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Abstract - In ithis iarticle, ithe iresearcher istudies ithe ipsychological icharacter iof ithe irespondents iinorder ito iknow 

ithe ichances iof iadoption iof iorganic ifood iproduct iin iVirudhunagar iDistrict. iThe iresults iindicate ithat ithe 

ipsychological iattributes iof iDesire ifor iUnique iconsumer iBehaviour, iAvoidance iof iSimilarity, iCreative ichoice 

iand iUnpopular ichoice ihas ithe ihigh isignificant irelationship iwith ithe ineed ifor iuniqueness icharacter iof ithe 

irespondents. iAlong iwith ithat, ithe iresearcher ianalyse ithe ieffect iof ineed ifor iuniqueness ion irisk itaking iattitude 

iand ithe ireadiness ito ipay ithe iprice iof ithe iproduct. iThese iall ihas ibeen idone iwith ithe ihelp iof istatistical itools 

iof iFactor ianalysis. iBy itaking ithe iresults iof ifactor ianalysis, ithe ipath imodel ihas ibeen iconstructed iwith ithe 

ihelp iof iSEM. iThe ipath imodel ihas ibeen iassessed ion ithe ibasis iof ivalues iattained ifor iGFI,AGFI, iCMIN/DF, 

ipclose, iRMSEA iand iProbability ilevel. 

Key iwords: iAdoption, iPsychological, iOrganic ifood iproduct. 

I. INTRODUCTION 

Agriculture iis ithe ibackbone iof iour icountry. iNow, ithis 

iagriculture ibecomes ipoisoning idue ito ithe iusage iof 

ipesticides. iTo iovercome ithis, iorganic ifarming icame 

iinto iexistence. iOrganic ifarming iis igaining igradual 

imomentum iacross ithe iworld. iGrowing iawareness iof 

ihealth iand ienvironmental iissues iin iagriculture ihas 

idemanded ithe iproduction iof iorganic ifood iwhich iis 

iemerging ias ian iattractive isource iof irural iincome 

igeneration. iScientific isurveys iand ievidence iindicate 

ithat iparties iof ipesticides, isprayed ior iused iover icrops 

ileave iundisclosed iand iharmful ielements iwhich iare 

itransferred ito ihuman iand iother iliving ibodies ithrough 

igrains, ivegetables, ifruits iand igrasses icausing ia 

inumber iof idiseases, i iailments iand iharmful ieffects ion 

iour ihealth. iThe iindiscriminate iuse iof ipesticide 

iconcerns ithe ipresence iof ipesticide iresidues iin iour 

ifoods. iAccording ito iWHO, i14,000 ipeople idie ievery 

iyear iin ithe iworld idue ito ipesticide ipoisoning. iIts 

iimmediate ieffect ihas iappeared ion ithe ienvironment 

iand iecosystem ialso. iLarge-scale ideath iof ibirds iis 

ireported ievery iyear. iSo, iorganic ifarming iis iconsidered 

ia igood iform iof iagriculture iand iIndia iis iacting ias ia 

ipioneer ifor ithis isystem. 

Around i1730 ifarms iin iIndia ihave ibeen icertified ias 

ione\organic ifarmers iwith ian iarea iof iaround i2775 

ihectares. iIn iIndia, ithere iare i180 imillion ihectares ibut 

ionly i0.0015% iis iused ifor iproducing ithe iorganic 

iproduct iof ivegetables, ifruits, iherbals, irice iand iother 

iforms iof icrops. 

For ievery iproduct, ithere iis ia iutility. iConsumer iutility 

iis iderived ifrom ithe iconsumption iof igoods ior irather 

ithan ispecific iattributes iof ia iproduct. iSo, ithe 

iconsumers iare inot ipurchasing ithe iproduct, ithey iare 

ibuying ithe ibenefits ior ipromises imade iby ithe iseller. 

iSome iattributes iare iproduct ispecific i(taste, ifreshness, 

itexture, inutrients iof ibenefit ito ihealth ietc.) iand ithis 

iattributes ican ibe ienjoyed ionly iwhen ieating ia ispecific 

iproduct. iOther iattributes imay iperceive ias igeneral iin 

ithe isense ithat ithey iare igetting ione igood iattribute 

ialong iwith ianother iattribute. 

In iolden idays iagriculture ihugely idepended ion ihuman 

ilabour iand ilocal ifarming itechniques. iThe ifarmers iused 

iless ichemical ifertilizers; iinstead ithey iused ithe igreen 

imanures imuch. iBut inow-a- idays imore ichemical 

ipesitcides, iweedicides, ifertilizers ietc iare ibeing iused. 

iThe ifarmers iuse ithese ipesticides ito iprevent ithe icrops 

ifrom idiseases, ito icontrol iweeds, ito iincrease ifood 

iproduction iand ito iincrease iprofits. 

Pesticides ihave ibeen ilinked ito ia iwide irange iof ihuman 

ihealth ihazards iranging ifrom ishort iterm iimpacts isuch 
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ias iheadache iand inausea ito ichronic iimpacts ilike 

icancer, ireproductive iharm iand iendocrinal idisruption. 

To iovercome ithis, ian ialternative iagricultural isystem, 

iattractive isource iof irural iincome, iorganic ifarming 

icame iinto iexistence iearly iin ithe itwentieth icentury. 

iGrowing iawareness iof ihealth iand ienvironmental iissues 

ihas idemanded ithe iorganic ifarming. iIt iis igaining 

igradual imomentum iacross ithe iworld. iIndia iis iacting 

ias ia ipioneer ifor ithis isystem. 

Organic iFood iProduct 

Food iproduced iby iusing ifarming imethods ithat ido inot 

iuse iany isynthetic iinputs isuch ias i ichemical ifertilizers, 

ipesticides, ifood iadditives, ihormones, iantibiotics ior 

igenetically imodified iorganisms iare icalled iorganic 

ifood. iThe iprocess irelies ion inatural iinputs iand 

iecological iprocesses ito ipromote isoil ihealth iand 

ibiodiversity Organic isystems iavoid ithe iuse iof isynthetic 

ifertilizers, ipesticides iand igrowth iregulators. iInstead, 

ithey irely ion icrop irotations, icrop iresidues, ianimal 

imanures, ilegumes, igreen imanures, ioff-farm iwastes, 

imechanical icultivation, imineral-bearing irocks, iand 

ibiological ipest icontrol ito imaintain isoil ihealth, isupply 

iplant inutrients iand iminimize ithe iinsects, iweeds iand 

iother ipests. iBy ithis imethod iof ifarming iorganic ifood 

iproduct iis igrown iby iusing inatural ifertilizers iwhich 

iare inot iharmful ito ihealth iand ithe ienvironment ias 

iwell. I 

For this research, the researcher has taken six organic food 

products namely Organic Rice, Organic Fruits, Organic 

Vegetables, Organic Dhall, Organic Juice, and Organic Tea. 

For today’s generation, organic food product is new to the 

urban market of Sivakasi. So, the psychological characters 

of the market has been studied for the purpose of knowing 

adoption of organic foodproduct in the market. In this 

research, the researcher assess the willingness to pay the 

premium price for the organic food product.   

II. REVIEW OF LITERATURE 

Uniqueness iTheory  

Consumer’s ineed ifor iuniqueness irefers ito ithe iconcept 

ithat iindividuals iwill iseek ito iacquire iand iutilize igoods 

ito idevelop itheir iown ipersonal iand isocial iidentity iin 

ian ieffort ito idistinguish ithemselves ifrom iothers. i(Tian 

i& iMcKenzie, i2001). 

Need ifor iuniqueness icomponent iis iused ito istudy ithe 

ipsychological iaspects iof ithe ihuman ibeing. i iThe inew 

iproduct ineeds ito ibe iaccepted iwhile ilaunching ithe 

iproduct iin ithe imarket. i iHow ifar, ithe iproduct igets 

iaccepted, ithen ionly ithe iproduct ihas ibeen itried iand 

itest iby ithe inew icustomers. iThe iintention ito itry ithe 

inew iproduct imay iperhaps icome ifrom ithe 

ipsychological iway iof ithinking iof ithe iperson iwho iis 

ihaving ia ihigh ineed ifor iuniqueness. i iBecause ithis 

iintention imakes ithe ipeople itry ithe inew iproduct ion 

ithe imarket. iEven, ithey iare ithe ifirst imover iin ithe 

imarket iin itrying iand ithey icall iby ianother iname ias 

i“Innovator”. i iOnce, ithese ipeople iget isatisfied, iit 

ipaves ithe iway ito ithe iother ipeople iin ithe imarket 

i(i.e.) ithe ipeople iwho iare ihaving ithe iintention ito 

ipurchase ibut inot iready ito iput ithe ifirst istep. iThese 

ipeople iwait ifor isomeone iwho iwould itell ithe iopinion 

iabout ithe iproduct ias ito ipurchase iand inot ito ipurchase. 

iSlowly iadoption igets istarted ifor ithe inew iproduct. iIf 

ithe inew iproduct ifulfills ithe iexpectations iof ithe ipeople 

iin ithe imarket iit iwill iretain, ior ielse, iit iwill iquit ifrom 

ithe imarket. i 

The ineed ifor iuniqueness ialso ihelps ito istudy ithe 

inature iof ithe imarket. iBecause, iin ithe imarket, ithere 

iare itwo itypes iof ihuman ibeing ione iis ihaving ia ihigh 

ineed ifor iuniqueness iand ianother ione iis ia ihigh ineed 

ifor iassimilation. iTo ibe isuccessful iin ithe imarket, ithe 

imarket ishould iconsist iof ihigh ineed ifor iassimilation. 

iBut ithe ilow idegree iof ihigh ineed ifor iuniqueness iis 

ialso inecessary ifor ithe inew iproduct ito igive ithe 

iopinion ito ithe iother ipeople iabout ithe inew iproduct 

iafter itrying. iIf ithe imarket iis ihaving ia ihigh ineed ifor 

iuniqueness, ithe imarket iis iknown ias i“Heterophily” 

imarket iwhereas ithe isame imarket iis ihaving ia ihigh 

ineed ifor iassimilation, ithe imarket iis iknown ifor 

i“Homophily”. iFor ithe isuccessful iadoption iof ithe inew 

iproduct, iin ithe ihomophily imarket, ithere ishould ibe 

isome idegree iof ipeople iin ithe iform iof iheterophily.

  iUniqueness itheory i(Snyder i& iFromkin,n 

i1980) i ideals iwith ipeople’s iemotional iand ibehavioral 

ireactions ito iinformation iabout itheir isimilarity ito 

iothers. iAccording ito ithe itheory, ipeople ifind ihigh 

ilevels iof isimilarity iand idissimilarity iunpleasant iand 

itherefore iseek ito ibe imoderately idistinct ifrom iothers. i 

iAccording ito iuniqueness itheory, ipeople iseek ito iavoid 

ithe iunpleasant ieffect iassociated iwith iextreme 

isimilarity iand idissimilarity iby istriving ito imaintain 

imoderate ilevels iof iself-distinctiveness. iThis imeans ithat 

ias ipeople iperceive imore isimilarity ibetween ithemselves 

iand iothers, ithey ibecome imotivated ito iestablish itheir 

idissimilarity ior iuniqueness. 

So, ithis itheory iof iconsumer’s ineed ifor iuniqueness 

iexplains ihow ian iindividual’s ineed ifor iuniqueness ican 

iinfluence ibrand iresponses iand ithe ineed ito ibe 

idifferent ifrom iothers i(Ryan i2008; iTian, iBearden iand 

iHunter i2001) ithrough ithe ipursuit iof imaterial igoods 

i(Knight iand iKim i2007). iSnyder iand iFromkin i(1977) 

ifound iit iis ilogical ito ispeculate ithat idifferent ipeople 

iexhibit ivarying idegrees iof ineed ifor iuniqueness iin 

isimilar icircumstances iand ithis ican ihave ia isignificant 

iimpact ion itheir ipurchase idecision. iIndividuals iwith ia 

ihigh ineed ifor iuniqueness itend ito iadopt inew iproducts 

iand ibrands iquicker iwhich iis ipertinent ito ithe iindustry 
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ifor igrowth iaspects. iThis ineed ifor iuniqueness ican ibe 

idemonstrated iin ithree itypes iof iconsumer ibehavior. 

a) Desire ifor iUnique iConsumer iProduct 

The idesire ifor iunique iconsumer ibehavior imeasures ithe 

iextent ito iwhich iconsumers ihold ias ia ipersonal igoal 

ion ithe iacquisition iand ipossession iof iconsumer igoods, 

iservices, iand iexperiences ithat ifew iothers ipossess. i i 

b) Creative iChoice i/counter-conformity 

Creative ichoice icounter-conformity irefers ito ithe iability 

iof ian iindividual ito iuse ithe inew iproducts iin icreating 

itheir iown istyles iand ialso ito iexpress iself-image iof 

iwhich iit iis isocially iacceptable. iIt iis iconsidered ias ithe 

iproduct ito ibe ichosen ias ia iunique iand iapproved iby 

iother ipeople iin ithe isociety.(Lynn iand iHarris, i1997a; 

iTian iet.al.,2001) 

c) Avoidance iof iSimilarity 

Avoidance iof isimilarity irefers ito ian ieffort itaken iby 

ianindividual ito iavaoid iusing iwidely iadopted iproducts. 

iIt icauses iconsumers ito iavoid ithe idiscontinuance iof 

ibuying ithe iproduct ionce ithey ibecome idiffused 

i(Thompson iand iHaytko,1997). 

It ialso imeans ithe iproducts ior ibrands iare iselected ithat 

iare inot ilikely ito ibecome itoo ipopular, ibut ithat iwill 

idistinguish ithem ifrom iothers i(Dee i& iEun iYoung, 

i2007). iTo iavoid isimilarity iwith iothers, iconsumers 

imay idevelop ia ivariety iof istrategies. iFor iinstance, 

ithey imay ipurchase idiscontinued istyles, ishop iin 

ivintage istores, ior icombine iapparel iin iunusual iways. 

iMany iresearches ihave ishown ithat ithe ineed ifor 

iuniqueness ican ihave ia isignificant ieffect ion ia 

iconsumer’s ipurchase idecisions i(Simonson i& iNowlis, 

i2000). i iDisposition iand idiscontinued iproduct iuse ior 

ipurchase ito iavoid isimilarity ito iothers ioccurs ibecause 

iconsumers’ isuccess iin icreating idistinctive iself-images 

iand isocial iimages iis ioften ishort ilived. iBecause 

iconsumer ichoices, iparticularly icreative ichoices, imay 

iestablish ione’s iuniqueness, isuch ichoices iare ilikely ito 

iattract ifollowers iwho ialso iseek ito idevelop itheir 

ispecialness ior ishare ia icommon ilink iwith iearly 

iadopter igroups i(Tian, iet ial., i2001). i iSome iresearchers 

iidentify ithe iconditions iunder iwhich ithe idesire ifor 

iuniqueness ican iincrease idemand . 

d) Unpopular iChoice i 

Unpopular ichoice irefers ito iconsumer’s iuse ithe inew 

iproduct ideviating ifrom ithe icertain isocial inorms ito 

isome iextent. iThis ichoices imay ihave isocial 

idisapproval irisk ibut iit iwill iehaunce ithe isocial iimage 

iand iself-image(Tian iet.al., i2001). iThis isort iof 

ibehavior iwill igain iapproval iover ithe iperiod iof itime 

iand ithey imay iconsidered ias iFashion ileaders(Heckert, 

i1989). 

e) Avoidance iof inegative iattributes 

Avoidance iof inegative iattributes irefers ito ipeople iwill 

iswitch iover ito ithe inew iproduct iwhen ithe iexisting 

iconsuming iproduct idoes inot igive ipsychological 

isatisfaction. iIt iinfluences ithem ito igo ifor iadoption iof 

inew iproduct. 

Statement iof ithe iProblem 

Many inew iproducts iget iintroduced iin ithe imarket 

ievery iyear. iBut, iall iproducts icould inot igain isuccess 

iin ithe imarket. iOnly ifew iproducts iattain iall ithe istages 

iof iproduct ilife icycle. iFor ithe isuccess iof iany inew 

iproduct, ipsychological icharacter iof ithe iconsumer ihas 

ito ibe istudied ibefore ilaunching ia iproduct. iIt iacts ias ia 

ibase ifor iinducing ithe iperson ito iadopt ithe inew 

iproduct. iTherefore, ias isuch iorganic ifood iproduct iis 

iconsidered ias ia inew iproduct ifor ithe itoday’s 

igeneration. iTherefore, ithere iis ia ineed ito istudy ithe 

ipsychological icharacter ifor ithe iadoption iof inew 

iproduct iin ithe imarket i(i.e) ineed ifor iuniqueness. 

Research iquestions iand iObjectives 

The iresearch iquestions ifor ithis iresearch iis i 

1. To iknow ithe isocio-demographic iprofile iof ithe 

irespondents. 

2. To iknow ithe ipsychological icharacter iof iDesire 

ifor iUnique iConsumer iBehaviour, iAvoidance 

iof iNegative iattributes, iUnpopular iChoice, 

iCreative iChoice, iand iAvoidance iof isimilarity. 

3. To iknow ithe iimpact iof i ipsychological 

icharacter ion iNeed ifor iUniqueness 

4. To iknow ithe idirect ieffect iand iindirect ieffect 

iof ineed ifor iuniquenss ion iWillingness ito itake 

irisk iand iready ito ipay ithe iprice ifor ithe 

iorganic ifood iproduct. 

III. RESEARCH DESIGN 

The itype iof iresearch iused iin ithis istudy iby ithe 

iresearcher iis iDescriptive iresearch. i384 irespondents ihas 

ichosen ifor ithis istudy ifrom i8 italuks iof iVirudhunagar 

iDistrict iby iusing isample isize icalculatore imacorr.com 

iat i5 i% iconfidence iinterval. iThe irespondents iwere 

ichosen ion ithe ibasis iof iproportionate istratified irandom 

isampling. iStructured iquestionnaire ihas ibeen iused ifor 

ithis iresearch ito icollect ithe iprimary idata. 

Hypothesis ifor ithis istudy 

With ithis inote, ithe ihypothesis iset ifor ithis iresearch iare 

iDesire ifor iUnique iConsumer iProduct, iUnpopular 

ichoice, iAvoidance iof isimilarity, iCreative ichoice iand 

iAvoidance iof inegative iattributes idoes inot ihave iany 

isignificant irelationship iwith ithe ineed ifor iuniqueness. i 
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IV. DATA ANALYSIS 

The istatements ihas ibeen ianalysed iwith ithe ihelp iof 

istatistical itools ilike ichecking ithe ireliability iof ithe 

idata iand ithe ifactor ianalysis. iby itaking ithe imaximum 

iloading ifactor, ithe iSEM imodel ihas ibeen iconstructed 

ifor iNeed ifor iUniqueness. iReliability istatistics ihas 

ishown ithe ivalue iof i0.840 iof iwhich iit iis imore ithan 

i0.7, ias iprescribed iby iNunally i(1978), iconsidered ithe 

idata ias imore ireliable. iThe ireliability iresult iis ishown 

iin itable i1. 

Table i1 Reliability iStatistics 

Cronbach's iAlpha N iof iItems 

.840 26 

 

Factor iAnalysis 

Factor ianalysis iis ione iof ithe imultivariate idata ianalysis 

ithat ibegins iwith ithe iinvestigating irelationship ibetween 

ithe iset iof iobserved iand ilatent ivariables. iWhile 

iapplying ifactor ianalysis, ithe iresearcher imay iexamine 

ithe icovariance imatrix iof iobserved ivariables ito ifind 

itheir iunderlying ilatent iand ipattern iconstructs i(factors). 

iIn ithis idata, i ineed ifor iuniqueness iis iconsidered ias 

ithe iexogenous ivariable iand ithe icomponents iof iDesire 

ifor iunique iconsumer ibehavior, icreative ichoice, 

iAvoidance iof isimilarity, iAvoidance iof iNegative 

iAttributes, iUnpopular ichoice iare iall iconsidered ias 

iendogenous ivariable. iFor ithe iI istep iof iFactor 

ianalysis, iKMO itest ihas iconducted. iKMO itest ishows 

ithe iresult iof i0.804 iof iwhich iBarlett’s itest iof 

isphericity ihas ishown ithe isignificance. iNearly i20 

istatements ihave ibeen iput ifor ithe ifactor ianalysis. iIn 

ithis ifactor ianalysis, i7 istatements ihave iloaded iin iFirst 

ifactor, iAS4, iDFUCB2, iDFUCB4, iDFUCB5, iDFUCB6, 

iDFUCB7. iIn ithe isecond ifactor, ifour ifactors ihave 

ishown ihigh ivalues iand iit iis iAS4, iANA1, iANA2, iand 

iANA3. iIn ithe ithird ifactor, i3 istatements ihave iloaded 

iof iCC2, iCC3, iand iCC5. iIn ithe ifourth ifactor, ithe 

ithree istatements iof iUPC1, iUPC2 iand iUPC3 ihave 

iloaded ihigh ivalue iand iin ithe ififth ifactor, iCC1, 

iDFUCB1, iand iDFUCB3 ihas iloaded iand iit ihas inot 

itaken iinto iaccount ibecause iit iis iloaded iin ithe 

iunknown ifactor, itherefore iit ihas ibeen ieliminated ifor 

ithe inext ianalysis ito iframe ithe iSEM imodel iand ias 

iwell ias iAvoidance iof iSimilarity ivariables ihas ialso 

iloaded iin ithe iI iFactor iand iFactor iII. iSo iAvoidance 

iof iSimilarity ihas ibeen ieliminated. iIt ialso idoes inot 

itake iinto iaccount ifor ifurther ianalysis iand itotally ithis 

iindependent ivariable ihas ieliminated. iOn iframing ithe 

imodel iwith ithe ihelp iof iloaded istatements, iAVE, 

iComposite ireliability ihas ibeen icalculated iand ithe ipath 

imodel ihas ibeen iconstructed. 

 

 

Average ivariance iExtraction 

In iConfirmatory iFactor iAnalysis i(CFA) ithe iconvergent 

ivalidity iis imeasured ithrough istandardized ifactor 

iloading iand iAverage iVariance iExtracted i(AVE) 

ishould ibe igreater ithan i0.5. iThe icalculated iAverage 

iVariance iExtracted i(AVE) ivalue iis ipresented iin iTable 

i2. 

Table i2 Average iFactor iExtracted i– iNeed ifor 

iuniqueness 

Dimension 

Sum iof 

isquared 

ifactor 

iloading/ 

No iof 

iindicators 

AVE 

Desire ifor iUnique iConsumer iBehaviour( 

iDFUCB2, iDFUCB4,DFUCB5, iDFUCB6, 

iDFUCB7) 

3.045/5 0.609 

Analysis iof iNegative iAttributes 

(ANA1,ANA2,ANA3) 
2.272/3 0.7573 

Creative iChoice i(CC2, iCC3, iCC4) 1.921/3 0.6403 

Unpopular iChoice i(UPC1, iUPC2, iUPC3) 1.971/3 0.657 

Source: iComputed iData i 

For itesting iconvergent ivalidity, ithree ideterminants iare 

itaken iinto iaccount ito itest iand ithey iare iCronbach’s 

ialpha iScore, iAVE, i iand iComposite iReliability. i iAll 

ithe icomponents iAVE ihas ithe ivalue iof igreater ithan 

i0.5, itherefore ithe imodel iseems ito ibe ifit. 

Composite iReliability 

Composite iReliability i(CR) iis ithe imeasure iof 

ireliability iof ithe iconstruct. iIt imeasures ithe ioverall 

ireliability iof ithe iitems iloaded ion ia ilatent iconstruct. 

iThe icomposite ivalue iranges ifrom izero ito ione. iTable 

i3 

Dimension AVE CR 

DFUCB 0.609 0.7564 

ANA 0.7573 0.7414 

CC 0.6403 0.6874 

UPC 0.657 0.7001 

Source: iComputed iData 

The icomposite ireliability iof ithe ientire ilatent iconstruct 

icomposite ireliability iis imore ithan i0.7; iit iindicates ithat 

iadequate iinternal iconsistency iis iachieved iin ithe 

imeasurement imodel iof iNeed ifor iuniqueness. 

Evaluating ithe iFitness iof ithe iModel i– iNeed ifor 

iUniqueness 

After iconsidering ithe ivalidity iaspects, ithe idata ifulfilled 

ithe ivalidity iand ireliability iindexes iand inext ithe 

iresearcher iconsiders iseveral ifitness iindexes ithat ireflect 

ihow iwell ithe idata ifits ithe imodel. iThe ifitness iindex 

iis isupported iby istrong iliterature ithat ibeing ireferred. 

iWith ithis iregard, iGFI ihas iattain ithe iscore iof i0.924, 

iAGFI ivalue iof i0.903, iRMSEA ivalue iof i0.041 iless 

ithan i0.05, iCMIN ivalue iof i2.448 iless ithat i3. 
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Convergent iValidity 

Convergent ivalidity iis iestablished ibased ion ithe 

irelationships ibetween ilatent ivariables iand itheir 

iindicators. iA isingle ilatent ivariable imust iunderlie ieach 

iset iof iitems iin ia iseparate imodel ifor ieach iconstruct. i 

iThe isignificant iparameters iare iestimated ibetween 

ilatent ivariables iand itheir iindicators iwith ia ihigh ilevel 

iof ifit iof ithe imeasurement imodel ifor iall ilatent 

ivariables. iThe ifactor iloadings iof iall iitems ifor iall 

ilatent ivariables ihas ibeen ianalyzed iand ihas ibeen 

icalculated iby ihaving ithe imore iloadings iof i0.5 ifor 

iAVE, i0.7 ifor iCR. iBy itaking ithat ifactor, ithe 

iresearcher ihas icalculated iAverage iVariance iExtraction 

iand iComposite iReliability 

Table i4 

S.No Particulars Value 

1. Cronbach’s ialpha 0.840 

2. Average iVariance iExtraction 0.6514 

3. Composite iReliability 0.7643 

When iCronbach’s ialpha, iAverage iVariance iExtraction, iand iComposite iReliability iseems ito imore ithan ithe ivalue iof 

i0.5, ithe iconvergent ivalidity iexists iin ithe iresearch. iThe iadjusted iR
2
 ivalue iis i10.3% 

 

Fig:1 Effect iEstimation iof iNeed ifor iUniqueness iand iRisk-Taking ion iWillingness ito ipay ithe iprice 

In ithis imodel, iit ihas ibeen iframed ibased ion ithe idirect iand iindirect ieffect. i iThe iindirect ieffect ihas ibeen iformulated 

ion ithe ibasis iof iwhich ithe iperson iwho ihas ithe ihigh ineed ifor iuniqueness iis iwilling ito itake ithe irisk iand ithereby iit 

iinfluence ithem ito ipay ithe ihigh iprice ifor ipurchasing ithe iorganic ifood iproduct. iIn ithe idirect ieffect, ithe iperson iwho 

ihas ithe itendency ito ishow itheir iuniqueness iin ithe igroup, ithey imay iready ito ipay ithe iprice iand ithe iperson iwho iare 

iwilling ito itake ithe irisk ican ialso ipay imore ifor ipurchasing ithe iorganic ifood iproduct. iThe itotal ieffect, idirect ieffect 

iand iindirect ieffect ihas ishown iin ithe itable i5. 

Table i5 

S.No Total iEffect Direct iEffect Indirect iEffect 

 NFU Risk Price  NFU i Risk Price  NFU Risk Price 

Risk 0.784 - - Risk 0.639 - - Risk - - - 

Price 0.497 0.635  Price - 0.815 - Price 0.521 - - 

 

From ithe itable i5, iit iis iinterpreted ithat iin ithe itotal ieffect irisk itaking icapacity iis ihigh iin ithe iperson iwho ihas ia 

ihigh ineed ifor iuniqueness iand iin iPrice, i ithe iperson iwho iis ihaving iuniqueness itendency ito iadopt ithe inew iproduct 

iis iready ito itake ithe irisk. i iIn ithe idirect ieffect, ithe ivalue ishows ionly ifor iRisk iand iNeed iFor iuniqueness iand iPrice 

iwith ithe iRisk. iIt ishows ithat iNeed ifor iuniqueness icharacter iis iready ito itake ihigh irisk iand ialso ithe iperson iwho iis 

iwilling ito itake irisk iis ialso iready ito ipay ithe ihigh iprice ifor ithe iproduct. iIn iindirect ieffect, ithere iis ino isuch 
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idiscrepancy ibetween iall ithe ithree ivariables. iThe ionly ieffect iis iPrice iwith iNeed ifor iUniqueness. iTherefore, iit iis 

ipredicted ithat ithe idirect ieffect iis imore ithan ithe iindirect ieffect. iThe ivarious imeasurement ifitness imodel iis ishown iin 

ithe itable i6 

 

S.No CMIN/DF GFI AGFI CFI RMSEA PCLOSE Probability iLevel 

 2.380 0.952 0.922 0.890 0.047 0.116 0.000 

Model 

ifit 

<3 >0.9 >0.9 >0.9 <0.05   

 

 

Fig i:2 

V. FINDINGS AND DISCUSSION 

It iis iknown ifrom ithe ipath imodel ithat ithere iis ia 

isignificant irelationship ibetween ithe iDesire ifor iUnique 

iConsumer iBehaviour, iCreative iChoice, iAvoidance iof 

iNegative iAttributes, iand iUnpopular ichoice iwith ithe 

iNeed ifor iUniqueness. iDue ito ithe iinference ifrom ithe 

ifindings iof ithis iresearch, ithe imarket ihas ibeen 

iidentified ias iheterophily imarket. iThat iis ithe ineed ifor 

iuniqueness ihas igained ia ihigh iweight. iFor ithe 

iheterophily imarket, iword iof imouth icommunication iis 

ithe ibest iadoptable ipromotional itool ito ipass ithe 

iinformation iabout ithe iorganic ifood iproduct. i iThe 

ishop ihas ito iset iin ithe iplaces iwhere ithe ipeople iare 

ihighly iaccessible iand islowly ithe iproduct iwill igain 

iacceptance iin ithe imarket ithrough ioral icommunication 

iabout ithe inature iof ithe iproduct iamong ithe ipeople. 

iBecause ithe ipeople iwho iare ihaving ihigh ineed ifor 

iuniqueness iare ithe iinformation ipassers iabout ithe inew 

iproduct iin ithe imarket. 

VI. CONCLUSION 

The ifinding iof ithe iresearch iillustrates ithat iconsumers 

iwho ihave ithe ipsychological icharacter iof iDesire ifor 

iunique iconsumer ibehavior, icreative ichoice, iunpopular 

ichoice, iavoidance iof isimilarity ihave ithe ihigh 

isignificant irelationship iwith ithe ineed ifor iuniqueness. 

iIt ishows ithat ithe ipeople iare iready ito ipurchase ithe 

iorganic ifood iproduct iin ithe imarket iif ithe iproduct 

iavailable iin ithe imarket. iTherefore, iit ishows ithat ithere 

iis ia ihigh ichances iof iadoption iof iorganic ifood 

iproduct iin ithe imarket. 
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