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A B S T R A C T

Farming, without use of synthetic chemicals commonly referred as organic farming. It is becoming increasingly 
popular well over the world even in Sri Lanka. So that market for the organic produces has quickly evolved in recent 
years. This study was carried out with a view of identifying the niarket potentials for organic products and consumer 
buying behaviour in Colombo municipal council. In addition to that this study provides an analysis of consumer 
Willingness-To-Pay (WTP) for selected organic vegetables which decomposes the marginal effect of demographic 
variables. This study was conducted in three main supermarkets, namely Cargill’s, Arpico and Keels supper. Forty 
respondents were systematically selected from each supermarket.! According to the results, most of the consumers are 
aware of organic products and this awareness has influenced their consumption of organic, products. Majority of the 
consumers considered the quality as the most important factor to purchase organic product. The second important 
factor expected by the farmers is price of the organic product. Results of the Chi Square analysis revealed that the socio 
demographic factors such as income and education level significantly influence the WTP for both types (Up & Low 
country) of organic vegetables. Based on the study it can be concluded that consumer awareness effectively advance the 
demand for organic products and there is a high marketing potential to introduce organic products to supermarkets in 
Colombo municipal council.
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I N T R O D U C T I O N
O r g a n i c  a g r i c u l t u r e  i s  a n  a g r i c u l t u r a l  s y s t e m  

t h a t  p r o m o t e s  e n v i r o n m e n t a l l y ,  s o c i a l l y  a n d  
e c o n o m i c a l l y  s o u n d  p r o d u c t i o n  o f  f o o d ,  f i b e r ,  t i m b e r  
e t c .  I n  t h i s  s y s t e m  s o i l  f e r t i l i t y  i s  s e e n  a s  t h e  k e y  t o  
s u c c e s s f u l  p r o d u c t i o n .  W o r k i n g  w i t h  t h e  n a t u r a l  
p r o p e r t i e s  o f  p l a n t s ,  a n i m a l s  a n d  l a n d s c a p e ,  o r g a n i c  
f a r m i n g  a i m  t o  o p t i m i z e  t h e  q u a l i t y  in  a l l  a s p e c t s  o f  
a g r i c u l t u r e  &  t h e  e n v i r o n m e n t .  O r g a n i c  a g r i c u l t u r e  
s i g n i f i c a n t l y  r e d u c e s  e x t e r n a l  i n p u t s  b y  a v o i d i n g  t h e  
u s e  o f  c h e m o s y n t h e t i c  f e r t i l i z e r s ,  p e s t i c i d e s  a n d  
p h a r m a c e u t i c a l s .  I n s t e a d  i t  w o r k s  w i t h  n a t u r e  t o  
i n c r e a s e  b o t h  a g r i c u l t u r a l  y i e l d  a n d  d i s e a s e  r e s i s t a n c e .  
( I n t e r n a t i o n a l  F e d e r a t i o n  o f  O r g a n i c  A g r i c u l t u r e  
M o v e m e n t s -  I F O A M )

O r g a n i c  a g r i c u l t u r e  i s  c u r r e n t l y  p r a c t i c e d  in  
m o r e  t h a n  1 2 0  c o u n t r i e s .  I n  a  n u m b e r  o f  E u r o p e a n  
c o u n t r i e s  ( A u s t r i a ,  S w e d e n  a n d  S w i t z e r l a n d )  O r g a n i c  
a g r i c u l t u r e  n o w  a c c o u n t s  f o r  a r o u n d  1 0 %  o f  f a r m e d  
l a n d .  H u n d r e d  o f  t h o u s a n d s  f a r m e r s  i n  t h e  d e v e l o p i n g  
w o r l d  p r a c t i c e  o r g a n i c  f a r m i n g .  O r g a n i c  t r a d e  is  a  
r a p i d l y  g r o w i n g  s e c t o r .  F o r  m o r e  t h a n  a  d e c a d e  i t  h a s  
a c h i e v e d  a n n u a l  g r o w t h  r a t e  o f  1 0 -  2 5  % .  I n  a  n u m b e r  
o f  f o o d  s t o r e s  ( m o s t  n o t a b l y  i n f a n t  f o o d )  o r g a n i c  h a s  
m o v e d  f r o m  n i c h e  t o  m a i n s t r e a m  m a r k e t s  i n  m a n y  
c o u n t r i e s .  T h e  w o r l d  w i d e  v a l u e  o f  o r g a n i c  t r a d e  h a s  
d o u b l e d  in  t h e  l a s t  3  y e a r s  a n d  r e a c h e d  a n  e s t i m a t e d  2 5  
b i l l i o n s  o f  U S $  in  t h e  y e a r  2 0 0 3 .  ( I F O A M ,  2 0 0 4 )  T h e  
t o x i  l o g i c a l  s u r v e y  c o n d u c t e d  b y  L o n d o n  F o o d  
C o m m i s s i o n  o n  a c t i v e  i n g r e d i e n t  c u r r e n t l y  p e r m i t t e d  
f o r  u s e  b y  t h e  U n i t e d  K i n g d o m  p e s t i c i d e  
m a n u f a c t u r e s .  R e s u l t s  o f  t h e  s u r v e y  s h o w e d  t h a t  o f  t h e  
4 2 6  c h e m i c a l s  l i s t e d ,  6 8  t o  b e  c a r c i n o g e n i c ,  6 1  t o  
m u t a g e n i c  a n d  3 5  t o  h a v e  v a r i o u s  r e p r o d u c t i v e  e f f e c t s ,  
r a n g i n g  f r o m  i m p o t e n c y  t o  a  v a r i e t y  o f  b i r t h  d e f e c t s .  I n  
t o t a l ,  4 0  %  o f  t h e  p e s t i c i d e s  c u r r e n t l y  i n  u s e  w e r e  
l i n k e d  w i t h  a t  l e a s t  o n e  a d v e r s e  e f f e c t .  ( A g r o c h e m i c a l ,  
2 0 0 1 ) . I n  S r i  L a n k a  o r g a n i c  f a r m i n g  p r a c t i c e s  w i t h  
p r o p e r  s t a n d s  w e r e  i n i t i a t e d  in  1 9 7 9  b y  a  n o n

To Pay, Market Potential
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g o v e r n m e n t  o r g a n i z a t i o n ,  n a m e l y  “ G a r n i  S e v a  
S e v a n a ”  ( J a y a k o d y ,  2 0 0 1 ) . I n  a  s u r v e y  d o n e  a m o n g  t h e  
o r g a n i c  c o n s u m e r s  i n  S r i  L a n k a ,  I t  h a s  r e v e l e d  t h a t  
t h e y  w a n t e d  f r e s h  a t t r a c t i v e ,  t a s t y ,  n u t r i t i o u s  &  
c o n v e n i e n t  o r g a n i c  f o o d s .  C o n s u m e r s  w a n t e d  t o  
p u r c h a s e  o f  h i g h  q u a l i t y  a t  a f f o r d a b l e  p r i c e s .  ( P A L M  
F o u n d a t i o n ,  1 9 9 9 )

T h e  r e s e a r c h  c o n d u c t e d  in  K a n d y  d i s t r i c t  t o  
i d e n t i f y  w i l l i n g n e s s  t o  p a y  f o r  s e l e c t e d  o r g a n i c  
v e g e t a b l e s  h a s  r e v e l e d  t h a t  t h e  d e m o g r a p h i c  f a c t o r s  
( i n c o m e ,  e d u c a t i o n ,  a g e  a n d  f a m i l y  s i z e )  s i g n i f i c a n t l y  
i n f l u e n c e  t h e  w i l l i n g n e s s  t o  p a y  f o r  o r g a n i c  v e g e t a b l e s  
a n d  h i g h  p o t e n t i a l  t o  i n t r o d u c e  o r g a n i c  p r o d u c t s  t o  
s u p p e r  m a r k e t s  i n  K a n d y .  ( P i y a s i r i  a n d  A r i y a w a r d a n a ,  
2 0 0 1 ) .  O r g a n i c a l l y  p r o d u c e d  f o o d s  a n d  o t h e r  p r o d u c t s  
a r e  t h e  b e s t  t o  p r e v e n t  t h e  n u m e r o u s  h e a l t h  h a z a r d s .  
O r g a n i c  v e g e t a b l e s  h a v e  h i g h  d r y  m a t t e r  c o n t e n t  a n d  
l e s s  w a t e r  c o n t e n t .  S o  t h a t  i t  h a s  a  h i g h e r  k e e p i n g  
q u a l i t y ,  l e s s  p o s t  h a r v e s t i n g  l o s s e s  e v e n  t r a n s p o r t a t i o n .  
(www. unescap. orz/rural/doc)

H o w e v e r ,  i n  S r i  L a n k a  t h e  m a r k e t  f o r  o r g a n i c  
p r o d u c t s  is  n o t  w e l l  d e v e l o p e d  a n d  m a r k e t  s t a t i s t i c s  a r e  
u n a v a i l a b l e .  I t  i s  c h a r a c t e r i z e d  b y  l a c k  o f  p r o p e r  r e t a i l  
v e n u e s ,  l a c k  o f  c o n t i n u o u s  s u p p l y ,  l a c k  o f  
c e r t i f i c a t i o n ,  p o o r  q u a l i t y  p r o d u c t s  e t c .  F u r t h e r ,  n o n e  
o f  t h e  m a r k e t e r s  h a v e  a d o p t e d  s u c c e s s f u l  m a r k e t i n g  
s t r a t e g i e s  f o r  t h e  p r o v i s i o n s  o f  t h e  o r g a n i c  m a r k e t  in  
t h e  c o u n t r y .  B u t ,  t h e r e  i s  a  g r o w i n g  t r e n d  a m o n g  t h e  
u r b a n  c o n s u m e r s  t o  t r y  o r g a n i c  p r o d u c t s  f r o m  p l a c e s  
w h e r e  t h e y  c o u l d  g e t  a n  a s s u r a n c e  a b o u t  t h e  q u a l i t y  o f  
t h e  p r o d u c t s ,  a s  t h e y  d o  n o t  g e t  a n y  c h a n c e  t o  c o n s u m e  
p e s t i c i d e  f r e e  f o o d  p r o d u c t s .  ( A n u r a d h a ,  2 0 0 1 )  
C o n s u m e r  a w a r e n e s s  a n d  e x p e r i e n c e s  a b o u t  o r g a n i c  
p r o d u c t s  c o u l d  d e t e r m i n e  t h e  d e m a n d  f o r  t h e s e  o r g a n i c  
p r o d u c t s .  F u r t h e r m o r e ,  m a r k e t  p o t e n t i a l s  a r e  m a i n l y  
d e t e r m i n e d  b y  c o n s u m e r  p r o s p e c t  o f  t h e  p r o d u c t  
a t t r i b u t e s ,  w h i c h  a r e  a t t a c h e d  t o  t h e  p r o d u c t  s u c h  a s  
p r i c e ,  q u a l i t y ,  c e r t i f i c a t i o n  e t c  ( K o t l e r ,  2 0 0 1 ) .  
T h e r e f o r e ,  p r o d u c e r s  m u s t  i d e n t i f y  s u c h  q u a l i t i e s  a n d
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WILLINGNESS-TO-PAY (WTP) FOR SELECTED ORGANIC VEGETABLES

t h e i r  l e v e l  o f  i m p o r t a n c e  in  a d a p t i n g  s u c c e s s f u l  
p r o m o t i o n  c a m p a i g n s .

G i v e n  t h i s  b a c k g r o u n d ,  t h i s  s t u d y  w a s  
c o n d u c t e d  w i t h  t h e  g e n e r a l  o b j e c t i v e  o f  i d e n t i f y i n g  t h e  
m a r k e t  p o t e n t i a l  a n d  W i l l i n g n e s s - T o - P a y  f o r  o r g a n i c  
v e g e t a b l e s  i n  C o l o m b o  m u n i c i p a l  c o u n c i l  a n d  s p e c i f i c  . 
o b j e c t i v e s  o f  t h i s  s t u d y  a r e  i d e n t i f y  c o n s u m e r  
a w a r e n e s s  a n d  p a s t  e x p e r i e n c e  r e g a r d i n g  o r g a n i c  
p r o d u c t s ,  e s t i m a t e  W i l l i n g n e s s - T o - P a y  f o r  o r g a n i c  
v e g e t a b l e s  , i d e n t i f y  t h e  s o c i o  d e m o g r a p h i c  f a c t o r s  
i n f l u e n c e  t h e  W i l l i n g n e s s - T o - P a y  f o r  o r g a n i c  
v e g e t a b l e s  a n d  i d e n t i f y  t h e  i n c o m e  g r o u p  w h i c h  
c o n s u m e  m o r e  o r g a n i c  v e g e t a b l e s .

M E T H O D O L O G Y

T h r e e  d i f f e r e n t  t y p e s  o f  s u p e r m a r k e t s  in  
C o l o m b o  m u n i c i p a l  c o u n c i l  w e r e  p u r p o s e l y  s e l e c t e d  a s  
th e .  s a m p l e .  N a m e l y  A r p i c o  in  u n i o n  p l a c e ,  C a r g i l l s ’ i n  
B a m b a l a p i t i y a  a n d  K e e l s  S u p e r  i n  w o r d  p l a c e  a s  t h e s e  
m a r k e t s  a r e  v e r y  p o p u l a r  s u p e r  m a r k e t s  in  S r i  L a n k a .  
H o w e v e r ,  f o r t y  c u s t o m e r s  w e r e  s y s t e m a t i c a l l y  s e l e c t e d  
f r o m  e a c h  o f  t h e  s u p e r m a r k e t s .  T h e r e f o r e ,  t h e  f i n a l  
s a m p l e  c o m p r i s e d  o f  1 2 0  r e s p o n d e n t s  w h o  c a m e  t o  
b u y  v e g e t a b l e s  f r o m  t h e  s u p e r m a r k e t s .  A l l  t h e s e  1 2 0  
r e s p o n d e n t s  w e r e  i n t e r v i e w e d  d u r i n g  t h e  m o n t h  o f  
J ^ p u a r y  2 0 0 5 .

P r i m a r y  d a t a  w e r e  c o l l e c t e d  f r o m  t h e  c o n s u m e r  
s u r v e y  u s i n g  a  p r e t e s t e d  q u e s t i o n n a i r e .  I n f o r m a t i o n  
w a s  g a t h e r e d  b a s i c a l l y  u n d e r  t h r e e  m a i n  a r e a s .
( I )  S o c i o  d e m o g r a p h i c  f a c t o r s  ( i n c o m e ,  e d u c a t i o n ,

a g e ,  g e n d e r  e t c ) ,
( I I )  A w a r e n e s s  o f  o r g a n i c  v e g e t a b l e s  a n d  p a s t  

. e x p e r i e n c e s  a b o u t  o r g a n i c  p r o d u c t s ,
( I I I )  B u y i n g  p r e f e r e n c e  o f  o r g a n i c  v e g e t a b l e s  a n d

a d d i t i o n a l  W i l l i n g n e s s - T o - P a y  f o r  s e l e c t e d
o r g a n i c  v e g e t a b l e s .

I n  a d d i t i o n  t o  t h a t ,  g e t  t h e  i n f o r m a t i o n  o n  r e s p o n d e n t ’s  
c o m m e n t s  a n d  s u g g e s t i o n s  t o  i m p r o v e  t h e  o r g a n i c  
v e g e t a b l e  m a r k e t s .  F i v e  t y p e s  o f  o r g a n i c  v e g e t a b l e s  
w e r e  s e l e c t e d  f o r  t h e  s t u d y  f r o m  L o w - C o u n t r y  a n d  U p -  
C o u n t r y  v e g e t a b l e s .  T o m a t o  a n d  B r i n j a l  a r e  t h e  L o w -  
C o u n t r y  v e g e t a b l e s  a n d  C a b b a g e ,  C a r r o t  a n d  L e e k s  a r e  
t h e  U p - C o u n t r y  v e g e t a b l e s .  T h e  i n f o r m a t i o n  r e g a r d i n g  
t h e  a d d i t i o n a l  W i l l i n g n e s s - T o - P a y  w a s  o b t a i n e d  a f t e r  
e x p l a i n i n g  t h e  b e n e f i t s  o f  o r g a n i c  p r o d u c t  
c o n s u m p t i o n  a n d  p r o v i d i n g  t h e  p r e v a i l i n g  p r i c e  o f  
e a c h  t y p e  o f  i n o r g a n i c a l l y  p r o d u c e d  v e g e t a b l e s .

D i s t r i b u t i o n  p a t t e r n  o f  t h e  d a t a  a n d  r e l a t i o n s h i p  
a m o n g  d i f f e r e n t  f a c t o r s  e x p l a i n  b y  u s i n g  t h e  
d e s c r i p t i v e  d a t a  a n a l y s i s  t e c h n i q u e .  C h i -  S q u a r e  t e s t  is  
u s e d  a s  t h e  s t a t i s t i c a l  t e s t  t o  e x p l a i n  t h e  s i g n i f i c a n c e  o f  
t h e  o v e r a l l  r e l a t i o n s h i p  b e t w e e n  t w o  q u a l i t a t i v e  
v a r i a b l e s .

R E S U L T S  &  D I S C U S S I O N

C o n s u m e r  a w a r e n e s s  is  o n e  o f  t h e  b e s t  f a c t o r s  
t o  d e t e r m i n e  t h e  m a r k e t  p o t e n t i a l  o f  o r g a n i c  p r o d u c t s .  
A m o n g  t h e  t o t a l  r e s p o n d e n t s ,  9 3 . 3 %  h a d  a w a r e n e s s  
a b o u t  o r g a n i c  p r o d u c t s ,  w h i l e  6 . 7 %  d i d  n o t  h a v e  
a w a r e n e s s  a b o u t  o r g a n i c  p r o d u c t s .  C h i - S q u a r e  o n e  
w a y  a n a l y s i s  p r o v e d  t h a t  t h e s e  t w o  p e r c e n t a g e s  a r e  
s i g n i f i c a n t l y  d i f f e r e n t .

Information on Organic Product Passing to Public 
. : . T h e ; s t u d y .  r e v e a l e d  t h a t  p e r s o n a l  

c o m m u n i c a t i o n ,  p u b l i c a t i o n s  a n d  m a s s  m e d i a  a r e  t h e  
t h r e e  t n a i n ' : w a y s  t h r o u g h  w h i c h  t h e y  g e t  k n o w l e d g e  
a b o u t  o r g a n i c  p r o d u c t s .

Table 1: Sources of awareness of organic products

Sources________ • - : •_________ Percentage______
Publication 42.9%
Personal communication 35.7%
Mass media___________________ 21.4%______________

A c c o r d i n g  t o  t h e  T a b l e  1 , 4 3 %  o f  t h e  
r e s p o n d e n t s  w e r e  m a d e  a w a r e  t h r o u g h  p u b l i c a t i o n  
w h i l e  3 6 % ,  2 1 %  o f  t h e  p e o p l e  m a d e  a w a r e  a b o u t  
o r g a n i c  p r o d u c t s  b y  p e r s o n a l  c o m m u n i c a t i o n s  a n d  
m a s s  m e d i a  r e s p e c t i v e l y .  B a s i c a l l y  p e r s o n a l  
c o m m u n i c a t i o n  ( m e e t i n g s  a n d  t e l e p h o n e  
c o n v e r s a t i o n s )  i s  d o n e  b y  n o n  g o v e r n m e n t a l
o r g a n i z a t i o n s  s u c h  a s  L a n k a  O r g a n i c  A g r i c u l t u r a l  
M o v e m e n t  ( L O A M ) ,  G a r n i  S e v a  S e v a n a  ( G S S )  e t c .  
T h e y  c o p d u c t  d i f f e r e n t  t y p e s  o f  a w a r e n e s s  p r o g r a m s  t o  
k e e p  m e m b e r s  a w a r e .  W i t h  c o m p a r e  t o  o t h e r  t w o  
m e t h o d s  m a s s  m e d i a  g i v e  l e s s  c o n t r i b u t i o n  t o  p a s s  
i n f o r m a t i o n  t o  p u b l i c  o n  o r g a n i c  p r o d u c t s .

Past Organic Product Consumption Experiences , i
T h e  a s s o c i a t i o n  b e t w e e n  c o n s u m p t i o n 'a n d .  t h e  

a w a r e n e s s  o f  t h e  o r g a n i c  p r o d u c t s  , i s  j s t a t i s t i c a l l y  
s i g n i f i c a n t .  9 0 %  o f  t h e  r e s p o n d e n t s ^  w h o  h a v e  h a d  
a w a r e n e s s ,  c o n s u m e d  o r g a n i c  p r o d u c t s .  T h i s  r e s u l t  
r e v e a l s  , t h a t  m o s t  o f  t h e  c o n s u m e r s  a r e  aware o f 
o r g a n i c  p r o d u c t s  a n d  t h i s  a w a r e n e s s  h a s  i n f l u e n c e d  
t h e i r  c o n s u m p t i o n .  T h i s  i n d i c a t e s  t h a t  a w a r e n e s s  
p r o g r a m s  a b o u t  o r g a n i c  p r o d u c t s  c o u l d  b e  a n  e f f e c t i v e  
w a y  o f  p r o m o t i n g  t h e  c o n s u m p t i o n  o f  o r g a n i c  
p r o d u c t s .

T h e  a s s o c i a t i o n s  b e t w e e n  p a s t  e x p e r i e n c e  o f  
c o n s u m p t i o n  o r g a n i c  p r o d u c t s  a n d  c o n s u m e r s ’ 
e d u c a t i o n  l e v e l ,  m o n t h l y  h o u s e h o l d  i n c o m e  l e v e l s  a r e  
p r e s e n t e d  in  T a b l e  2 .

A c c o r d i n g  t o  C h i -  S q u a r e  a n a l y s i s ,  m o n t h l y  
h o u s e h o l d  i n c o m e  a n d  t h e  e d u c a t i o n  l e v e l s  a r e  t h e  
f a c t o r s  t h a t  h a v e  a n  a s s o c i a t i o n  w i t h  p a s t  c o n s u m p t i o n  
o f  o r g a n i c  p r o d u c t s .  A c c o r d i n g  t o  t h e  T a b l e  2> p e o p l e  
w i t h  e d u c a t i o n  u p  t o  g r a d u a t e  l e v e l  o r  a b o v e ,  h a d  
h i g h e s t  p a s t  c o n s u m p t i o n  e x p e r i e n c e  ( 6 8 % )  c o m p a r e d  
t o  o t h e r  t w o  c a t e g o r i e s .  A m o n g  t h e  o t h e r  t w o  
c a t e g o r i e s  u p  t o  A / L  h a d  h i g h e r  p a s t  c o n s u m p t i o n  
e x p e r i e n c e  ( 2 7 % )  c o m p a r e d  t o  5 %  in  O / L  c a t e g o r y .

T h i s  i m p l i e s  t h a t  t h e  c o n s u m p t i o n  o f  o r g a n i c  
p r o d u c t s  m o s t l y  p r a c t i c e d  b y  e d u c a t e d  p e o p l e  a n d  i t  i s  
p o p u l a r  in  t h e  e d u c a t e d  s o c i e t y .  T h e  o t h e r  i m p o r t a n t  
f a c t o r  t h a t  e f f e c t s  t o  t h e  c o n s u m p t i o n  i s  i n c o m e  l e v e l .  
T h e  h i g h e r  i n c o m e  l e v e l  h a d  h i g h e s t  p a s t  c o n s u m p t i o n  
e x p e r i e n c e  ( 5 1 % ) .  A m o n g  t h e  o t h e r  t w o  c a t e g o r i e s  
l o w e s t  i n c o m e  g r o u p  h a d  l o w e s t  p a s t  c o n s u m p t i o n .  
T h i s  r e s u l t  c l e a r l y  i l l u s t r a t e  w h e n  i n c r e a s i n g . t h e  
i n c o m e  l e v e l  t h e  c o n s u m e r s  t e n d  t o  c o n s u m e  m o r e  
o r g a n i c  p r o d u c t s .
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Table 2: experiences Past in consumption organic products with Income levels and Education levels

___________________________________ Education level_________________  Income (Rs.’000)______________________________
O/L A/L GRD <20 20-40 >40

Past experience % 5.0 27.0 68.0 5.0 44.0 51.0
Not past experience %_________  36.0 27.0 36.0 __________  64.0 27,0____ 9.0____________________________

Significantly association at P  < 0.05 *OZL-General Certificates Examination o f  Ordinary Level *A/L- G C E  Advance Level *GRD- 
graduation level or similar qualifications

Table 3: AWTP for Up-County and Low-Country Organic vegetables

AWTP % of respondents for % of respondents for
___________________Up-Country vegetables___________________  Low-Country vegetables________________________ _

<10% 83 12.5 ~ ' ~
11%-25% 35.0 70.8
>25% 56.7 . 16.7

Additional Willingness-To-Pay (AWTP) for Up- 
Country and Low-Country Organic Vegetables

. G e n e r a l l y  p r i c e s  o f  t h e  o r g a n i c  v e g e t a b l e s  a r e  
h i g h e r  t h a n  t h e  n o n - o r g a n i c  v e g e t a b l e s .  T o  i d e n t i f y  t h e  
W i l l i n g n e s s - t o - P a y  f o r  s e l e c t e d  o r g a n i c  v e g e t a b l e s  
s e p a r a t e l y  f o r  U p - C o u n t r y  a n d  L o w - C o u n t r y ,  t w o  
c a t e g o r i e s  o f  v e g e t a b l e s  w e r e  c o n s i d e r e d .  C a b b a g e ,  
C a r r o t ,  a n d  L e e k s  f o r  U p - C o u n t r y  a n d  T o m a t o  a n d  
B r i n j a l  f o r  L o w - C o u n t r y  w e r e  c o n s i d e r e d  f o r  t h e  
s t u d y .  W i l l i n g n e s s - t o - P a y  w a s  v a r y i n g  a c c o r d i n g  t o  
t h e  t y p e s  ( L o w - C o u n t r y  a n d  U p - C o u n t r y )  o f  o r g a n i c  
v e g e t a b l e s .  A W T P  w a s  o b t a i n e d  b y  i n d i c a t i n g  t h e  
p r e v a i l i n g  p r i c e s  o f  i n o r g a n i c a l l y  p r o d u c e  v e g e t a b l e s  
in  t h e  s u p e r m a r k e t  a s  t h e  b a s e  v a l u e .  T h e  r e s u l t s  s h o w s  
t h a t  a l m o s t  a l l  t h e  c o n s u m e r s  l i k e  t o  p a y  h i g h e r  p r i c e s  
f o r  o r g a n i c  v e g e t a b l e s  w h i l e  f o r  U p - C o u n t r y  o r g a n i c  
v e g e t a b l e s  W i l l i n g n e s s - T o - P a y  i s  m u c h  h i g h e r  t h a n  
L o w - C o u n t r y  o r g a n i c  v e g e t a b l e s .

A c c o r d i n g  t o  t h e  T a b l e  3 ,  m a j o r i t y  o f  t h e  
r e s p o n d e n t s  a r e  ( 5 6 . 7 % )  w i l l i n g  t o  p a y  m o r e  t h a n  2 5 %  
f o r  o r g a n i c a l l y  p r o d u c e d  U p - C o u n t r y  v e g e t a b l e s  t h a n  
i n o r g a n i c a l l y  p r o d u c e  v e g e t a b l e s .  T h a t  is  b e c a u s e  
h i g h e r  a p p l i c a t i o n  o f  p e s t i c i d e  f o r  U p - C o u n t r y  
v e g e t a b l e s .  T h e r e f o r e  c o n s u m e r s  t e n d  t o  b u y  U p -  
C o u n t r y  o r g a n i c  v e g e t a b l e s  b y  p a y i n g  h i g h e r  p r i c e s .  
F o r  L o w - C o u n t r y  o r g a n i c  v e g e t a b l e s ,  m a j o r i t y  a r e  
( 7 1 % )  w i l l i n g  t b  p a y  l l % - 2 5 %  m o r e  p r i c e .  
A p p r o x i m a t e l y  9 1 %  a n d  8 7 %  o f  t h e  r e s p o n d e n t s  a r e  
w i l l i n g  t o  p a y  m o r e  t h a n  1 1 %  f o r  U p - C o u n t y  a n d  
L o w - C o u n t r y  o r g a n i c  v e g e t a b l e s  r e s p e c t i v e l y .

A WTP for Different Types o f Organic Vegetables
A d d i t i o n a l  W i l l i n g n e s s - T o - P a y  ( A W T P )  f o r  

l k g  o f  T o m a t o  is  f l u c t u a t i n g  9 % -  2 7 %  a r o u n d  t h e  
a v e r a g e  o f  1 8 % . W h e n  c o n s i d e r i n g  t h e  p r i c e  o f  
B r i n j a l ,  l k g  v a r i e s  i n  b e t w e e n  5 %  - 2 0 %  a r o u n d  t h e  
a v e r a g e  o f  1 2 .5 % .  T h i s  c l e a r l y  s h o w s  t h a t  t h e  
c o n s u m e r s  t e n d  t o  p a y  h i g h e r  p r i c e s  f o r  t h e  T o m a t o  
t h a n  B r i n j a l  ( F i g u r e  1 ) . Q u a l i t y  i m p r o v e m e n t s  s u c h  a s  
l e s s  w a t e r  c o n t e n t ,  l o n g  s t o r a g e  a b i l i t y  a n d  t h e  t a s t e  o f  
o r g a n i c  p r o d u c t s ,  e s p e c i a l l y  f o r  p e r i s h a b l e  v e g e t a b l e s  
l i k e  T o m a t o  is  t h e  m a i n  r e a s o n s  t o  p a y  h i g h  p r i c e .

W h e n  c o n s i d e r i n g  t h e  U p - C o u n t r y  o r g a n i c  
v e g e t a b l e s ,  c o n s u m e r s  t e n d  t o  p a y  h i g h e r  p r i c e s  f o r  
C a b b a g e  t h a n  C a r r o t  a n d  L e e k s  ( F i g u r e  2 ) .  T h e  
A d d i t i o n a l  W i l l i n g n e s s - T o - P a y  f o r  1 k g  o f  C a b b a g e  
c h a n g e s  i n  b e t w e e n  1 9 %  -  3 7 %  a r o u n d  t h e  a v e r a g e  o f  
2 8 % .  A c c o r d i n g  t o  t h e  c o n s u m e r s ’ v i e w s  f o r  h i g h  
p a y i n g  o f  O r g a n i c  C a b b a g e  is  f r e e  f r o m  i n o r g a n i c  
f e r t i l i z e r s  a n d  p e s t i c i d e s  in  t h e i r  l i f e  c y c l e .  O r g a n i c  
C a b b a g e s  c o n t a i n  l e s s  w a t e r ;  h i g h  t a s t e  a n d  l o n g  p e r i o d  
s t o r a g e  a b i l i t y  a r e  t h e  o t h e r  r e a s o n  f o r  t h e i r  h i g h  
w i l l i n g n e s s .  T h e  p r i c e  c h a n g e  o f  t h e  1 k g  o f  C a r r o t  is  in  
b e t w e e n  1 0 %  -  1 9 %  a r o u n d  t h e  a v e r a g e  o f  1 4 .5 %  a n d  
t h a t  i s  t h e  s e c o n d  h e i g h t s  A W T P  r e c o r d e d .  T h e  p r i c e  
c h a n g e  o f  l k g  o f  L e e k s  i s  in  b e t w e e n  2 7 %  -  1 5 %  
a r o u n d  t h e  a v e r a g e  o f  2 1 % .  A c c o r d i n g  t o  t h e s e  r e s u l t s ,  
C o n s u m e r s  a r e  w i l l i n g  t o  p a y  h e i g h t s  p r i c e  f o r  C a b b a g e  
f o l l o w e d  b y  C a r r o t  a n d  L e e k s .

Factors that Influence the Additional Willingness- 
To-Pay (AWTP) fo r Organic Vegetables

I n  a d d i t i o n  t o  t h e  t y p e  o f  v e g e t a b l e s  t h e r e  a r e  
s o m e  d e m o g r a p h i c  f a c t o r s  ( m o n t h l y  h o u s e h o l d  i n c o m e  
l e v e l s ,  a g e  g r o u p s ,  e d u c a t i o n  l e v e l s  a n d  g e n d e r )  w h i c h  
a r e  a f f e c t e d  t o  t h e  A W T P  f o r  b o t h  t y p e s  o f  o r g a n i c

i ,

v e g e t a b l e s  a r e  p r e s e n t e d  in  t a b l e  4  a n d  5 .
A c c o r d i n g  t o  t h e  T a b l e  4  a n d  5 ,  t h e r e  is  a n  

a s s o c i a t i o n  b e t w e e n  m o n t h l y  h o u s e h o l d  i n c o m e  l e v e l  
a n d  e d u c a t i o n  l e v e l  o f  t h e  c o n s u m e r s  w i t h  t h e  A W T P  
f o r  b o t h  t y p e s  o f  o r g a n i c  v e g e t a b l e s .  B u t  a g e  
c a t e g o r i e s  a n d  t h e  g e n d e r  o f  t h e  c o n s u m e r s ’ a s s o c i a t e d  
w i t h  o n l y  t h e  L o w - C o u n t r y  o r g a n i c  v e g e t a b l e s .  
A c c o r d i n g  t o  t h e  r e s u l t  w h e n  i n c r e a s i n g  t h e  e d u c a t i o n  
l e v e l  t h e  i e v e l  o f  A W T P  a l s o  i n c r e a s e s  f o r  b o t h  t y p e s  
o f  o r g a n i c  v e g e t a b l e s .  P o s s i b l e  i m p l i c a t i o n s  s u g g e s t  
t h a t  h i g h e r  e d u c a t e d  c o n s u m e r s  m a y  e x a g g e r a t e  t h e  
t r u e  r i s k  o f  p e s t i c i d e  u s a g e  o r  h i g h e r  e d u c a t e d  
r e s p o n d e n t s  h a v e  a  l o w e r  d e g r e e  o f  c o n f i d e n c e  in  
p r o d u c i n g  s a f e  s t a n d s .  W h e n  c o n s i d e r e d  t h e  i n c o m e  
v a r i a b l e  w i t h  t h e  A W T P  f o r  b o t h  t y p e s  o f  o r g a n i c  
v e g e t a b l e s ,  t h o s e  w h o  h a v e  l o w  m o n t h l y  h o u s e  h o l d
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Figure 2: Percentage of AWTP for Up-Country Organic vegetables

Table 4: Sample characteristics of demographic factors and AWTP of Low-Country Organic vegetables

Education level__________Income (Rs.’QOO)_________ Age (yrs)______________Gender
AWTP O/L A/L GRD <20 20-40 >40 18-30 31-50 >51 male female
<10% 53.0 13.0 33.0 53.0 34.0 13.0 66.0 20.0 14.0 20.0 80.0
ll%-25% 3.0 32.0 65.0 6.0 49.0 45.0 . 32.0 49.0 17.0 37.0 63.0
>25% 10.0 15.0 75.0 15.0 15.0 70.0 25.0 20.0 55.0 70.0 30.0

Significantly association at P<  0.05

Table 5: Sample characteristics of demographic factors and AWTP of Up-Country Organic vegetables

Education level Income (Rs.’OOO)
AWTP O/L A/L GRD <20 20-40 >40
<10% 40.0 30.0 30.0 38.0 31.0 31.0
ll%-25% 10.0 40.0 50.0 9.0 55.0 36.0
>25% 6.0 18.0 76.0 0.0 18.0 82.0

Significantly association at P<  0.05

income willing to pay comparatively low percentage 
of AWTP with comparing to people who have high 
house hold income. This showed AWTP for both types 
of organic vegetables, increases with the monthly 
household income level of the consumers.

When it is considered the age of the consumers 
with the AWTP, similar trend as Education level can 
be seen for Low-Country organic vegetables. The 
highest percentage of AWTP was recorded from the 
oldest age group, those who over 51 yrs of age while 
lowest percentage of AWTP was recorded from the 
youngest age group. Health consciousness is the main 
reason for paying high price for organic vegetable of 
older group.

When considering the gender of the consumers 
with the AWTP of Low-Country organic vegetables, 
males recorded high Willingness-To-Pay for organic 
vegetables than female. That is because male dominant 
society in Sri Lanka.. However when consider the Up- 
Country organic vegetables there are no restriction

among gender and age groups of the consumers for 
paying higher prices.

Table 6: Past consumption of Organic products

Products Past Consumption%
Spices 30
Vegetables 24
Fruits 21
Leafy vegetables 17
Animal products 4
Tea 4

According to Table 6 , highest past consumption 
was recorded for the organic spices fallowed by 
organic vegetables and organic fruits. Organic animal 
products and organic tea recorded comparatively low 
percentage of past consumption experience due to 
unaffordable prices.

According to Table 7, highest expected 
consumption will be organically produced vegetables,
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fruits and leafy vegetables respectively. There is a 
demand for these products and a high potential to 
introduce organic products to supermarkets in 
Colombo municipal council.

Table 7: Expected consumption of Organic products

Products Expected Consumption%
Vegetables 30
Fruits 24
Leafy vegetables 23
Spices 16
Animal products 4
Tea 3

Reasons for buying Organic Vegetables
The major reasons recorded by the consumers 

for buying organic vegetables were, maintaining of 
good health condition, environmental friendliness high 
taste and other quality improvement characters. 
Majority of the respondents (98%) buy organic 
vegetables to maintain there health condition. They 
believe organic vegetables are free from synthetic 
chemical pesticides. This attribute addresses the strong 
risk aversion to the ingestion of pesticide residues. 
2 1 % of the consumers buy organic vegetables because 
it is an environmental friendly product. It reduces the 
environment pollution. 9% of the respondents buy 
organic vegetables due to high taste than non-organic 
vegetables. Therefore organic product market could 
cater to these consumer expectations by introducing 
organic vegetables and fruits to supermarkets in 
Colombo.

Expected Product Attributes
In addition to the selection of organic 

vegetables, consumers also revealed that they expect 
more attributes along with the vegetables. Such 
attributes indicated were quality, price, certification, 
shop environment and packaging. Almost all the 
consumers (more than 98%) indicated that the quality 
of the organically produced vegetables should be 
superior to that of inorganically produced vegetables. 
They consider freshness, cleanliness and external 
appearance of the vegetables. Because of that reason 
there should be continuous supply of fresh vegetables 
in supermarkets. 81.7% of the respondents said that the 
price is an important factor when determining them to 
buying organic vegetables. 52.5% of the respondents 
consider the certification of the products. 60% of the 
respondents are willing to buy organic vegetables from 
supermarkets due to that they think it will be a good 
assurance of the certified organic vegetables. 42.5% of

the respondents think about the shop environment. 
76% of the respondents’ don’t consider about the 
packaging on vegetables. They think it will be an 
unnecessary value increment on the vegetables.

CONCLUSIONS

This study indicated that consumer awareness 
effectively advances the demand for organic products, 
it could be concluded that adoption of proper 
awareness programs would help in promoting the 
organic vegetable consumption. The respondents’ 
higher important determinants in deciding their buying 
behaviour of organic products are quality & price. In 
order to enhance the quality of organic vegetables, 
establishment of proper local certification stands 
should be considered. The Additional Willingness-To- 
Pay for organic vegetables is significantly influenced 
by monthly household income and education level of 
the consumers. This provide food marketing agents 
with a better understanding of consumer purchase 
behavior, preferences and believes that are relevant to 
organic production these findings are specially 
encouraging those who are developing marketing 
strategies for organic produces.
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