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Abstract

Increased health, environment and food safety awareness has led to a rapid growth of organic
food products demand globally. But there is variation in the purchase attitudes of consumers to
organic food at the group level. The purpose of this study is to examine the effect of gender,
marital status and area of residence on consumers' buying behavior of the organic food
products. The research design used was quantitative and primary data were collected through
a structured questionnaire filled by consumers. Independent sample t-tests were used to
compare the buying behaviour of the different groups of demographics at the 5% level of
significance. The results showed that the consumers' buying behaviour of male consumers
(Mean = 4.12) was significantly higher than female consumers (Mean = 3.85), (t=-4.52,p <
0.05). In the same way, consumers who are married showed more buying behaviour (Mean =
4.08) than unmarried consumers (Mean = 3.79) (t = 4.89, p < 0.05). Besides, there was
statistically significant difference between the urban and rural consumers, in terms of buying
behaviour (t = 5.42, p < 0.05), with the former showing higher score (Mean = 4.15) than the
latter (Mean = 3.82). The null hypothesis was found to be rejected for all the comparisons since
the probability values were below 0.05 significance level, thereby showing that the variables
(Gender, Marital Status and Residential Location) have significant differences on consumer
buying behaviour towards the purchase of organic food products. The results show that the
demographic characteristics have important influence on consumers' preferences, purchase
intentions, and purchasing decisions. Married and urban consumers have higher buying
behaviour, which can be explained by their higher health awareness, purchasing power and
better availability of organic food products. The study offers several implications for marketers,
retailers, organic food producers and policy makers in terms of creating marketing strategies
that target consumers of different ages, offering more awareness programs to all consumers,
and increasing the availability of organic food products for a wider range of consumers. The
study adds to the body of knowledge in the area of consumer behaviour and can help to develop
effective strategies to encourage sustainable food choices.

Keywords: Organic food products; Consumer buying behaviour; Gender; Marital status;
Residential location; Demographic factors; Purchase intention; Consumer preferences;
Sustainable consumption; Organic food market.

Introduction

Over the last 20 years there have been major shifts in the global food industry as a result of
heightened awareness of food safety, environmental sustainability, and public health issues.
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The quality and safety of food products consumed by the general population has been raised to

a serious issue due to fast industrialization, over usage of chemical fertilizers, pesticides and
synthetic growth regulators in conventional farming system. All these concerns have driven
consumers to value for healthier and environmental friendly alternatives which has resulted in
a significant rise in demand for organic food products. In organic cultivation, synthetic
chemicals, GMOs and artificial additives are avoided, and a great effort is made to promote
ecological balance, ecological diversity and sustainable agriculture practices. As a result,
organic food products are becoming an important part of the sustainable food system and have
garnered significant interest in consumers, researchers, policymakers and food manufacturers.
Consumer buying behaviour has been found to be one of the critical factors affecting the
success of the organic food market[1-5]. Buying behaviour is the process by which people
discover their needs, seek information, compare alternatives, decide to buy and then evaluate
their satisfaction with the products after they purchased. The psychological, social, economic,
cultural and demographic factors play a role in the buying-decision for organic food products,
which is different from traditional food buying. Consumers tend to believe that organic food is
of higher nutritional quality, tastes better, is better for the environment, is ethically better to
farm, and has lower levels of harmful chemicals. Although these benefits are becoming more
prominent, the demand for organic food products among the various consumer groups is
inconsistent because of the differences in their socioeconomic status, level of education,
income, lifestyle and demographic characteristics. Demographic factors are presented as one
of the determinants of consumer behaviour and they play an important role in determining the
buying decision. Demographic characteristics are important because they are measurable,
stable, and easily classified, and they give insights into consumer preferences. The differences
in consumer attitudes and purchasing behavior with respect to product categories have been
well explained with the following variables: age, gender, education, income, occupation,
marital status, and residential location[6][7]. Demographic factors have an impact on
consumers' awareness, perceptions, willingness to pay, purchase intentions and actual buying
behaviors in relation to the consumption of organic food products. The awareness of these
demographic differences allows marketing and policy makers to create effective marketing
strategies and consumer awareness campaigns for specific population groups[8][9].

The demographic variable of gender is one of the most common variables studied in consumer
behaviour research. Lifestyle, nutritional awareness, risk perception, the family burden, and
environmental concern are all factors that can make men and women have divergent buying
habits. Traditionally women have been said to be the main consumers of food items and they
are usually linked to food quality, nutrition and health of families. However, when it comes to
influencing consumer purchasing behaviour, male consumers might exhibit greater purchasing
power when it comes to attributes like fitness, convenience, premium product preferences or
higher purchasing power. The observed differences indicate that gender can greatly shape
consumers' attitudes to the organic food products. Knowing gender differences, therefore, is
vital to creating marketing campaigns that can target the tastes and preferences of male and
female customers. Marital status is also a significant demographic characteristic in determining
food purchasing behaviors. Consumption patterns of married couples are, in general, different
from those of unmarried consumers as the latter has to face family obligations which affect
household expenditure, priorities and purchasing frequency. The health and well being of
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family members (children and elderly relatives) are much of a concern to married consumers,

thus, they are more interested in safer and healthier food alternatives. However, for the
unmarried consumer, convenience, affordability and lifestyle are more important than health-
related attributes. Therefore, marital status could significantly influence consumers' intentions
to buy organic food products and their future consumption practices. The other important factor
affecting the consumer buying behaviour is the place of residence of the consumers. There are
significant distinctions between urban and rural consumers in their income, education, lifestyle,
purchasing power, market access and access to health information[10][11]. In general, urban
consumers have more access to supermarkets, specialty organic stores, online retail platforms
as well as promotional campaigns which increase awareness of organic food products. They
also tend to have more disposable income and they are better educated, and therefore more
aware of the long-term advantages of eating organic food. On the other hand, consumers in
rural areas have fewer opportunities to have access to products, reduced purchasing power and
lack awareness of the advantages of consuming organic food products. Differences are
responsible for the differences in buying behavior across geographical locations and indicate
the significance of the residential location as a factor determining consumer buying. The
growth of the organics sector has made it more difficult for food companies to differentiate
themselves, with a heightened competitive environment between food producers and retailers.
To formulate effective product positioning, pricing, promotion and distribution policies,
organizations need to be equipped with a comprehensive understanding of the consumer buying
behaviour. By segmenting the market by demographics, companies are able to target groups of
consumers that have a greater likelthood of making a purchase and use their marketing
resources more effectively[12][13]. For instance, if the willingness of urban consumers to buy
is higher than that of rural consumers or if married consumers are more willing to buy organic
products than unmarried consumers, it is important information for strategic decisions. This
information helps retailers make informed decisions about inventory management and stocking
more products in areas with high demand. What a public policy approach brings to the table is
that it can play a major role in meeting the goals of sustainable development in the areas of
health, environmental protection and sustainable agriculture. Organic farming helps to protect
soil health, limit groundwater pollution, protect biodiversity and reduce emissions of
greenhouse gases (GHGs) due to intensive farming[14][15]. In this way, encouraging
consumers to buy organic food products simultaneously promotes an environmentally
responsible consumption and benefits public health. Educational publicity, certification
programs, financial incentives, and distribution network improvements are becoming more
widely accepted as ways to encourage sustainable consumption, and are increasingly being
implemented by governments and policy makers. The success of these efforts, however, greatly
relies on an understanding of the demographic attributes that affect consumer purchase
patterns[16][17]. There have been inconclusive results reported in the literature about the
relationship between the demographic characteristics and the buying of organic food. Other
researchers have found that women are more environmentally concerned and are more likely
to report purchase intent of organics than men, and others have found that men are more likely
to purchase a premium product due to increased financial independence. Likewise, research on
marital status has shown that married people tend to demonstrate higher purchasing behaviour
due to the family orientation of their decision making processes, though the strength of this
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association differs in various cultural/socio-economic settings. Studies examining residential
location have consistently indicated that urban consumers are more likely to buy organic food
products, due to their increased awareness, availability and purchasing power. There are
inconsistent results and require more empirical research to be conducted in various geographic
and cultural contexts to gain further understanding of demographic impacts on consumer
purchasing behaviors[18][19].

The present study aims at finding out the effect of gender, marital status and area of residence
on the consumer buying behaviour of organic food products through quantitative statistical
analysis. In order to compare the mean buying behavior scores of male and female consumers,
married and unmarried consumers, urban and rural consumers, independent sample t-test is
used. These differences are assessed at the 5% significance level to see whether there are any
statistically significant differences among the demographic characteristics and consumer
buying behaviour. The study offers empirical evidence on the role of these demographic factors
in the purchase decisions and adds to the growing literature on sustainable consumer behaviour.
The results of this research are believed to have theoretical and practical contributions. In terms
of theories, the study builds on the existing literature in the area of consumer purchase
behaviour on demographic determinants, specifically in the context of organic food
products.Theoretically, the study contributes to the literature on the topic of consumer
purchasing behaviour on the effect of demographic determinants, specifically on the context of
organic food products. The results will help marketers, retailers and organic food producers
create marketing strategies geared towards various age groups, develop promotional campaigns
designed to target specific audiences, enhance product availability to customers and seize
opportunities for customer engagement. Moreover, the results can be used by the policy-makers
for designing awareness programmes and sustainable food policies to promote the use of
organic food among various consumer groups. Finally, better insight into demographic
differences in consumer buying behaviour will help to promote sustainable growth of the
organic food sector and healthier eating habits and consumption patterns [20].

Influence of Gender, Marital Status and Location on
Consumer Buying Behaviour towards Organic Food Products
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Figure 1. Conceptual Framework of Demographic Factors Influencing Consumer Buying

Behaviour towards Organic Food Products

The conceptual framework of the study is shown in figure 1 that demonstrates how
demographic characteristics are associated with the consumer buying behaviour towards
organic food products. The independent variables include gender (Male and Female), marital
status (Married and Unmarried) and place of residence (Urban and Rural). These demographic
factors have a number of mediating factors that include health consciousness, environmental
concern, awareness of organic food, perceived product quality and safety, willingness to pay a
premium, product availability and accessibility, and family health responsibility. The mediating
variables explained the dependent variable which is the consumer buying behavior towards
organic food products measured by purchase frequency, purchase intention, quantity
purchased, brand preference, repurchase intention, and word of mouth recommendation. The
framework also highlights the applicability of the research findings such as understanding
demographic influences and its implications for consumer segmentation, targeted marketing
strategies, policy formulation and the promotion of sustainable organic food consumption. This
model is conceptual and serves as a theoretical foundation for analyzing the statistical impacts
of gender, marital status and place of purchase on consumers' purchasing decisions.
Literature Review

In the last 20 years, the worldwide market for organic food products has grown at an amazing
rate because of rising consumers' awareness of health, environmental sustainability and food
safety. Organic foods are grown without the use of synthetic fertilizers, pesticides, antibiotics
and GMOs (genetically modified organisms) in an environmentally friendly manner. Organic
food products are viewed as healthier, safer and more environmentally friendly than
conventional food products, especially by consumers. Hence, studies have been conducted to
achieve an understanding of the factors affecting consumers' purchasing decision regarding
organic food products. Demographic factors, including gender, marital status and place of
residence, are among these factors and have proven to be important purchasing determinants.
Consumer buying behaviour is the sequence of behaviour followed by consumers in the process
of identifying their needs, evaluating alternatives available to them, deciding on a purchase and
evaluating the satisfaction after the purchase. The Theory of Planned Behaviour (TPB) suggests
that attitudes, subjective norms and perceived behavioural control affect consumers' purchase
intentions. Generally, positive attitudes towards organic food products are formed in relation
to health, environment protection, food quality and ethical farming. These attitudes then impact
on consumers' intentions and their actual purchasing behaviour. In a similar manner, the Health
Belief Model (HBM) indicates that consumers' perception of a higher level of health benefits
and lower level of health threats would increase the likelihood of purchasing organic food
products. The scientific approaches used here offer useful background for the analysis of the
demographic factors influencing the decision to purchase organic food.

Being health conscious is always cited as one of the most important factors influencing the
purchase of OFO. People who care about their own health and nutrition are more apt to buy
organic products as they believe that it does not contain any harmful chemical residues or
artificial additives. Environmental concern also has a big role, because consumers who are
environmentally conscious know that organic farming helps to lower the environmental
pollution, soil degradation and to promote biodiversity conservation. Moreover, food safety
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issues, ethical issues and rising awareness via digital media are further contributing to

consumers' preference for organic products. However, the motives are not equally decisive in
determining purchase behaviour as demographic and socioeconomic factors can moderate the
influence of these motives on behaviour.

Gender has been widely studied as a factor that influences consumer purchasing decision.
Many studies have shown that there are significant differences between the ways men and
women shop when it comes to buying decisions, as well as in their attitudes towards health and
environmental concerns, and responsibilities in the household. As a traditional food buying
decision maker, female consumers are perceived as having a higher level of concern about food
quality, nutrition and family health. This has led several researchers to report higher purchase
intentions for women for organic food products. But other research has revealed that men have
higher purchasing behaviour due to their higher purchasing power, higher disposable income,
premium product preferences, and growing interest in healthy lifestyles and fitness-related
nutrition. The relationship between gender and the traits in these contexts is not consistent,
suggesting that the effects of gender may differ from region to region, cultural context to
cultural context, and socioeconomic environment to socioeconomic environment, and remain
to be investigated in more detail.

Marital status has also been noted to be an important socio-demographic determinant of food
buying habits. The married consumers tend to make decision on the purchase while taking into
account the health and nutritional needs of their families. When children and older people
reside with your family, married people tend to be more inclined to buy healthier food options,
like organic products. Married consumers tend to have higher purchase intentions because of
their household expenditure patterns, long-term health aspects, and increased worry about food
quality. However, unmarried consumers may value convenience, affordability, and lifestyle
desires and so have comparatively low demand for high-priced organic food products. While a
significant positive link between marital status and the purchase of organic food was overall
reported in the literature, this association was found to vary by income groups and cultural
context.

Consumer buying behaviour is significantly affected by the residential location as the
differences in education, income, accessibility, awareness, purchasing opportunity exists
among consumers residing in urban and rural areas. Generally, urban consumers are exposed
to larger amounts of health awareness campaigns, internet marketing, supermarkets, specialty
organic stores and certified organic products. It is the same with the level of education and
income, as the higher the level, the greater their willingness to buy premium food products. On
the contrary, the lack of product availability, poor awareness and financial limits are some of
the disadvantages that rural consumers face, which leads to less frequent organic food
consumption. There have been several empirical studies that have been consistently showing
that urban consumers have positive intentions and buying behaviour, compared to that of the
rural consumers. These results indicate that geography still plays a role in the adoption of
organic food products by consumers.

One of the greatest challenges for the penetration of organic food products is the price. Organic
foods are usually sold for significantly more because of low production output, the use of more
labour, the certification costs, and the chain of command needed to make them available to
consumers. Consumers recognize the health and environmental benefits that come with organic

291



Phoenix: International Multidisciplinary Research Journal
Vol 4, No. 2, April-June, 2026
ISSN: 2583-6897
foods, but many don't think premium price tag is worth it. Income level, education, product

perceived quality, and trust in product certification labels affect willingness to pay premium
prices. This trend of higher willingness to pay for organic products generally occurs among
consumers who have higher income and awareness, while amongst other consumers who have
low price sensitivity, the conventional foods are still purchased despite their positive attitudes
in buying organic foods.

However, another factor is consumer trust, which is equally important for determining the
organic food buying behavior. Consumers are more likely to buy when they are confident in
the certification label, the authenticity of the product, the government regulation, and retailer
credibility. Consumers' confidence is enhanced by transparent labelling, quality assurance
procedures and known certification systems that minimise perceived risk. On the other hand,
lack of confidence in authenticity of products or false marketing messages could deter
consumers from buying organic food products. Thus, in order to grow the organic food market,
the development of the trust of consumers is vital, which can be achieved by proper certification
and monitoring systems.

Technological innovations have also been driving consumer purchasing behaviour in recent
years. With the rise of digital marketing, e-commerce platforms, social media, and mobile
applications, consumers are now more informed about organic food products and their
nutritional benefits, production processes, and environmental sustainability. Along with this,
online platforms have made shopping more convenient by allowing customers to compare
products and prices as well as customer reviews prior to deciding on which items to buy.
Specifically, these technological advances have been a deciding factor in market growth for
younger consumers and city dwellers, among others.

Although there is a vast amount of literature available on the purchase behaviour of organic
foods, a few gaps in the literature have been identified. Although various studies have looked
at various demographic variables separately, there are relatively few studies that have
investigated the interaction between these variables in a single analysis. Moreover, the
differences in consumer behavior in various geographic regions and among people with
different socioeconomic backgrounds suggest that results cannot be broadly extrapolated.
Hence further empirical research is needed to gain a better insight into the relationship between
demographic characteristics and consumer buying behavior in different populations.

The present study tackles this research gap by quantitatively analysing the role of gender,
marital status and place of residence on consumer buying behaviour of organic food products.
Independent sample t-tests are used to compare the buying behaviour of the different
demographic groups and to identify if the differences between groups are statistically
significant. The results are likely to add to the body of knowledge, offering empirical support
for the effect of demographic variables on consumer decision making. Furthermore, the
findings will help the marketers, retailers, organic food producers, and policy makers to design
their marketing strategy, increase consumer awareness, increase the market penetration and
stimulate sustainable consumption of organic food products.
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Table 1. Summary of Literature on Consumer Buying Behaviour towards Organic Food
Products.

The existing literature demonstrates that health consciousness, environmental concern,
product quality, trust, and willingness to pay are major determinants of consumer buying
behaviour towards organic food products. However, relatively few studies have simultaneously
examined the combined influence of gender, marital status, and residential location on
consumer buying behaviour. Moreover, evidence regarding demographic differences remains
inconsistent across geographical regions and cultural settings. Therefore, the present study
addresses this gap by empirically investigating whether these three demographic variables
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significantly influence consumer buying behaviour towards organic food products using
independent sample #-test analysis.

Mathematical Modelling
Consumer Buying Behaviour Index (CBBI)
The overall buying behaviour score of the i“*respondent is calculated as

n
1
j=1

where
e CBBI;= Consumer Buying Behaviour Index
» X;;j= Response score of the j thitem
e n= Number of questionnaire items

Mean Buying Behaviour

The average buying behaviour is

N

o1

X = Nz CBBI, )
i=1

where

e X=Mean buying behaviour

e N= Number of respondents
Standard Deviation
The standard deviation is computed as

N -
D — 2. (CBBI; — X)?
N -1

3)

Independent Sample #-Test
The difference between two demographic groups is evaluated using

X, —X

t=—Lr 22 (4)
i, 5
n, N

where
e X, X,= Group means
e S;,5,= Standard deviations
e ny,n,= Sample sizes
Regression Model
The relationship between demographic variables and buying behaviour is represented as
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|CBB = By + 1G + M + B5L + €| (5)

e (BB= Consumer Buying Behaviour

e G=Gender

e M= Marital Status

e L=Residential Location

e Bo= Constant

e f31, B2, B3= Regression coefficients

e ¢&=Random error
Logistic Purchase Probability Model
The probability that a consumer purchases organic food products is
1

1+ exp[—(Bo + B1G + M + B3L)]

P(Y=1)=

(6)

where

e P(Y = 1)= Probability of purchasing organic food
Coefficient of Determination
The explanatory power of the model is

N ~
(Y, =Y)?
R2=1—Z;V-1 — (7)
2 (Y= 1)2
where
e Y;=Observed buying behaviour
« Y= Predicted buying behaviour
e Y= Mean buying behaviour
Hypothesis Testing
The hypotheses are expressed as
®
©
Decision Rule
Reject the null hypothesis if
p < 0.05 (10)
or equivalently,
|| Lealculated |> tcritical| (1 1)

Overall Consumer Behaviour Model
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(12)

(13)

or
|CBB = f(G,M,L,HC,EC,PQ,PI)|
where
e HC= Health Consciousness
e EC= Environmental Concern
e PQ=Perceived Quality
e PI=Purchase Intention

L PRORLESE IDENTENICATION
Tor eoamene foe infhatoe of gernber, sariial vistos and
rudossal e sten i conmerE beyirg Scharans
Wranrdn cegaes Soad poodis s

1 OMECTIVES

To stady commres buying heles vesr arsants
orgare foedd prochects

o Transadyve Tor ionpanct of powlen. atatital vats
s resdient bad bocation

Too ol sgrd (b ot MVere s wiing
enkpevakrd stapls | e

A NVPOTIFESES DEVELOPMNVENT
o Moo Novgpafiows difforere o buying bebavant
Decwam reake sud Srvals sssmanim
* Has No sgvBoset dilflercoce in boying behar ot
bemween reamicd snd srsrarmod comemen,
ey No wgifioms differenne i baying bebavbo
Bereern sbun and raral comsamon

A MESEANCH DESSGN
o Desctiptive restan b devigy
* Quartiative approsch
* Sirwcnond geestomtare (ke scale)
o Torpet popaleton Conwam of capasks
Sl products

£ DATA COLLECTION
Finey das aderd Bregh gesimas
o Cosvessrur | arsdan sargiing
* Sasyie sas (n)

& DATA PREFAKATHON
o D sormvnig avd valsleice
o Codegg of demsographic vardies
o Compuestion of Crmsuser Neying Bebavion
Saden ICBT

T, DATA ANALYSES
Ehncrptive eatitcn (Mran, 51, Frageeacy |
o Relubalay bont [Crooduch's Alpda)

Martial Statas (Mamied v Levsnad)
Rekdoaril Locannn (Drtan v Ranl|

K KESULYS AND INTERFRETATION
* lescrpret waksicd vt sl deserreoe
sgreficant O Mo s

—

MEIMATING PACTUORS
(Iefhrmomy Faying Betavesar )

Horalt Cunn bnsmess
Exronmmertal Concon
Aw smmners adoed Cvpasac Food
Porcetved Qualkey & Santy
Willmgaess 16 Pay Preeiees
Avadanibty & Accesmthitty

VemDy Health Bospeesctetiny

l

DEFPENDENT VARIANLE
Cosuerer Beyieg Bebaviour swerds
Ongania. Fooal Pasbu s

o Puctas Hegeesc

* Purcaase bekereion

¢ Quastey Paxhamd

* S Padons

o Repaches brstion

o Wz of Mosah Recommrmratadie

O CONULLSION AND DMPLICATIONS
o Dvaw cocluteoes based oo fenbrge

o Troawteal implosions

o Musapual imphoations

o Segrmsivns bt Awe soseand

Figure 2. Research Methodology Flow Chart for Analysing the Influence of Gender,

Marital Status, and Residential Location on C
Organic Food Products

onsumer Buying Behaviour towards

The overall research methodology followed in the study of the influence of gender, marital
status and residential location on consumer buying behaviour towards organic food products is
shown in figure 2. The process starts with the identification of the problem, with the
formulation of the research problem and objectives as a result of the need for understanding
how demographic variables affect consumers' decisions to purchase organic food. The research
goals and research hypotheses are then developed to address the question of whether any
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differences are significant across the demographic groups. The framework then covers the

research design which is of quantitative approach with using a structured questionnaire with 5-
point likert scale for collecting primary data on the consumers. The questionnaire captures
organic food purchasing-related demographic and behavioural data. The responses are then
subjected to the process of data preparation (data screening, data validation, coding and
computation of Consumer Buying Behaviour Index (CBBI) after data collection. This is
followed by data analysis wherein mean and standard deviation are calculated, reliability
assessment and independent sample t-tests to compare buying behaviour of male and female
consumers, married and unmarried consumers and urban and rural consumers. The statistical
results are analysed to understand the meaning associated with the differences in consumers'
buying behavior among different demographic groups.

The mediating behaviour factors, such as health consciousness, environmental concern,
awareness of organic food, perceived product quality and safety, willingness to pay premium,
product availability and accessibility, and family health responsibility are highlighted in the
right part of the flow chart. All these factors collectively affect the dependent variable
(Consumer buying behaviour) which is assessed by the following measures: Purchase
frequency, Purchase intention, Quantity purchased, Brand preference, Repurchase intention,
Word of mouth recommendation. Lastly, the study culminates with a result interpretation and
managerial and policy recommendations, that include specific recommendations for marketers,
organic food producers, retailers, and policymakers, in order to create specific marketing
strategies for better product accessibility and promoting organic food consumption in different
population segments. The flow chart is a systematic representation of the entire research
process, starting from the formulation of the problem, to the statistical analysis of the research
findings, and ending in the practical implementation of the research, thus providing a complete
understanding of the proposed research framework.

Results:

A. Mean Comparison of Consumer Buying Behaviour Index (CBBI)
Across Demographic Groups with 95% Confidence Intervals

Gender (Mals vs. Fermale): p = 0.003 ** * p=005
Marital Status (Married vs. Unmarried): p = 0.011 * RS 0.01
Location (Urban vs. Rural): p < 0.00Y *** p<0.001
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Figure 3. Comparative Analysis of Consumer Buying Behaviour Across Demographic
Groups and Effect Size Assessment

The socio-demographic gender and marital status of the consumers are compared with each
other using advanced statistical analysis to explore consumer buying behaviour towards
organic food products and are shown in figure 3.An advanced statistical analysis is performed
to compare the socio-demographic variables of gender and marital status of the consumers to
find the buying behaviour of the consumers towards organic food products, which are shown
in figure 3. The figure is split into two panels of complementary analysis, descriptive and
inferential statistics.

Panel A shows the mean Consumer Buying Behaviour Index (CBBI) for each of the
demographic groups along with the 95% confidence intervals, allowing a visual comparison of
buying behaviour. The analysis shows that there are statistically significant differences between
the demographic categories. Male consumers have a higher average buying behaviour than
female consumers, and married consumers have higher purchasing behaviour than unmarried
consumers. Analogously, rural consumers show the lowest buying behaviour as compared to
urban consumers. The mean differences, t-statistics, degrees of freedom (df), p-values and the
results of the hypothesis testing are presented in the accompanying statistical summary table,
which indicates that all of the demographic comparisons are statistically significant (p < 0.05).
The pairwise effect size (Cohen's d) heatmap is shown in Panel B and measures the size of the
behavioural differences between the demographic groups. The colours indicate the direction
and the magnitude of the impact, with warmer colours pointing to stronger positive impacts
and cooler colours to negative impacts. The significance levels are given in a conventional
format (*, **, ***) providing simultaneous interpretation of the practical and statistical
significance. Based on the heat map, the biggest difference in behaviors among consumers is
found between urban and rural consumers, with marital status and gender showing differences
as well, suggesting that the most important determinant of consumers' purchasing behavior
towards organic food products is residential location.

The figure illustrates overall that demographic factors have a huge impact on consumer
purchasing behavior and gives a statistical proof and practical explanation of the differences.
The results of theconfidence intervals, hypothesis testing, and effect size analysis provide a
comprehensive perspective on the impact of demographic segmentation on organic food
choices, enabling more effective marketing strategies and policy decisions.
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B. Effect Size (Cohen's d) and Significance Heatmap for Pairwise
Comparisons Across Demographic Groups

Cohen's d
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Figure 4. Pairwise Effect Size (Cohen's d) and Statistical Significance Heatmap of
Consumer Buying Behaviour Across Demographic Groups

Figure 4 shows a heat map of the effect size of differences, or Cohen's d, between consumer
buying behaviour towards the various organic food product categories for different consumer
groups (male or female, married or unmarried, urban or rural). The colour scale ranges from
—1 to +1 with warm colours (red) pointing to positive effect sizes and cool colours (blue)
pointing to negative effect sizes. The darker one's color, the greater the behavioural difference
between the populations being compared.

The figures in the matrix show the Cohen's d value for the pair of variables in the cell, followed
by the significance level (ns, not significant; *, p < 0.05; **, p < 0.01; *** p < 0.001). The
heatmap allows for an appraisal of consumer buying behaviour to be made simultaneously for
both statistical and practical significance (effect size) of the differences between the various
demographics. The result shows the highest value of Cohen's d (0.92) is between urban
consumers and rural consumers, which reveals a large and highly significant difference in
shopping behaviour related to buying organic food products. Moderate to large effect sizes also
are found between female and rural consumers (Cohen's d = 0.76) and between married and
rural consumers (Cohen's d = 0.68), indicating that residential location significantly affects
consumer purchasing decisions. Overall, the effect sizes of the comparisons related to gender
and marital status are small to moderate, with some still being statistically significant, which
is a testament to significant demographic differences in buying behavior.

The overall impression from the heatmap is that it gives a clear representation of the size and
direction of the differences in behaviour between the demographic groups. This shows that
marital status and gender have the second and third largest effect on the consumer buying
behaviour respectively, with residential location having the highest effect on the consumer
buying behaviour. This advanced statistical representation confirms the results of the study,
which indicated that the demographic characteristics have a significant effect on the consumers
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preferences and purchasing decision about the organic food products; hence it is useful for

market segmentation, targeted promotional strategies and in the development of sustainable
marketing policy.

Conclusion

The present study adopted the quantitative research methodology to examine the gender,
marital status and location of the residence's influence on the consumer buying behavior of
organic food products. The results showed that there is a significant difference between the
demographic characteristics and consumers' buying decisions and preferences for organic food
products. The Independent sample t-test analysis showed that the difference was statistically
significant at 5% level for all the demographic groups and thus rejecting all the null hypotheses.
The findings showed that the buying behaviour of the male consumers was significantly higher
than the buying behaviour of female consumers and married consumers were higher than
unmarried consumers. Also, high access to the products and increased awareness of health
benefits, purchasing power and information on organic food were found to positively affect the
buying behavior of urban consumers as compared to rural consumers. The effect size analysis
also showed that the impact of residential location is the highest in terms of practical
significance as far as consumer buying behaviour is concerned, followed by marital status and
gender. The study also emphasizes the behavioral determinants like health consciousness,
environmental awareness, food safety awareness, perceived product quality, willingness to pay
premium, product accessibility and its impact on purchase intention and buying behavior of
consumers. All these are important drivers of preference for organic food products and
therefore promote sustainable food consumption. The results of the study have practical
implications for organic food manufacturers, organic food retailers, organic food marketers,
and policy makers. Market segmentation, which relies on demographic factors, can help
organisations to create specific promotional strategies, better product availability, and pricing
strategies to target different segments of their market. The results can be used by policy-makers
to develop awareness programmes, reinforce the organic certification programmes and ensure
sustainable agricultural practices that would increase the promotion of organic food products
The study does shed empirical light on the demographic factors affecting the buying behaviour
of consumers, but the questionnaire only included a limited number of indicators. Further
studies can include other factors like age, education, income, occupation, lifestyle, cultural
factors, psychological factors and more advanced analytical techniques like Structural
Equation Modelling (SEM), Partial Least Squares-SEM (PLS-SEM), Artificial Intelligence
(Al), and Machine Learning, which can be used to create more comprehensive models of
consumer behavior. Overall, the study has made a significant contribution to the already
existing literature by establishing the demographic characteristics as an important factor in
influencing consumer buying behavior of organic food product and serving as a solid basis for
further research and sustainable marketing strategies..
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