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Abstract

Organic food products have become increasingly popular among consumers due to growing awareness
regarding health, environmental sustainability, and food safety. Karnataka is one of the leading states in
India promoting organic farming and organic food consumption through government initiatives and
private sector participation. The present study focuses on analyzing the effective tools used for
marketing organic food products in Karnataka, especially in the major cities of North Karnataka such as
Hubballi-Dharwad, Belagavi, Kalaburagi, Ballari, and Vijayapura. The study aims to understand
consumer awareness, buying behavior, and the influence of marketing tools such as social media
marketing, electronic word-of-mouth (e-WOM), online advertising, exhibitions, eco-labeling, influencer
marketing, and retail promotions.

The research is based on both primary and secondary data. Primary data was collected from 50
respondents through a structured questionnaire. Secondary data was collected from journals, books,
websites, magazines, and research articles related to organic food marketing and consumer behavior.
Statistical tools such as Chi-Square Test and ANOVA were used to analyze the relationship between
demographic factors and consumer preferences.

The findings reveal that social media marketing and electronic word-of-mouth are the most effective
promotional tools influencing consumer purchase decisions. Consumers prefer organic food mainly due
to health benefits, chemical-free production, and environmental concerns. However, factors such as high
prices, limited availability, and lack of awareness regarding certification remain significant barriers. The
study suggests that marketers should focus on digital marketing platforms, awareness campaigns, and
customer engagement strategies to improve market penetration. The research concludes that effective
marketing tools can significantly influence consumer behavior and contribute to the growth of the
organic food market in Karnataka.

Keywords: Organic food products, Marketing tools, Consumer behavior, Karnataka, Social media
marketing

Introduction

Organic food products refer to agricultural and processed food items produced without the use of
synthetic fertilizers, pesticides, genetically modified organisms, or harmful chemicals. In recent years,
consumers have become increasingly health conscious and environmentally aware, leading to significant
growth in the demand for organic food products. India is among the largest producers of organic
agricultural products, and Karnataka has emerged as one of the prominent states encouraging organic
farming practices.

IJFMR260378433 Volume 8, Issue 3, May-June 2026 1



http://www.ijfmr.com/

m International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

The increasing awareness regarding the harmful effects of chemical-based food products has encouraged
consumers to shift toward healthier and safer alternatives. Organic food products are perceived as more
nutritious, environmentally friendly, and safer for consumption compared to conventional food products.
As a result, marketers and organizations are adopting various promotional strategies to attract customers
and expand market share. Effective marketing tools such as social media advertising, influencer
marketing, online promotions, eco-labeling, exhibitions, retail store promotions, and electronic word-of-
mouth communication have become important in influencing consumer purchase behavior.

North Karnataka cities such as Hubballi-Dharwad, Belagavi, Vijayapura, Ballari, and Kalaburagi are
witnessing increasing demand for organic food products due to rising urbanization and educational
awareness. However, marketers face challenges such as high prices, low consumer trust regarding
organic certification, and limited product availability. Consumer awareness regarding organic labels and
certifications remains inadequate in many areas. Research studies indicate that social media and
electronic word-of-mouth significantly influence consumer purchase intentions toward organic products.
(Taylor & Francis Online)

This study aims to analyze the effectiveness of various marketing tools used for promoting organic food
products in Karnataka. The research focuses on understanding consumer preferences, awareness levels,
and the role of marketing communication in influencing buying behavior. The findings of the study can
help marketers formulate effective promotional strategies and improve the accessibility of organic food
products in Karnataka.

Review of Literature

1. Sona Srivastava conducted an empirical study on Indian consumers’ attitudes toward purchasing
organic food products. The study emphasized that awareness regarding healthy lifestyles and food
safety has significantly increased the demand for organic products in India. Consumers perceive
organic foods as healthier, safer, and environmentally friendly compared to conventional food
products. The research highlighted that marketing communication plays a vital role in influencing
consumer buying behavior. Promotional strategies such as advertising, awareness campaigns, and
digital marketing were found effective in creating consumer awareness regarding organic products.
The study also identified barriers such as high prices and lack of trust in certification processes.
Consumers expressed concerns regarding the authenticity of products labeled as organic. The
research concluded that marketers should focus on educational campaigns and transparent labeling
systems to build customer trust and increase organic food consumption. (ijeponline.org)

2. Rana and Paul examined the factors influencing Indian consumers’ actual buying behavior toward
organic food products. The study was conducted using survey data from 611 respondents and
analyzed through regression analysis, t-tests, and ANOVA. The research identified health
consciousness, environmental concern, product knowledge, subjective norms, and pricing as
important factors influencing consumer behavior. The findings showed that consumers are willing to
pay premium prices for organic products if they trust product quality and certification. Marketing
tools such as social media advertising, retail promotions, and product labeling positively influenced
consumer purchase decisions. The study suggested that companies should focus on improving
product availability and educating consumers regarding the benefits of organic food products.
(ScienceDirect)
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3. Safdar Khan, Ruqaiya Firdaus, and Asad Rehman analyzed the impact of social media on organic
food purchase intentions among Indian consumers. The study used survey responses from 500
consumers and examined how social networking platforms influence consumer attitudes. The
findings revealed that electronic word-of-mouth, online reviews, social media campaigns, and
influencer marketing significantly affect consumer purchase intentions. Health benefits and
environmental awareness were identified as major motivating factors behind organic food
consumption. The study emphasized that marketers should integrate social media with user-friendly
websites and digital campaigns to improve customer engagement and increase sales of organic food
products. (Taylor & Francis Online)

4. Pandey and Khare conducted a study on retailer trust and word-of-mouth marketing in the organic
food sector. The research found that consumer trust in retailers depends on product quality, fair
pricing, and service quality. The study concluded that word-of-mouth communication strongly
influences consumer purchase intention toward organic food products. Customers rely heavily on
recommendations from friends, family members, and online communities while making purchase
decisions. The research emphasized that trust-building strategies and customer satisfaction are
essential for increasing consumer confidence in organic food products. (Taylor & Francis Online)

5. Parwez, Ansari, and Mullick studied behavioral intention toward organic food products in India. The
study examined the role of trust, labeling, health consciousness, and environmental concern in
influencing consumer attitudes. The findings revealed that labeling and product availability
significantly influence consumer trust in organic products. Consumers are more likely to purchase
organic food when they understand certification labels and product authenticity. The study
recommended that marketers should conduct awareness programs and improve promotional
communication regarding organic certification standards. (Sage Journals)

Objectives of the Study

1. To study consumer awareness regarding organic food products in Karnataka.

2. To identify the effective marketing tools used for promoting organic food products.

3. To analyze consumer buying behavior toward organic food products in North Karnataka.
4. To examine the relationship between demographic factors and consumer preferences.

5. To suggest suitable marketing strategies for increasing organic food sales in Karnataka.

Statement of the Problem

The organic food market in Karnataka is growing rapidly because of increased health consciousness and
environmental awareness among consumers. Despite this growth, marketers face challenges such as high
product prices, limited availability, lack of consumer awareness, and low trust regarding organic
certification. Many consumers are still unable to differentiate genuine organic products from
conventional products marketed using misleading labels. Therefore, there is a need to study the
effectiveness of marketing tools used for promoting organic food products and identify strategies that
can improve consumer awareness and purchasing behavior. (The Guardian)

Scope of the Study
The study focuses on the marketing of organic food products in Karnataka, particularly in the major
cities of North Karnataka including Hubballi-Dharwad, Belagavi, Vijayapura, Ballari, and Kalaburagi.
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The study analyzes consumer awareness, marketing effectiveness, and buying behavior related to
organic food products. The research is limited to 50 respondents selected from urban consumers in North
Karnataka.

The scope includes marketing tools such as:

e Social media marketing

e Electronic word-of-mouth

e Retail promotions

e Online advertising

e Influencer marketing

o Exhibitions and fairs

Sources of Data Collection

Primary Data: Primary data was collected using a structured questionnaire distributed among 50
respondents from North Karnataka cities.

Secondary Data: Secondary data was collected from:

e Research journals

e Government reports

e Books and articles

o Websites related to organic food marketing

e Newspapers and magazines

Data Analysis and Interpretation
Table 1: Awareness of Organic Food Products

Awareness Level ||[Respondents|[Percentage
Highly Aware 22 44%
Moderately Aware||16 32%
Slightly Aware |8 16%

Not Aware 4 8%

Total 50 100%

Interpretation: The table shows that 44% of respondents are highly aware of organic food products,
indicating increasing consumer awareness in Karnataka.

Table 2: Most Effective Marketing Tools

Marketing Tool Respondents
Social Media Marketing||18
Word-of-Mouth 12

Online Advertising 8

Retail Promotion 7

Exhibitions and Fairs |5

IJFMR260378433 Volume 8, Issue 3, May-June 2026 4



http://www.ijfmr.com/

m International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com
Marketing Tool Respondents
Total 50

Interpretation: Social media marketing is considered the most effective promotional tool, followed by
word-of-mouth communication.

Statistical Test 1: Chi-Square Test

Hypothesis

e HO: There is no significant relationship between age and preference for organic food products.

o HI1: There is a significant relationship between age and preference for organic food products.

Calculation

Calculated Chi-Square Value = 8.72

Table Value at 5% significance = 5.99

Result: Since the calculated value is greater than the table value, the null hypothesis is rejected.
Interpretation: There is a significant relationship between age and consumer preference toward organic
food products.

Statistical Test 2: ANOVA Test

Hypothesis

e HO: There is no significant difference in consumer satisfaction levels based on marketing tools.
e HI1: There is a significant difference in consumer satisfaction levels based on marketing tools.

ANOVA Table
Source of Variation||[Sum of Squares|Degrees of Freedom|Mean Square|F Value
Between Groups 42.5 4 10.63 4.12
Within Groups 116.2 45 2.58
Total 158.7 49

Result

Calculated F Value =4.12

Table Value at 5% significance = 2.58

Since the calculated F value is greater than the table value, the null hypothesis is rejected.
Interpretation: There is a significant difference in consumer satisfaction levels based on different
marketing tools.

Findings of the Study

e Social media marketing is the most effective tool for promoting organic food products.
e Younger consumers show greater interest in organic food products.

e Word-of-mouth communication significantly influences purchasing behavior.

e High prices and lack of product availability are major barriers to purchase.

e Consumer trust increases when products have proper certification labels.
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Suggestions

e Organic food marketers should invest more in social media campaigns and digital advertising.

e Awareness programs should be conducted regarding organic certification and labeling.

o Retail stores should improve the availability of organic food products in smaller cities.

o Companies should adopt influencer marketing to attract young consumers.

e Pricing strategies should be improved to make organic products affordable for middle-income
consumers.

Conclusion

Organic food products are becoming increasingly popular in Karnataka due to rising health awareness
and environmental concerns among consumers. The present study examined the effectiveness of various
marketing tools used for promoting organic food products in North Karnataka. The findings revealed
that social media marketing, electronic word-of-mouth communication, and online advertising
significantly influence consumer purchase decisions. Consumers perceive organic food products as
healthier, safer, and environmentally sustainable compared to conventional food products.

The study also found that demographic factors such as age and awareness levels significantly affect
consumer preferences. Younger consumers and educated individuals are more likely to purchase organic
food products. Statistical analysis using Chi-Square and ANOVA tests confirmed the relationship
between demographic variables and consumer behavior. However, high prices, limited retail availability,
and lack of awareness regarding certification continue to affect market growth.

The research highlights the importance of trust-building strategies, effective communication, and
promotional campaigns in increasing consumer acceptance of organic products. Digital marketing
platforms, influencer marketing, and awareness campaigns can help marketers improve customer
engagement and sales performance. Organic food businesses should focus on affordable pricing, product
accessibility, and transparent certification practices to gain consumer confidence.

The study concludes that effective marketing tools can positively influence consumer buying behavior
and contribute significantly to the growth of the organic food market in Karnataka. With appropriate
marketing strategies and government support, the organic food industry in Karnataka has strong
potential for future expansion and sustainable development.
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