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Abstract 

The Indian market for organic products has expanded rapidly due to rising health awareness, environmental 

concerns, and changing consumer lifestyles. Marketing plays a decisive role in creating awareness, building 

trust, and transforming organic products from niche offerings into mainstream consumer goods. This study 

examines the marketing strategies adopted for organic products in Indian markets and analyzes their role in 

market growth. The research is based on secondary data collected from academic journals, government 

publications, and market reports. The findings reveal that branding, certification, digital marketing, and 

supportive government initiatives significantly influence market expansion, while high prices, limited 

availability, and lack of consumer awareness remain major challenges. The study concludes with practical 

suggestions to strengthen marketing practices and ensure sustainable growth of organic products in India. 

Keywords: Organic products, Marketing strategies, Consumer behavior, Sustainable marketing, Indian 

markets 

1. Introduction 

Organic products are produced using natural farming methods that avoid synthetic fertilizers, pesticides, and 

genetically modified organisms. India has a long tradition of natural and indigenous agricultural practices that 

align with modern organic farming principles. However, the organized marketing of certified organic products 

has gained momentum only in recent decades. 

Increasing lifestyle diseases, food safety concerns, environmental degradation, and rising disposable incomes 

have contributed to growing demand for organic products in India. Marketing plays a critical role in educating 

consumers, differentiating organic products from conventional alternatives, and building brand trust. This 

paper analyzes the marketing strategies and growth of organic products in Indian markets within a 

multidisciplinary framework. 
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2. Review of Literature 

Chandrasekhar (2014) found that Indian consumers perceive organic products as healthier and safer, though 

high prices limit adoption. Paul and Rana (2012) highlighted the importance of marketing communication and 

availability in influencing purchase intention. 

Yadav and Pathak (2016) emphasized that trust in certification and perceived health benefits significantly 

affect consumers’ willingness to buy organic food. Kumar and Ali (2020) observed that digital platforms and 

e-commerce have expanded access to organic products, particularly among urban consumers. 

Industry reports (IMARC Group, 2024) suggest that government initiatives, export opportunities, and rising 

awareness are major drivers of organic market growth in India. Overall, the literature indicates that effective 

marketing strategies are essential for sustaining growth. 

3. Objectives of the Study 

1. To study the growth of organic products in Indian markets 

2. To analyze marketing strategies used for organic products 

3. To identify factors influencing consumer demand 

4. To examine challenges in marketing organic products 

5. To suggest measures for improving marketing effectiveness 

4. Research Methodology 

The study is descriptive and analytical in nature and is based on secondary data. Information was collected 

from academic journals, government reports, market research publications, and online databases. Qualitative 

analysis was applied to understand growth trends, marketing strategies, and challenges in the organic products 

market. 

5. Marketing Strategies for Organic Products in India 

5.1 Product Strategy 

Organic products are marketed by highlighting quality, purity, health benefits, and environmental 

sustainability. Certification systems such as NPOP and PGS-India help in building consumer trust. 
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Table 1: Major Categories of Organic Products in India 

Category Examples 

Organic Food Fruits, vegetables, grains 

Organic Beverages Tea, coffee 

Organic Personal Care Soaps, cosmetics 

Organic Textiles Organic cotton 

 

5.2 Pricing Strategy 

Organic products are priced higher due to higher production and certification costs. Premium pricing is 

justified by quality assurance and long-term health benefits. 

Table 2: Price Comparison of Organic and Conventional Products 

Product Organic (₹/kg) Conventional (₹/kg) 

Rice 120 60 

Wheat 90 45 

Vegetables 80 40 

5.3 Distribution Strategy 

Distribution channels include organic stores, supermarkets, e-commerce platforms, and farmer markets. 

5.4 Promotion Strategy 

Promotional strategies include digital marketing, social media campaigns, influencer endorsements, eco-

labeling, and health awareness programs. 

 

https://kcectrust.org/E-journals/about-journal.php


                      MULTIDISCIPLINARY COSMOPOLITAN JOURNAL OF RESEARCH  

(MUCOJOR)-2583-9829 (Online) 
International Peer Reviewed & Referred Journal 

ISSN: 2583-9829, Volume: 03, Issue: 06, December 2025 
 

website: https://kcectrust.org/E-journals/about-journal.php  331 

6. Growth of Organic Products in Indian Markets 

The organic products market in India has shown consistent growth. Urban centers dominate consumption, 

while semi-urban markets are gradually expanding due to increased awareness and digital access. 

Table 3: Growth Trend of Organic Products Market in India 

Year Market Size (USD Billion) 

2019 1.2 

2021 1.8 

2023 2.5 

2025* 3.8 

7. Challenges in Marketing Organic Products 

• High prices 

• Limited availability 

• Lack of consumer awareness 

• Inadequate supply chain 

• Certification confusion 

Table 4: Key Challenges and Impact 

Challenge Impact 

High Prices Low affordability 

Limited Awareness Restricted demand 

Distribution Issues Poor reach 
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8. Suggestions 

1. Strengthen awareness through education and promotion 

2. Improve certification clarity and trust 

3. Reduce costs through efficient supply chains 

4. Expand digital and rural marketing 

5. Encourage government–private collaboration 

9. Conclusion 

The marketing and growth of organic products in Indian markets are influenced by health awareness, 

sustainability concerns, and evolving consumer preferences. While the market exhibits strong growth 

potential, challenges related to pricing, awareness, and accessibility persist. Strategic marketing, policy 

support, and improved infrastructure can help organic products become a mainstream choice in India. 
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