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Introduction
Organic food refers to vegetables, fruits and other crops that are grown on the farm without the 

application of artificial fertilizers or insecticides, and without using GMO. The demand for organic 
food has undergone tremendous change and as a result has developed a special place in the 
market. The major objective for this spectacular change in consumers regarding food habits is not 
only to satisfy hunger but also due to the conscious awareness on health and safety issues.  There 
are many research studies that indicate organic food reduces the risk of diseases and obesity, 
but this evidence is not conclusive. Consumers of organic food are said to have improved eating 
pattern which reduces the risk of chronic diseases.  This study aims at identifying what are the 
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factors that contribute to customer satisfaction and in turn result in repeated purchase behaviour 
for organic food products.

Theoretical Background and Review of Literature 
 Olivas and Bernabeu (2012) established consumption of organic food as a healthy practice. 

Deliana, Y. (2012) concluded that organic foods are free from pesticides and are healthy. 
Bhaskaran (2006) stated that the rise in natural responsiveness has a solicitous outcome on 
consumers’ behavior, towards natural products market.  Varma N. (2016) stated that, the main 
motive for procuring organic food products is an outlook of an improved and ecologically friendly 
means of production. Education plays an imperative role in the purchase decision of organic 
products.  Amudha,S. & Kanagarathinam, M. (2017) in their study concluded that most of the 
consumers are not aware of the varieties of organic products in the market and further stated that 
price is the major factor that reduces the consumption of organic food. 

Aschemann–witzel and Goetzke B Nitzko (2015) stated that health issues are considered 
to have a peculiar societal value which forces customers to look out for organic food products.  
Verma M. (2013) concluded in his study that the purchasers have a strong feeling that organic 
food products are good for the environment and for human wellbeing.  Basha, M.B; Mason, C 
(2015) stated that in India, consumers appreciate organic food for its impact on wellbeing, quality 
and the environment.  Camelia F. Oroian (2017) identified in her study that the major reason for 
consumption of organic products is not only because of its organic nature but also for its nutritive 
values.  Consumers’ consciousness about quality and safety of food products has increased the 
demand for organic food products Vindigni et al., (2002). 

Michaelidou, N. (2008) stated that organic food is safe and ecofriendly. Gupta, S. and Ogden, 
D.T. (2009)  in their article stated that though people are aware of the benefits of organic products 
the market for them is still low as compared to inorganic products.   

As on date, very few studies have been performed that directly investigate the effect of organic 
food consumption factors on human health and this study aims at evaluating the direct and 
indirect effect of marketing spurs, environmental spurs and health spurs on customer satisfaction 
and repeated purchase decision of organic food products. 

Research Gaps
On the basis of literature survey, there is scope for research in the field of marketing, health 

and environmental spurs on customer satisfaction and repeated purchase decision.  Thus the 
research gaps are:

•	 Relationship	between	marketing	health,	environmental	spurs	and	customer	satisfaction.
•	 Lack	of	integrated	framework	of	customer	satisfaction	and	repeated	purchase	decision.

Objectives
1. To identify the factors of marketing, environment, health and customer satisfaction.
2. To develop an adapt scale for marketing, environment, health and customer satisfaction 

construct and to evaluate the strength and dependability for each of these constructs.
3. To test the theoretical framework.
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Figure 1. Conceptual Framework 

Conceptual Model and Hypotheses Development: The model of the research is developed 
based on the literature survey in which three main constructs and their components are integrated 
together as shown in the Figure 1. Each path between the constructs and the components 
represents the hypothetical relationship to be verified using structural equation model.

Research Methodology
Primary data has been collected through survey and secondary data is also used.

Research instrument: The data was collected through a survey for the purpose of this study.  
The structured questionnaire was adopted to accumulate the primary data from the sample of 250 
customers from retail outlets of organic products and supermarkets in the city of Chennai. 

Sampling Details: The sample for this study includes 250 customers at supermarkets and retail 
outlets in Chennai. Convenience method of sampling was employed for selecting the respondents 
for the study.

Limitations of the Study
•	 The	findings	of	the	study	cannot	be	generalized	as	it	is	restricted	to	only	250	respondents	from	

the city of Chennai only.  

Respondents’ Details

In this study, data is collected from 250 respondents, who are regular customers at 
supermarkets and organic food outlets.

•	 Public	who	visited	supermarkets	to	purchase	organic	food	items
•	 Each	of	these	respondents	was	targeted	for	the	survey	by	using	the	questionnaire	and	personal	

Interview. 
Statistical Tools: t test for independent samples and structural equation model. The 

independent samples ‘t’ test was used to analyze if there is any significant difference between the 
gender of the customers towards their perception on organic food products. Whereas, structural 
equation modeling (SEM) was used to explore the relationship between the components of 
environment, marketing and health spurs on customer satisfaction and repeated purchase 
behavior.  Exploratory factor analysis (EFA), confirmatory factor analysis (CFA) and structural 
equation modeling (SEM) is used to analyze the data. A number of factors were identified using 
exploratory factor analysis. To authenticate the emergent factors, confirmatory factor analysis 
was used. CFA was carried out to measure the relationship between dormant variable and 
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experimental measure. Structural equation modeling technique was used, to analyze a structural 
theory. In EFA, KMO and Bartlett’s test, was used for environment, marketing and health spurs 
on customer satisfaction and repeated purchase behaviour constructs. CFA resulted in three 
factor models for health spurs, three factor models for environmental spurs; three factor models 
for marketing spurs and four factor models for customer satisfaction. The hypotheses were tested 
using structural equation modeling. Five constructs and sixteen factors were used to run the SEM.

Pilot Study 

A pilot study was conducted to check the reliability of the questionnaire in Likert’s five point 
scale.  Cronbach’s Alpha method was used to verify the simultaneous variance for all the items 
regarding health spurs, environment spurs, marketing spurs and customer satisfaction. The 
Cronbach alpha scores are 0.822, 0.838, 0.859, 0.897 and 0.824. This shows that the  data collected  
is highly favorable to conduct the research with variances of 82.2%, 83.8 %, 85.9%, 89.7% and 
82.4% respectively for the five prime factors. These values are above the standard values of 0.75 
therefore it can be concluded that the statements are reliable.  

Findings
The results offer valuable acumens relating to environmental factors, marketing factors and 

health factors, customer satisfaction and repeated purchase decision.

Table A 1: Demographic Details

Personal  profile  Variables Respondents Details Number of 
Respondents 

Percentage of 
Respondents

Age 25-35 30 12
36-45 55 22
46-55 85 34
Above 55 80 32

Total 250 100
Gender Male 150 60

Female 100 40
Total 250 100
Educational Background Post graduates 65 26

Graduates 25 10
Professional qualified 160 64

Total 250 100
Monthly Income 50001-100000 20 8

100001- 200000 60 24
200001-300000 90 36
Above 300001 80 32

Total 250 100
Occupation Employed 100 40

Business 90 36
Retired 60 24

Total 250 100
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1. Age of the customers: 12% of the respondents stood in the age bracket of 25 to 30 followed by 
22% of the respondents in the age group of 36 -45 followed by 34%  in the age group of 46 -55  
and 32% in the group above 55 yrs of age.

2. Educational Background: Postgraduates respondents were 26%, professionally qualified 
respondents were 64% and 10% of the respondents were graduates.

3. Gender:  60% respondents were male and female respondents accounted for 40%.
4. Occupation:  40% of the respondents were employed, 36% of the respondents were business 

proprietors and 24% of the respondents were retired officials. 
5. Income of the respondents: 8% of the respondents are in the monthly income bracket of Rs 

50000 to one lakh, 24% of them have an income of 1 lakh to 2 lakhs, 36% of them are in the 
bracket of 2 lakhs to 3 lakhs, 32% of them have an income of above 3 lakhs.  

Factor Analysis
Factor analysis is a tool of multi-variate analysis that is based on the inter- relationship between 

a set of variables. By applying factor analysis, numerous variables are analyzed such that it can be 
explained in a single factor. De Groot et al. (1982) stated that factor analysis is a tool used to  group 
the variables under suitable criteria.

Environmental spurs factors, Marketing Spurs factors, Health Spur factors, Customer 
Satisfaction and Repeated Purchase Decisions

Exploratory principal components analysis using a Varimax rotation was used to recapitulate 
environmental factors, marketing factors, health factors, customer satisfaction and repeated 
purchase decisions factors. All the factor loadings below 0.5 were rejected in the factor matrix 
(EFA) Exploratory Factor Analysis has been applied to identify the factors.  The result was 
achieved by the usage of Principal Component Analysis method. 

Table B2: Kaiser – Meyer - Olkin and Bartlett’s Test

Health 
Spur 

Environmental Spur Marketing 
Spur

Customer  
Satisfaction

Repeated 
Purchase  

Behaviour

Kaiser-Meyer-Olkin Measure 
of Sampling Adequacy

.806 .849 .863 .796 .786

Bartlett’s Test of Sphericity A p p r o x .
Chi-Square

774.178 1131.307 1016.649 1265.071 1054.713

Df 45 66 66 105 66
Significance .000 .000 .000 .000 .000

Source : Computed Data

Kaiser H F.(1970), Meyer – Olkin and Bartlett’s Test of Sphericity provides material evidence 
on the data collected for factorability. KMO test is used for assessing sampling adequacy for the 
data collected.  The Kaiser – Meyer – Olkin Measure of sampling adequacy value is 0.806, 0.849, 
0.863, 0.796 and 0.786 as in table II.    Chi – Square value based on Bartlett’s Test of Sphericity is 
774.178, 1131.307, and 1016.649, 1265.071, and 1054.731 respectively. These values are statistically 
significant at 5% level. Thus, it can be inferred that the sample considered for the research is 
adequate for this study.



Volume 3  Issue 1  2018 AJM

57Amity Journal of Marketing ADMAA

Health Spurs: It is found that ten statements pertaining to health consciousness are reduced 
into three main factors with variance of 63.184. The individual variances were 28.258%, 18.645% 
and 16.281%. The Eigen values above 1 are noted for the factors. Rotated Component Matrix is 
used for measuring the variable loadings for each factor. The Rotated Component Matrix shows 
the ten health factors identified from customers being extracted into three principal factors 
namely, nutritional value, health cognizant and well-being. These factors are explained with their 
individual variables in Table C3:

Table C 3: Factor Analysis of Health Spur – Variables and factor loadings

F.no Variable Factor loading Name given to the factor 

F1 Organic products are with high nutritional  value .768 Nutritional Value
Organic products are  rich in vitamins and minerals .744
Organic products  contain ample proteins .706
Organic products are  healthy   products .704

F2 It is safer and reliable .613 Health cognizant 
I am health conscious .563
I am interested in quality products .545

F3 It is low in calories .668 Well being
It is low in fat content .669
It is high fiber content and a source of balanced diet .621

Source: Computed data

Figure 2 Health Spurs CFA

Confirmatory Factor Analysis - The drivers of Health Spurs
Validity of the scales was tested using AMOS. The data were selected for assumptions of CFA. 

For the health consciousness scale, CFA results revealed the three-factor model. Single headed 
arrows represent linear dependents. Double headed arrows reveal that nutritional value has 
significant effect on health cognizant; health cognizant has an effect on well-being. Thus it can 
be concluded that health consciousness had three factors. The CFA provided a satisfactory fit to 
the data as indicated in the Table D4. All estimated loadings like, GFI, AGFI, CFI, NFI, RMA and 
RMSEA were significant.
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Table D 4: Health Spurs – Model Fit

Measure Threshold 

Chi-square/df (CMIN/DF) 2.87
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .908
Adjusted Goodness-of-Fit Statistic (AGFI) .953
Comparative Fit Index (CFI) .901
Normed-Fit Index (NFI) .961
Tucker-Lewis index (TLI) .942
Incremental Fit Index (IFI) .971
Root Mean Square Residual (RMR) .899
Root Mean Square Error of Approximation (RMSEA .907

Environmental Spur Factors: It is identified that twelve variables relating to environmental 
Spur factors are brought down to three prime factors with an aggregate variance of 63.065%. These 
factors also hold individual variances, 29.999%, 19.032% and 14.034%. The Eigen values detected 
for these factors were above 1. The variable loadings are measured using Rotated Component 
Matrix which resulted in three major factors, sustainability, ecological poise and energy 
conservation is presented in Table E5.

Table E5: Factor Analysis of Environmental Spur – Variables and factor loadings

F.no Variable Factor loading Name given to the factor 

F1 No artificial colors and flavors .729 Sustainability
No artificial ingredients .728
No traces of pesticides and fertilizers .724
No GMO products .686
Smells and tastes good .683

F2 Provides enhanced bio diversity .663 Ecological  poise
Improved soil health .577
Enables nature conservation .524
Low impact on environment .517

F3 I  purchase products in environmental 
friendly packages

.534 Energy conservation

I always save energy .600
Lower pollution levels .523

 Source : Computed data 
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Figure 3: Environmental Spur CFA

Confirmatory Factor Analysis – Environmental Spur Factors
The data were selected for assumptions of CFA. For the scale, Environmental factors CFA 

results revealed a three factor model. Single headed arrows represent linear dependents. Double 
headed arrows reveal that sustainability has a significant effect of ecological poise and ecological 
poise has a significant effect on energy conservation. The Confirmatory Factor Analysis provided a 
satisfactory fit to the data as indicated in the Table F6.

Table F 6:– Environmental  Spur factors Model Fit

Measure Threshold 

Chi-square/df (CMIN/DF) 1.993
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .956
Adjusted Goodness-of-Fit Statistic (AGFI) .934
Comparative Fit Index (CFI) .948
Normed-Fit Index (NFI) .986
Tucker-Lewis index (TLI) .978
Incremental Fit Index (IFI) .948
Root Mean Square Residual (RMR) .58
Root Mean Square Error of Approximation (RMSEA .65 

Marketing Spur Factors 
It is found that twelve variables relating to marketing spur factors are condensed into three 

prime factors with a sum variance of 59.400. The individual variances, for these factors are 
23.192%, 18.458% and 17.750%. The Eigen values above 1 are noticed for the three factors. The 
variable loadings for each factor are measured using Rotated Component Matrix. The RC Matrix 
shows the twelve statements have been extracted into 3 principal factors, namely, packing, pricing 
and promotion. These factors are explained in Table G 7 with the respective variables.
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Table G7: Factor Analysis of Marketing Spur factors  – Variables and factor loadings

F.no Variable Factor loading Name given to the factor 

F1 Package is attractive 812 Packing
Label is attractive .774
Label offers information about quality, nutritional 
aspects

.581

Package offers information about how to use the 
products

.515

F2 Better quality and hence premium  priced 715 Pricing
Takes less time to prepare .690
The outlook of organic products is attractive .545

F3 More information from Media .817 Promotion 
More accessibilities in markets .782
More assortments available .730
More advertisements/awareness about organic food .605
Scientific evidence organic food are healthier .601

Source: Computed data

 Figure 4: Marketing Spur factors  CFA 

Confirmatory Factor Analysis –Marketing Spur Factors
AMOS was used to test the validity of the scales. The data were selected for assumptions of 

CFA. The results revealed a 3-factor model namely promotion, pricing and packaging. Single 
headed arrows represent linear dependency of factors identified. The double headed arrows 
connected in the path diagram reveals that packaging has a significant effect on pricing and 
pricing on promotion. The CFA provided a satisfactory fit to the data as indicated in the Table H 8. 
All estimated loadings like, GFI, AGFI, CFI, NFI, RMA and RMSEA were significant.
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Table  H 8: Marketing spur  – Model Fit

Measure Threshold 

Chi-square/df (CMIN/DF) 1.802
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .962
Adjusted Goodness-of-Fit Statistic (AGFI) .950
Comparative Fit Index (CFI) .987
Normed-Fit Index (NFI) .925
Tucker-Lewis index (TLI) .947
Incremental Fit Index (IFI) .987
Root Mean Square Residual (RMR) .89
Root Mean Square Error of Approximation (RMSEA .78

Customer Satisfaction Factors 
The fifteen variables pertaining to customer satisfaction factors are reduced into four main 

factors with total variance of 61.676. These factors also possess individual variances 19.064%, 
15.191%, 14.388% and 13.034%. The Eigen values were above 1 for these four factors. The variable 
loadings for these factors are measured using RCM. The RC Matrix shows the fifteen statements 
have been extracted into four principal factors, namely: choice, service, ambience and convenience. 
These factors are explained in Table I9.

Table I 9: Factor Analysis of Customer satisfaction factors – Variables and factor loadings

F.no Variable Factor loading Name given 
to the factor 

F1 I am satisfied with the variety of product choices .816 Choice
I am satisfied with the freshness of the products .752
I am satisfied with the quality of the products .718
I am satisfied with the look & flavor of the products .558

F2 Efficient staff 797 Service
Friendly and helpful staff .788
Knowledgeable staff who  can fulfill my needs .730
I am satisfied with the additional service given .699

F3 Products are displayed neatly 777 Ambience 
Products are properly packed and arranged in an order .761
I am satisfied with the layout of the store .743
I am satisfied with the relaxed ambience of the store .666

F4 I am satisfied with the area in which the outlet is located .798 Convenience 
I am satisfied with the working hours of the stores .795
I am satisfied with the rewards given to customers .746

Source: Computed data 
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Figure 5: Customer satisfaction factors CFA

Confirmatory Factor Analysis –Customer Satisfaction Factors
The validity of the scales was tested using AMOS. The data were selected for assumptions of 

CFA. The results revealed a four factor model namely choice, service, ambience and convenience. 
Single headed arrows represent linear dependency of factors identified. The double headed 
arrows connected in the path diagram reveals that choice has a significant effect on service, service 
on ambience and ambience on convenience. The CFA provided a satisfactory fit to the data as 
indicated in the Table J 10. All estimated loadings like, GFI, AGFI, CFI, NFI, RMA and RMSEA 
were significant.

Table J 10: Customer Satisfaction   – Model Fit

Measure Threshold 

Chi-square/df (CMIN/DF) 1.809
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .916
Adjusted Goodness-of-Fit Statistic (AGFI) .915
Comparative Fit Index (CFI) .968
Normed-Fit Index (NFI) .942
Tucker-Lewis index (TLI) .964
Incremental Fit Index (IFI) .918
Root Mean Square Residual (RMR) .68
Root Mean Square Error of Approximation (RMSEA .54

Repeated Purchase Behaviour: It is recognized that twelve variables affecting repeated 
purchase are classified into three chief factors with overall variance of 61.149. The individual 
variances for these factors are 24.631%, 20.322%, and 16.195%. The Eigen values are above 1 for 
these factors. Rotated Component Matrix is used for measuring the variable loadings for each 
factor. The Rotated Component Matrix shows the twelve statements have been extracted into three 
principal factors, namely, perceived quality, convenience and positive attitude. These factors are 
explained in the Table K 11with the respective variables.  
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Table K 11: Factor Analysis of repeated purchase factors – Variables and factor loadings

F.no Variable Factor loading Name given to the factor 

F1 Quality products made available .805 Perceived Quality
Value for the price paid is reasonable .794
Neatly sorted and packed .733
Details of ingredients specified in the label. .732

F2 I like this company’s products .849 Positive attitude
They offer good service .800
Provide ample information on new arrivals .745
I will revisit to purchase from this outlet and 
recommend to my friends and relatives

.686

F3 Centrally located .807 Accessibility
Easily available at many outlets .781
Wide variety of options available .721

Source: Computed data

Figure6:  Repeated purchase decision factors CFA

Confirmatory Factor Analysis –Repeated Purchase Factors
AMOS was used to test the validity of the scales. The data were selected for assumptions of 

CFA. The results revealed a three factor model namely perceived quality, positive attitude and 
accessibility. Single headed arrows represent linear dependency of factors identified. The double 
headed arrows connected in the path diagram reveals that perceived quality has a significant 
effect on positive attitude and positive attitude on accessibility. The CFA provided a satisfactory 
fit to the data as indicated in the Table L 12 below. All estimated loadings like, GFI, AGFI, CFI, 
NFI, RMA and RMSEA were significant.
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Table  L 12: Repeated Purchase    – Model Fit

Measure Threshold 
Chi-square/df (CMIN/DF) 2.235
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .922
Adjusted Goodness-of-Fit Statistic (AGFI) .918
Comparative Fit Index (CFI) .963
Normed-Fit Index (NFI) .942
Tucker-Lewis index (TLI) .955
Incremental Fit Index (IFI) .962
Root Mean Square Residual (RMR) .53
Root Mean Square Error of Approximation (RMSEA .57

Structural equation modeling for ascertaining the impact of health spurs, marketing spurs and 
environment spurs on customer satisfaction and the impact of customer satisfaction on repeated 
purchase behaviour of consumers.

The effect of health spurs, marketing spurs and environment spurs on customer satisfaction 
and the impact of customer satisfaction on repeated purchase behavior of consumers in the city of 
Chennai was tested using structural equation modeling approach. Structural equation modeling is 
an adept method of assessing the measurement error where it can be incorporated commonly in 
observed and latent variables.  Therefore the association among measured variables, nutritional 
values, health cognizant, well-being, packing, pricing, promotion, sustainability, ecological poise, 
and ecofriendly and the latent variable namely customer satisfaction and repeated purchase 
behaviour were assimilated in structural equation modeling. Figure 7 illustrates the SEM model 
based on the standardized regression coefficients. The current research hypotheses have been 
delineated from model fit summary by means of research conducted on the effect of health spurs, 
marketing spurs and environment spurs on customer satisfaction and the impact of customer 
satisfaction on repeated purchase behaviour of consumers, the following hypothesis was 
projected. 

Testing of Hypotheses
Hypothesis 1: Health spurs are positively related with customer satisfaction

Hypothesis 2 : Marketing spurs are positively related with customer satisfaction 

Hypothesis 3: Environmental spurs are positively related to customer satisfaction.

Hypothesis 4: Customer satisfaction is positively related to repeated purchase behaviour.

Figure 7: Conceptual Model 



Volume 3  Issue 1  2018 AJM

65Amity Journal of Marketing ADMAA

Thus it can be inferred from below the coefficients of health factors are 0.05 and that of 
environmental factors are .6 which leads to high level of customer satisfaction. Customer satisfaction 
is 0.90 which signifies that every increase in customer satisfaction will result in repeated purchase 
behaviour from the customers. Hence the four hypotheses are positively related.   

Table M 13: Conceptual Model fit

Measure Threshold 
Chi-square/df (CMIN/DF) 1.91
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .906
Adjusted Goodness-of-Fit Statistic (AGFI) .930
Comparative Fit Index (CFI) .901
Normed-Fit Index (NFI) .851
Tucker-Lewis index (TLI) .815
Incremental Fit Index (IFI) .901
Root Mean Square Residual (RMR) .58
Root Mean Square Error of Approximation (RMSEA .51

Table M 13 shows the model fit summary of the research model. It is understood that the 
significance value of p is 1.91 which is superior to 0.05 which is a perfect fit. The goodness fit and 
adjusted goodness fit index values are more than 0.90, which shows it is an acceptable model fit.  
The value of comparative fit index is 0.90, which also represents a worthy fit to the model and 
the value of RMR and RMSEA is 0.58 and 0.51. which specifies that it is also an acceptable model.  
Thus, the hypotheses, Customer satisfaction will be positively related with repeated purchase 
behaviour is accepted. 

Table N 14 summarizes the effect of health, environment and marketing spurs on customer 
satisfaction and repeated purchase behaviour with standardized and unstandardized estimates. 
It is observed that the unstandardized regression coefficient of customer satisfaction is 0.90 
which signifies the partial effect over repeated purchase behaviour by considering that the other 
variables are not having an influence over repeated purchase behaviour. The estimate denotes 
that repeated purchase decision will increase by 0.90 for every rise in customer satisfaction at 
the given level of significance. The unstandardized coefficient value of health cognizant is 1.75 
which represents the effect of health conscious customers on health factors. Similarly, people with 
optimistic view towards the purchase of organic food are said to exhibit more repeated purchase 
behavior. The unstandardized coefficient value of energy conservancy is 2.05, which signifies the 
effect on environment spurs.  Likewise, pricing also has a positive effect on marketing spurs. 

Table N 14 : Structural equation model for testing the framework

Constructs and measures Standardized Unstandardized P- sig value
Customer satisfaction – repeated purchase .90 .20 <0.001
Health spurs-customer satisfaction .5. .50 <0.001
Environment spur- customer satisfaction .30 .36 <0.001
Marketing spurs- customer satisfaction -.09 -.13 <0.001
Health spurs
Health spur –nutritional value .61 1.00
Health spur – health cognizant .85 1.75 <0.001
Health spur – well -being .31 .45 <0.001
Environment spurs 
Environment spur- sustainability .36 1.00
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Environment spur – ecological poise .66 1.51 <0.100
Environment spur- energy conserve .81 2.05 <0.001
Marketing spurs
Marketing spurs – Packing .38 1.00
Marketing spurs- pricing .63 1.72 <0.001
Marketing spurs-promotion .45 1.24 <0.001
Repeat purchase behaviour
Repeat purchase – perceived quality .10 1.00
Repeat purchase – positive attitude 1.02 12.0 <0.001
Repeat purchase – convenience .40 4.92 <0.001

Hypotheses Testing: The independent samples‘t’ test was used to analyse if there is 
any significant difference between male and female towards the perception of health spurs, 
environment factors and marketing spurs, customer satisfaction and repeated purchase behavior.

Hypotheses: There is no significant difference between gender with respect to their perception 
towards health spurs, environment factors and marketing spurs, customer satisfaction and 
repeated purchase behavior.

Table O 15 presents the results of the independent sample t test, which reveals the significance 
values of the factors which are less than 0.05%. Therefore it is recognized that there is a significant 
difference between male and female respondents with respect to their perception towards health, 
environment, and marketing and repeated purchase behaviour. It also exposes that female 
respondents are more focused on nutritional value, ecological poise, energy conservation; pricing 
and positive attitude had a greater impact for repeated purchase in comparison to their male 
counterparts.  Irianto, H. (2015)  states that gender fosters difference in attitude towards organic 
products; women tend to focus more on health and environmental issues.

Table O 15: t test 

S.no Name of the factor Gender Mean t-value p-value 
1 Nutritional Value Male 8.46 2.935 0.003*

Female 9.81
2 Health cognizant Male 9.15 2.353 0.019*

Female 8.15
3 Sustainability Male 9.86 3.402 0.001*

Female 8.35
4 Ecological  poise Male 7.69 2.844 0.010*

Female 8.64
5 Energy conservation Male 8.76 2.417 0.016*

Female 9.16
6 Packing Male 7.46 3.143 0.002*

Female 6.56
7 Promotion Male 8.01 3.211 0.001*

Female 7.99
8 Pricing Male 8.44 2.144 0.009*

Female 9.42
9 Perceived quality Male 9.22 2.244 0.015*

Female 8.17
10 Positive attitude Male 7.59 3.268 0.002*

Female 8.84
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Implications
Organic outlets need to create an environment that customers will want to buy again and again 

from the outlet. There are a number of “pull” factors, which charms an individual and provokes 
them to purchase from a supermarket. Good quality, reasonable price, sustainability and products 
of high nutritional value will stimulate people to buy. Moreover sellers should ensure that their 
sales people are knowledgeable to explain the merits and methods of using their products to 
customers and be open minded to accept feedback.

J Padmavathy and Saraswathy have stated that the consumers’ interest in purchasing 
ecofriendly products and services is on a continuous rise. People are aware of eco-friendly issues 
and consequently choose products that are safe in spite of the fact that they cost more. Today’s 
consumers are environmentally conscious when making a purchase. They further state that 
perceived product price and quality also plays an important role in customers’ behaviour for 
purchase of organic food products. 

Conclusion
This study was done to identify the major factors influencing the customers to purchase 

organic food items in the city of Chennai. The study clearly reveals that health factors play a key 
role in the purchase of organic food items.  Majority of the customers stated that quality, taste, and 
environmental issues were the major reason for consumption of organic food products. Childs, N. 
and Polyzees have stated that issues such as quality and safety in food is the main reason that 
attracts customers towards organic food as it is free from insecticides and chemicals. Overall, 
this study clearly identified a positive relationship between the health spurs, environmental and 
marketing spurs which affect consumers buying behavior for organic products and thus results 
in customer satisfaction. Satisfied customers exhibit repeated purchase behaviour due to health 
and environmental awareness.  Consumers ‘buying behavior has a direct influence on his decision 
to purchase organic food products. The results provide realistic support to the hypotheses. Thus, 
today organic food outlets and organizations need to navigate their energies to get a hold on to 
their customers.  This can be done by conceiving exceptional strategies like,

•	 Providing	quality	premium	products	which	promote	overall	well-being	of	the	customers.
•	 Respondents	 preferred	 products	 that	 are	 free	 from	 pesticides	 and	 rich	 in	 vitamins	 and	

minerals. Thus it is evident that customers are aware and ready to pay premium for quality 
products.  All that needs to be done is to capitalize on the same. 
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