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Abstract: It is a known fact that these days, very high residue of pesticides in food products is alarming 
and organically grown agricultural source is an alternative to this menace. What motivate and 
discourage people to buy or not to buy organic products are of considerable interest with regard to the 
health concerns of people. This study has aimed at getting insights of personal values such as egoistic, 
altruistic and biospheric values which can affect the purchase of organic products in Ernakulam district 
of Kerala. The finding suggests that biospheric value orientation along with altruistic values influence 
individuals to buy organic food products. 

 
1.0 Introduction: Our food system is mechanized to a large extent. The intervention of technology from 
the creation to consumption has increased the food production. Along with that, technological 
advancement helped us to preserve sensitive nutrients, reduce wastage, availability of food products 
irrespective of seasonality and add needed vitamins and minerals to enrich food not only for adults as in 
the case of Horlicks but also for infants, Pro-Nan being an example in this regard (Floros, et al., 2010). 
However, the benefits of these technological shifts are short lived, as it degraded not only the 
environment (overuse of land and pesticides) but also deteriorated the health condition of humans 
(Mazumder, 2011; Lah, 2011). 
 
This shift in land use pattern is very evident in Kerala (Kumar, 2005) making us heavily dependent on 
our neighboring states for daily consumption. Use of technology has affected the consumers to an extent 
that they stated to give importance to non food items rather than food items, as all the nutrients and 
vitamins will be fulfilled by these supplement food items (Sarada, 2014). This shift has led to an 
increasing amount of lifestyle diseases. To add up to this situation, high amount of pesticide residue is 
found in fruits and vegetables, which are coming from our neighboring states (Kerala State Council for 
Science, 2014). Being a consumer state, Keralites consume this pesticide filled food (Saritha, 2015) 
 
Even though the media reach out to public to make them aware of the pesticide residue in food items, 
the educated people of Kerala have shown less interest in converting their food lifestyle to organic. This 
is very evident from the closure of organic shops in and around Ernakulam district. Consumers are more 
worried about short term issues rather than chronic threats in the long term (Worley & Scott, 2000), due 
to which large number of consumers neglect the pesticide residue in food items and only few are primed 
to take an extra effort in buying organic food products. Therefore, this study tries to find out the 
difference in the value orientation of consumers who buy and do not buy organic food products.  
 
2.0 Theoretical Background and Hypotheses Development:  
Personal Values: Values are abstract goals or behavior that varies in the degree of importance and it 
does not change depending upon the situation, therefore values are considered as the basic motivating 
factor, which serve as a guiding principle in an individual’s life (Rokeach, 1973, Schwartz, 1992). Thus as 
individuals action towards a particular set of incidents depends upon the value which he/she holds. For 
example, throwing garbage on road while traveling: in this situation throwing or not throwing the 
garbage on road creates a conflicting situation and the personal value which an individual holds decides 
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his action. Like wise, buying organic food products is considered as a pro-social behavior which needs an 
extra time and effort of an individual, therefore personal value plays a great role in buying. 
The Schwartz value structure was developed in 1992 by conducting a cross culture study in which he 
identified a value structure consisting of 56 values. These values could be identified under 10 value 
domains which are arranged along two bipolar value oriented dimensions. These dimensions contrast 
from ‘self-transcendence’ to ‘self-enhancement’ and from ‘openness to change, to ‘conservation’ 
(Ref.Figure:1). Out of these value dimensions,  present study is taking self-transcendence (egoistic) and 
self-enhancement (altruistic) into consideration as earlier studies have found a link between these value 
dimensions and pro-social behavior (Grunert & Juhl, 1995; Sterm et al., 1999; De Groot & Steg, 2008). 
 
Altruistic Value: Self- transcendence is an altruistic value orientation, comprising of two values types, 
universalism and benevolence. The main goal of universalism is to improve the welfare of all people and 
of nature and that of benevolence is to improve the welfare of others whom we know. Previous 
researchers have found a positive relation between universalism and pro-social behaviors; however, an 
incompatible result of either positive or no relationships with regard to benevolence was found (Naess, 
2003; Schwartz, 1992, 2012; Stern et al., 1999). 
 
Egoistic Values: Self enhancement is the egoistic dimension of value which gives importance to one’s 
own self also known as pro-self value orientation. It comprises of two value types, power and 
achievement. The main aim of power is to gain control over an individual’s environment whereas 
achievement aims at personal success (Hansla, 2011; Schwartz, 1992, 2012).  
 
Biospheric Value: Apart from these two concepts, a biospheric value type is found to exist (Stern, 
Doetz, & Karlof, 1993). Its main goal is to improve the welfare of all the living beings. Even though we 
can relate the self-transcendence and self enhancement values in the Schwartz value structure to 
egoistic, altruistic and biopheric values, ‘Value-Belief-Norm’ theory by Sterm combined these three 
concepts into one theory (Stern et al., 1999; Stern, 2000).  
 
Many studies have found a positive relation between self-transcendence and pro-social behavior, while 
self enhancement correlated negatively (Milfont, 2007). In the buying of organic food products, 
contradicting viewpoints can be found. Research have found that concern for one’s own health (egoistic 
value) is the main motivating factor for buying organic food products, contradicting viewpoints can be 
found. Research have found that concern for one’s own health (egoistic values) is the main motivating 
factor for buying organic food products (Magnussona et al., 2003; Gracia & De Magistris, 2008), while 
others have found the environmental factor (altruistic value) as the major reason (Grunert & Juhl, 1995; 
Lickie, Lyons et al., 2004), however some research findings have surpassed above two findings and 
brought out animal welfare (biospheric value) as the main motivating factor for buying organic meat 
products in many European countries (Meier-Ploeger & Woodward, 1999; McEachern & Willock, 2004).  
 
In line with the above research findings, the following three hypothesis are proposed for this study: 
 
H1: The consumer’s purchase behavior of organic and products is dependent on his/her egoistic values.  

H2: The consumer’s purchase behavior of organic and products is dependent on his/her altruistic values. 
H3: The consumer’s purchase behavior of organic and products is dependent on his/her biospheric values. 

 
3.0 Research Methodology: 
Data Collection: Data were collected through self-administered questionnaire in Ernakulam district, 
Kerala. Primary foods buyers in the household who are above 20 years were included in the target 
population. Sample is taken from both consumers who buy organic (regular/occasional) and also from 
potential consumers. Purposive sampling method is used in this study to get a representative sample 
from both groups. Data of organic buyers were taken from the shops in and around Ernakulam and they 
were contacted for the face to face interview. A total of 100 valid responses were used for this study.  
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Measures: Along with the socio-demographic questions (age, gender, education, income, marital status, 
and children in the household) the questionnaire covered value orientation measures, and purchase 
behavior.  
 
Schwartz’s value scale (1992) that comprises 56 values was adapted by Stern, Dietz and Guagnano (1998) 
by selecting 23 value items, and for this study a shorter version of this instrument developed by De 
Groot and Steg in 2008 is used. In total 13 values were selected, of which five measures egoistic values 
(authority, wealth, social power and influential), four items for altruistic values (Social justice, equality, 
a world at peace, and helpful) and four items for biosphereic values (preventing pollution, protecting the 
environment, respecting the earth and unity with nature).   
 
To measure purchase behavior, scale is taken from Dickieson et al. (2009) where they grouped two 
variables such as effort and intent into one singular dependent variable called behavior as it was 
convincingly loading as single variable when conducted a factor analysis. A total of 8 items were used to 
measure behavior, of which 4 items measured intent and another 4 items for effort. A seven point Likert 
agreement scale, where “I” corresponded to “strongly disagree, “2” to “Disagree”, “3”  to “neither agree 
nor disagree”, “5” to “Agree Somewhat”, “6” to “Agree” and “7” corresponded to “strongly agree” were 
used to indicate the respondents opinion. 
 
4.0 Data Analysis: For analysis, SPSS 20 statistical program package for windows is used. Pearson’s 
correlation and a linear multiple regression analysis was performed to test the hypotheses. Before testing 
the hypotheses, reliability of the measurement scale is tested. The reliability of the construct should be 
greater than 0.7 (Cronbach, 1951) in order to meet with the general requirement. Cronbach’s a value for 
the scales shows that all the values have met the requirement. 
 
5.0 Results and Discussion: It was found that 51% of the respondents who buy organic food products 
belong to the age category of 30-39, out of which 36% are female buyers; this is in line with the societal 
norms that women are responsible for household food shopping in Kerala (Diavadanam et al. 2014). 
Majority of the consumers who buy organic food products were irregular buyers (70%) and only 30% 
take an effort to include it on a daily basis. 62% of the respondents who buy organic have children at 
home which is in tune with previous studies stating the presence of children at home increase the 
possibility of buying organic food products (Davies et al. 1995; Land, 1998). 
 
Educated Keralities are found to have more preference for organic food, as out of the total respondents, 
66% have masters degree where 49% have brought organic food products and only 17% have not, this 
may be due to absence of children at home. The result shows that 20% of the respondents who have 
master’s degree don’t have children at home, thereby reconfirming the impact of children in buying 
organic food products. This clearly shows that there exists a positive relation between the personal 
values (egoistic, altruistic and biospheric) and purchase behavior, however their influence varies. 
 
5.1 Influence of Egoistic Value on Purchase Behavior: A person’s product-moment correlation was 
computed to assess if there exist any relation between egoistic value of consumers and their buying 
behavior. The result provides that there exist a moderate positive correlation between these variables, 
r=0.337, n=100, p<0.01. 
 
Further, a standard regression analysis was conducted to evaluate how an egoistic value orientation of a 
consumer can predict and explain the variance in purchasing of organic food products. The linear 
correlation coefficient was 37, indicating that approximately 14% of the variance in the purchase 
behavior of consumers can be accounted for by the egoistic value orientation of an individual, (R2=.14, F 
(1,98)=16.211, p<0.01). Therefore H1 is accepted which states that the “consumer’s purchase behavior of 
organic good products is dependent on egoistic values”. 
  
The result confirms the previous research studies that there exist a positive relation between people who 
are concerned about themselves and their tendency to buy organic food products. Though the positive 
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relation is less than 20%, this goes along with the findings of studies done in Europe and Taiwan that 
concern for one’s own health is the most important factor for buying  organic products (Wier & 
Anderson, 2003; Chen, 2007).  
 
5.2 Influence of Altruistic Value on Purchase Behaviour: The Analysis of socio demographic factors 
clearly states that presence of children in the family makes an individual to buy organic good products. 
It is the protective instinct of a parent that motivates them to buy organic food products. It is the 
protective instinct of a parent that motivates them to buy organic food products. Along with that, 
concerns for other individuals who share this planet make us to act in a pro-social way. To reconfirm 
this motive correlation analysis test, result shows that there exists a moderate positive correlation 
between altruistic value oriented consumers and their buying, r=0.408, n=100,p<0.01. 
 
The linear correlation coefficient of regression analysis was .40, indicating that approximately 16% of the 
variance in the purchase behavior of consumers can be accounted for by the altruistic value orientation 
of an individual (R2=.66, F(1,98)=19.550, p<.01). Therefore H2 is accepted. Thus while comparing with 
egoistic oriented consumers; individual who holds an altruistic value has a higher chance to buy organic 
food products. This is in line with the studies which claim that for a consumer to buy organic food 
products regularly, he/she should hold an altruistic value and majority of occasional buyers are egoistic 
value oriented (Shepherd, Magnusson, & Sjoden, 2005). Thus, as the claims made by the various 
researchers, health is an important motivating factor but the health of the significant others is most 
important than one’s own health. Hjelmar (2011) conducted a qualitative study in Denmark, in which he 
found that the presence of children at home motivates parents to buy organic products. Furthermore, 
the importance of children for buying organic food products was found in other studies from USA 
(James et al., 2009), Poland (Biemans, 2009) and the UK (Padel and Foster, 2005). 
 
5.3 Influence of Biospheeric Value on Purchase Behaviour: The result of the correlation analysis 
shows that there exist a moderate positive correlation between biopheric value orientation of consumers 
and their buying, r=0.456, n=100, p<0.01. 
 
Further, regression analysis was conducted to evaluate individual’s personal value in explaining and 
predicting the variance in purchasing of organic food products. The linear correlation coefficient was 
.45, indicating that approximately 20% of the variance in the purchase behavior of consumers can be 
accounted for by the biospheric value orientation of an individual, (R2=.20, F(1,98)=25.693, p<0.01). 
Therefore H3 which states that “the consumers purchase behavior of organic food products is dependent 
on his/her biospheric values” is accepted. This result is in line with the findings which states that concern 
for other species and environment, motivates people to buy organic food products (Harper & 
Makatouni, 2002; Hill & Lynchehaun, 2002) as destroying the environment is like destroying the life of 
our future generation. Furthermore, it is reported that consumers who are concened more about the 
environment has a higher chance of concerting to organic food buying (Grunert & Juhl, 1995) 
 
6.0 Conclusion: The result from this study show that majority of the respondents who buy organic food 
products are female consumers who have children at home. It is important to note that value system an 
individual holds has a great influence on their buying behavior. From this research we can conclude that 
even though concern for one’s own health is an important factor, the slow encroachment of technology 
in food production has made the consumers worry about their future generation and the environment 
they live. This concern has led the consumers to think of an alternative by providing their children safer 
food, thereby making their altruistic (concern for others) and biospheric (concern for the environment) 
values more prominent. Thus we can conclude that biospheric value orientation along with altruistic 
values makes individual buy organic food products. 
 
The main contribution of this research is segregation of Keralites, who are at par with the developed 
countries in Human Development Index (HDI), on the basis of their personal values, and confirming 
that altruistic/biospheric oriented consumers are motivate to buy organic food products rather than 
egoistic oriented. Marketers will be helped by these findings, as they can segment the market of organic 
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products and thus allowing them to focus on the target customers. Furthermore, the results will also 
help the government to design public awareness campaigning by focusing on the theme, ‘concern for 
others’. 
 
References:  
 
1. Chen, M-F (2007). Consumer attitudes and purchase intentions in relation to organic. Food Quality 

and Preference, 18 (7), 1008-1021. 
2. Daivadanam, M., Wahlstrom, R., Ravindran, T.S., Thankappan, K., & Ramanathan, M. (2014). 

Conceptual model for dietary behavior change at household level: a ‘best-fit’ qualitative study using 
primary data. BMC Public Health. 

3. Davies, A., Titterington, A.J., Cochrane, C. (1995). Who buys organic food? A profile of the 
purchasers of organic food in Northern Ireland. British Food Journal, 97(10),17-23 

4. De Groot, J,I, & Steg, L.(2008). Value Orientation to Explain Beliefs Related to Environmental 
Significant Behavior:  How to measure Egoistic, Altruistic and Biospheric Value Orientations 

5. Environment and Behavior, 330-354. 
6. Floros, J.D., Newsome, R., & Fished, W.(2010). Feeding the World Today and Tomorrow: The 

Importance of Food Science and Technology. Comprehensive Revioews in Food Science and Food 

Safety, 1-28. 
7. Gracia, A., & De Magistris, T. (2008). The demand for organic foods in the South of Italy: a discrete 

choice model Food Policy, 386-396. 
8. Grunert, S., & Juhl, H.J.(1995). Values, environmental attitudes, and buying of organic goods. 

Journal of Economic psychology, 39-62.  
9. Hansla, A. (2011). Value Orientation, Awareness of Consequences, and Environmental Concern. 

Sweden: University of Gothenburg.  
10. Harper, G.C., & Makatouni, A. (2002). Consumer Perception of organic food production and farm 

welfare. British Food Journal, 287-299. 
11. Hjelmar, U. (2011) ‘Consumers’ purchase of organic food products. A matter of convenience and 

reflexive practices’, Appetite, vol.56, no. 2, pp.336-344. 
12. Hill, H., Lynchehaun, F. (2002). Organic milk: Attitudes and consumption patterns British food 

Journal, 526-542. 
13. James, J.S., Reckard, B.J. and Rossman, W.J. (2009) ‘Product Differentiation and Market 

Segmentation in Applesauce:  Using a Choice Experiment to Assess the Value of Organic, Local, 
and Nutrition Attributes’, Agricultural and Resource Economics Reviews, vol. 38, no.3, pp.357-370. 

14. Kerala State Council for Science, T.a. (2014). Kerala State of Environment and Related Issues. 
Retrieved September 28, 2014, from ttp//www.kerenvis.nic.in/Database/Economics_830.aspx 

15. Kumar, B. (2005). Land use in Kerala: changing scenarios and shifting paradigms. Journal of 

Tropical Agriculture, 42(1-2), 1-12.  
16. Lah, K. (2011). Toxipedia. Retrieved October 25, 2014, from 

http://www.toxipdia.org/displaytoxipedia/Effects+of+Pesticides+on+Human+Health 
17. Land, B. (1998). Consumers’ dietary patterns and desires for change. Roskilde: MAPP Working 

Paper, Roskilde University. 
18.  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, 135-146. 
19. Magnussona, M.K., Arvolaa, a., Hurstia, U.K.K., abergb, L., &Sjoden, P.O. (2003), Choice of organic 

foods is related to perceived consequences for human health and to environmentally friendly 
behavior. Appetite, 109-117. 

20. Mazumder, B. (2011). A Study on the Harmful Effects of Pesticides used in the Cultivation of Brinjal 
in Longai River Valley, Karimganj, Assam, India. Assam University Journal of Science & Technology: 
Biological and Enviornmental Sciences, 7(1), 84-88.  

21. McEachern, M.G., & Willock, J. (2004). Producers and consumers of organic meat-A focus on 
attitudes and motivations. British Food Journal, 106 (7), 534-552. 

22. Meier-Ploger,A., & Woodward, L. (1999). Trends between countries. Ecology and Farming, 15. 



Business Sciences International Research Journal Volume 6 Issue 2                             ISSN 2321 - 3191 

 

 
IMRF Biannual Peer Reviewed (Refereed) International Journal | SE Impact Factor 2.75              |    35 
 

23. Milfont, T.L. (2007). Psychology of Environmental Attitudes: A cross-cultural study of their content 
and structure. Auckland: The University of Aluckland.  

24. Naess, A. (2003). The deep ecological movement: Some philosophical aspects. Malden, MA: Blackwell 
Publishers Ltd. 

25. Rokeach, M. (1973). The nature of human values. New York: Free Press. 
26. Sarada, A. (2014). Non-Food Expenditure in Kerala-Experiences from Urban Households In Kerala. 

Asia Pacific Journal of Research, 24-43.  
27. Saritha, V.M. (2015). After Maggi, Kerala cautions about pesticide residue in veggies. 

Thiruvanantahapuram: The Financial Express. 
28. Schwartz, S.H. (2012). An Overview of the Schwartz Theory of Basic Values, Online Readings in 

Psychology and Culture, 1-20. 
29. Schwartz, S.H. (1992). Universals in the content and structure of values: theoretical advances and 

empirical tests in 20 countries. Advances in Experimental Social psychology, 1-65. 
30. Shepherd, R., Magnusson, M., & Sjoden, P.O. (2005). Determinants of consumer behavior related to 

organic foods. Ambio, 353-359. 
31. Stern, P.C. (2000). Toward a Coherent Theory of Environmentally Significant Behavior. Journal of 

Social Issues, 407-424.  
32. Stern, P.C., Dietz, T., Abel, T., Gaugnano, G.A., & Kalof, L. (1999). A value-belief-norm theory of 

support for social movements: The case of environmentalism. Human Ecology Review, 81-95. 
33. Stern, P., Dietz, T., & Karlof, L. (1993). Values orientation, gender, and environmental concern. 

Environment and Behavior, 322-348.  
34. Wier, M., & Anderson, L. (2003). Demand for organic food-attitudes, values and purchasing 

behaviors. Danish Res. Center Farm, pp.1-3.    
35. Worley, A., & Scott, V. (2000). “Exploratory studies of consumers’ concerns about food and health 

in Australia and New Zealand. Asia Pacific Journal of Clinical Nutrition, 24-32.   
 
 

 
*** 

  


