploratory study in India. International Journal of Business Excellence, 7(6), 713–734.  https://doi.org/10.1504/IJBEX.2014.066503
	[28]. Mercygnanamani, S., & Padhmanaban, K. (2025). Buying behaviour towards select organic food products in Tiruchirappalli district, Tamilnadu. Advances in Consumer Research, 2(5), 2363–2370.  https://acr-journal.com/article/buying-behaviour-towards...
	[30]. Misra, S. K., Huang, C. L., & Ott, S. L. (1991). Consumer willingness to pay for pesticide-free fresh produce. Western Journal of Agricultural Economics, 16(2), 218–227. https://doi.org/10.22004/ag.econ.32604  Moroșan, E., Popovici, V., Popescu,...
	[31]. Nandita, N. P. D., & Suprapti, N. W. S. (2025). The moderating role of age in the influence of health consciousness and price perception on purchase intention of organic food. International Journal of Economic Literature, 2(10), 1343–1366. https...
	[32]. Ngo, T. T. A., Le, T. N. T., Phan, T. Y. N., & Le, T. B. N. (2026). Exploring the influence of health consciousness, environmental consciousness, knowledge, and trust in shaping purchase intentions of Generation Z towards organic food. Journal o...
	[33]. Nguyen, H. V., Nguyen, N., Nguyen, B. K., Lobo, A., & Vu, P. A. (2019). Organic food purchases in an emerging market: The influence of consumers’ personal factors and green marketing practices of food stores. International Journal of Environment...
	[34]. Ogundijo, D. A., Tas, A. A., & Onarinde, B. A. (2022). Age, an important sociodemographic determinant of factors influencing consumers’ food choices and purchasing habits: An English university setting. Frontiers in Nutrition, 9, 858593.  https:...
	[35]. Pandey, N. (2021). Demand assessments of organic products and consumers willingness to pay for organic food products. Singapore Journal of Scientific Research, 11(1), 67–76.  https://doi.org/10.3923/sjsres.2021.67.76
	[36]. Parashar, S., Singh, S., & Sood, G. (2023). Examining the role of health consciousness, environmental awareness and intention on purchase of organic food: A moderated model of attitude. Journal of Cleaner Production, 386, 135553.  https://doi.or...
	[37]. Pawar, A.V. (2021). Study of consumer behaviour towards organic food products in Mumbai District [Doctoral dissertation, Tilak Maharashtra Vidyapeeth]. Shodhganga. https://hdl.handle.net/10603/341709
	[38]. Pearson, D., Henryks, J., Sultan, P., & Anisimova, T. (2013). Organic food consumers: Exploring purchase frequency to explain the attitude-behaviour gap. Journal of Organic Systems, 8(2), 50–63.  https://www.organic-systems.org/journal/82/8206.pdf
	[39]. Ramesh, A. A., Kayal, S., Dhodapkar, R., Rani, P. D., & Chandarana, M. (2025). A study of consumer behavior towards organic food products in Hyderabad, with special emphasis on ethical consumerism and sustainability. Journal of Marketing & Socia...
	[40]. Rengeswari, S., & Palaneeswari, T. (2017). Buying behaviour of consumers towards organic food in Sivakasi. Journal of Emerging Technologies and Innovative Research, 4(12). https://www.jetir.org/papers/JETIR1712059.pdf
	[42]. Saranyaa, M., & Sugumar, V. (2024). A study on factors influencing the customer satisfaction on organic food products with special reference to Kodumudi Taluk, Erode District. Journal of Emerging Trends and Novel Research, 2(7), a8-a22 https://r...
	[43]. Sarumathi, S. (2015). A study on consumer behavior towards organic food products in Pondicherry [Doctoral dissertation, Pondicherry University].

