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Majority of the consumers purchase organic groceries for a better healthy living and due to environment 

friendly procedure of growing them. The prominent age group where organic consumption is prominent is 

between 15 to 45. The average monthly expenditure on organic groceries by the respondents is between 100-

500 AED. The prime factors that have an impact on the consumers for purchasing organic groceries offline 

are cheaper prices, lower shelf life, brand image, genuity, self-choose and pickup option. When it comes to 

online purchasing within the same category, genuity, technology awareness, cheaper prices, ease of ordering 

and brand image are the prime factors that have an impact on online purchases of organic groceries.  

The interest towards shopping for organic groceries online is equally proportionate with the interest towards 

shopping offline. Only half of the sample size population has heard of Organic&Real.com, which is an online 

organic grocery retail in UAE. Consumers like the on-time delivery service and the ease of ordering procedure 

of Organic&Real.com while high price is one aspect that some of the consumers had an issue with. The 

advantages organic industry has is that they are environment friendly and promote healthy living. The crucial 

points in the organic industry that need to be addressed are the lower shelf life, limited availability and 

customized suggestions. As organic groceries do not have any preservatives and are grown through complete 

natural procedures, it is expected to have a lower shelf life but one of the industry experts mentioned that there 

are techniques to preserve the organic groceries.  

 

Introduction 

In the 21st century, where change occurs 

every day related to technology, growth, 

global warming and many more, the one 

area of concern for every individual is 

health. One of the primary areas which has 

a crucial impact on the health of an 

individual is the food he/she consumes. 

Though eating healthy food could be one of 

the ways to keep a person nutritious and 

healthy, the process of how the food has 

been grown matters a lot. Indirectly or 

directly agriculture has a crucial role to play 

here. While today there are a lot of 

moderntechniques of farming,let’s discuss  

 

 

 

about the two popular methods of farming 

i.e. conventional and organic farming. 

Conventional farming involves a quick 

procedure of produce as it involves the 

usage of chemicals, pesticides and 

fertilizers. Many studies have raised 

concerns on this method of farming.One of 

the main reasons for this quick farming has 

been the explosive industrial growth. On 

the other side organic farming is based on 

the idea of responsible environmental 

behaviour and tries to minimize the social 

costs associated with the conventional 

farming. It is an agricultural production 

system based on respect for natural cycles 
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that sustain the health of soils, ecosystems, 

and people (Koocheki 2004). The type of 

farming does not use chemicals and the 

growing process goes through multiple 

check-ups by state and private certifiers. 

They also pave way sustainable agricultural 

land. Due to this process, the farmers end 

up spending more in the process of organic 

farming as the certification of organic has a 

certain procedure and a lot of checks. The 

soil needs to be pesticide free for past 3 

years (CHAIT, 2018) and every product 

used in the process should be organic. This 

is all costs a premium to the farmers which 

is in-turn passed to the consumer but 

looking at the benefits the organic groceries 

offer,consumers might want to pay the 

premium. 

With lot of open source information around, 

the awareness on the harmful effects of 

chemicals present in foods produced by 

conventional farming is increasing among 

the consumers. The trend towards 

purchasing organic food is growing among 

people. (al., 2015). The market for the 

organic groceries has grown four-fold in the 

last 20 years. In 2015, the organic food sales 

globally were worth 81.6 billion US dollars. 

(Jelena Golijan, 2018) 

Looking at the trend, consumers all over the 

globe are gradually inclining towards 

buying organic groceries. In the meantime, 

technology has disrupted every food trade 

industry (big to small), making life too easy 

for consumers by letting them order 

groceries at their fingertips through online 

shopping. It has also started to make a 

significant impact in the organic food 

industry as well. There have been a lot of 

organic grocery e-commerces that have 

come up in recent times and offer organic 

groceries (fruits and vegetables, 

dairy,meat,fish) at the fingertips of the 

consumer. The webstores can offer a much 

wider range of groceries than the offline 

stores and can provide better descriptions of 

each product on their web pages for the 

consumers to read. The ease of purchasing 

good health at fingertips and the reduced-

price offerings from e-commerces as they 

save cost involved inthe bring up of retail 

outlets-is quite lucrative and the organic e-

commerce industry might be aiming to milk 

the opportunity. However, web stores 

cannot offer the touch and feel of a real 

physical product and face-to face 

interaction with sales staff which is much 

required at this stage where organic 

groceries and their benefits are still not very 

common across the globe. 

Across the globe, UAE is one such country 

where the acceptance of organic foods has 

been gradually increasing in the last few 

years. Few of the reasons are the high per 

capita income, people from all around the 

globe and the awareness of the health. Also, 

with the acceptance and a rapid growth of 

the online shopping phenomena in UAE 

(Abdeldayem, 2010), many online organic 

e-commerces have come up. The gaps 

between the consumers, organic groceries 

and online shopping is what the researcher 

has investigated, and the further study will 

be conducted based on these three 

parameters. People in UAE are much more 

aware than before on the health issues 

caused by the chemicals in the conventional 

foods. Thus, the demand for the organic 

groceries has been increasing. But the vat of 

5% being applied to all kinds of foods 

might have brought a difference to this 

thought. Consumers in UAE have become 

more price sensitive(Sawy, 2019). On the 

other side, with technology taking a heads-

up all over the globe, in 2018, UAE 

residents had spent Dh36 billion on online 
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shopping according to a joint report 

produced by PayPal and Ipsos(UAE 

economic bulletin, 2018). Looking at the 

trend, several organic ecommerces have 

emerged. The relation between organic 

groceries and online shopping though has 

many positive points to look at, like 

convenience, wide variety, better price 

offerings etc., it has certain negative points 

too which need to be addressed. The 

researcher believes that the study will help 

to address the gaps and benefit the online 

grocery e-commerces in future. 

The research will be conducted exclusively 

in UAE and will study the demographics 

and psychographics of the health-conscious 

consumers and analyse their willingness to 

buy organic groceries online from organic 

based e-commerce store, 

Organic&Real.com. The online store will 

be compared with the key organic market 

players in UAE i.e. Greenheartfarms UAE, 

Oranicfoodsandcafe and Ripe Organic. 

Three of the key players who have been 

there for more than 13 years in the industry 

and operate through both online and offline 

stores whereas Organic&Real.com, who 

launched in April 2018, operates only 

through the online store.  

The importance of the research is it will 

identify the gaps between the consumers 

and the organic groceries e-commerce 

companies, and the findings would be 

provided which will eventually result in 

business growth. The research will also 

benefit the upcoming organic online 

retailers in the UAE industry as they can 

address these gaps in prior and act 

accordingly. The upcoming exclusive 

organic and natural Dubai Expo 2019 is an 

evidence for the growth of organic industry 

in UAE. 

(https://organicandnatural.com/event-

overview/, n.d.) 

 

Research Objective 

 

To analyse the customer willingness to buy 

organic groceries. 

To assess the reasons of customers buying 

and not buying organic groceries online. 

To compare Organic&Real.com with their 

online and offline competitors. 

To recommend the strategies to 

Organic&Real.com to grow. 

 

Literature review 

Global Organic Food Industry 

 

Organic groceries are the ones grown in an 

environment, free from 

chemicals,pesticides and genetically 

modified methods. The world has given a 

big nod to this way of growing groceries as 

they are very healthy and contain much 

more nutritional value than the 

conventional groceries. 

 

The total global organic food and drinks 

sales has crossed US$100 billion in 

2018(The Global Market For Organic Food 

& Drink: Trends & Future Outlook, 2019). 

The two key reasons for the tremendous 

global growth are the ‘rise in the awareness 

of the benefits’ and ‘the availability of wide 

range’ of organic groceries. Though the 

largest markets for the organic groceries are 

the US and Europe,their contribution to the 

total sales was less than that of last year as 

the demand from emerging economies has 

been strengthening. Due to various good 

reasons, awareness of health among the 

emerging economies has been increasing. 

Still, US and Europe have a total revenue 

share of 90% together which was 97% 

fourteen years ago. US holds the highest 

country global sales of 45%. Few emerging 

and developed economies like India, China 
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and Brazil, who were previously only 

exporting the organic groceries due to 

internal low demand have started 

developing their internal markets as 

awareness is on rise. European countries 

hold the next highest market share after the 

US and the highest spending countries on 

organic groceries are from Europe. Middle 

East contributes to 0.1% of the global 

category sales of organic packaged foods 

and beverages. The consumer demand is 

increasing and currently 178 countries are 

reporting organic farming 

activities.(Heinze, 2018). More than 80% 

of the organic foods produces are from 

Asia, Africa and Latin America. 

 

The organic grocery distribution is now 

rapidly increasing within supermarkets, 

discounters, drugstores, pharmacies and the 

catering and foodservice sector. The 

organic ingredients are being used in 

several chained food establishments 

starting from the likes of McDonalds and 

many more. 

The global online grocery purchasing too 

has raised to US$70 billion which is 15% 

more than what it was in 2016. According 

to a Nielson Connected Commerce report, 

in 2018, of the total internet users ,95% of 

them have made an online purchase which 

is 2% more than what was recorded in 2016. 

Reports stated that 26% of the online users 

purchase fresh groceries online.(Deepak, 

2018).  

 

UAE Organic Food Industry 

There is Federal Law of Food and Safety 

which takes care of the food security and 

safety measures in UAE. The NOP 

(National Organic Program) makes checks 

to certify the organic farms and organic 

products. Any organic product in UAE, 

needs to be produced by using at least 90% 

of the external organic ingredients. There 

are three categories of certification based 

on the percentage of ingredients used in the 

making of organic ingredients. On passing 

all the checks, the NOP provides the 

permission to use the logo of UAE 

authorised organic products. Any product 

in the market without this logo is to be 

treated as a non-organic product as per the 

law. Any violation in the label usage would 

lead to a penalty ranging from 10,000 to 

1,00,000 AED. (Sterling Internation 

Consultancy) 

 

The growth rate of the organic products is 

forecasted to raise to AED230 million by 

2023. (Health and Wellness in the United 

Arab Emirates, 2019). The fact that the 

organic foods are better for human health 

than the conventional foods, the demand for 

organic foods has been growing with the 

increasing awareness over the period. With 

regard to this, the UAE government has 

been tremendously supporting and 

encouraging towards organic farming 

which is helping to reduce the carbon 

footprint (et.al, Exploring the Consumption 

of Organic foods in the UAE, 2015).As of 

2016, in UAE, the total number of organic 

farms were spread in 46900 acres while in 

2004 the spread was just of 5 acres. 

According to the 2018 report,the total 

organic sales of packaged foods and 

beverages in UAE was US$38.1 million 

contributing to 0.1% of the total global 

sales which makes it the 34th largest market 

in the world(Global Organic Trade UAE, 

2017). 38% of the consumers purchased 

more organic products in 2018 when 

compared to that of the previous 

year.(Appetite for organic foods in UAE 

has increased by almost 40%, 2019) Fruits 

and vegetable make the major share of the 

organic market in UAE, taking it to 69%. 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

ISSN 0976-7193 (Print) ISSN2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014,Volume 

11 Issue 1 

5 
 

 

Compared to the global online grocery 

performance,MiddleEast is way ahead in 

YoY performance. Shopping with Amazon 

regionally increased from 52% to 76% 

which is better than the global increase to 

65%. (Sawy, Digital disruption is changing 

the Middle East consumer, 2019).Almost 

75% of the regional population said they 

were likely too purchase groceries online 

which was higher than that of last year’s 

58% and the global response of 50%.While 

the key players in online grocery are many, 

a few have kept their focus on  organic 

online grocery which are 

Real&Organic.com, Ripe Organic, 

Greenheart UAE and few more. While most 

of them have both online and offline 

organic groceries, Organic&Real.com 

operates only through online grocery. 

Fortified foods have recorded a sale of 

AED2963 million in the year 2017 while 

the organic foods have a sale of AED115 

million. Fortified groceries are very well 

accepted in  

UAE as people believe what they are eating 

is healthy as there added nutrients injected 

into groceries. On the other side 

hydroponics is a big boom in UAE. 

Fighting with the climatic and limited 

agricultural land challenges, hydroponics 

can grow fruits and vegetables with little to 

no soil. All the process needs are nutrient 

water and the vertical farming setup. The 

groceries can be produced for a competitive 

price as the investment of land is very less 

in this process. Though the process is very 

efficient, it is not natural. The government 

has made a clear statement that hydroponic 

groceries cannot be certified as organic 

groceries. Organic retailers must cash on to 

this point as in all other ways hydroponics 

and fortified groceries are much more cost 

efficient and available 

 

Company Introduction & Analysis: 

Organic&Real.com (O&R) 

Organic&Real.com is an online organic 

grocery retailer/standalone e-commerce, 

launched in UAE in April 2018. The 

company sells exclusive certified organic 

groceries and groceries (vegetables, fruits, 

poultry, dairy etc.). Within a span of 3 

months the company listed over 2000 

products on their website. The company’s 

focus is to have all the products with the 

healthy organic label under its roof and to 

hold the number one position in the market. 

The site delivers groceries all over UAE 

with the support of third-party logistic 

partners. The vision of O&R is to make the 

organic groceries affordable to everyone 

and thus developing a healthy nation. O&R 

is forecasting to expand in 20 countries 

within 5 years, with an immediate goal to 

expand to Bahrain, Saudi and one state of 

India by the end of the 2nd year of the 

company. The current trends the company 

is observing is that the demand for organic 

vegan food is rising. The fast-moving 

groceries of the retail are baby food 

products, fresh fruits and vegetables, honey 

and dates.  

Since the launch of the company in April 

2018, O&R has been doing aggressive 

marketing campaigns in-order to create 

awareness of their product among the UAE 

residents. They had a 50% off sale and 

special customised food baskets for Eid 

2019. O&R also conducted a 4week 

culinary challenge in UAE as a healthy and 

tasty food campaign. (Organic & Real.com 

launches new weekly Culinary challenge, 

2018). O&R promises the delivery within 

48hrs of the order purchase while one of its 

competitors OrganicFoods&Café promises 

delivery of organic groceries within one 

hour in Dubai. This is an area which the 
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competitors might have an extra edge. 

When it comes to the price factor, the price 

of one kg of apples in O&R is 26AED while 

the price of the same in their competitor’s 

(Ripe Organic) offline store is 16AED. 

Even though O&R is a pure online organic 

grocery retail, it is not able to offer the 

prices below what the offline stores of their 

competitors do. 

O&R is unique in a way by not having any 

offline stores like its competitors do but the 

uniqueness comes with added advantages 

and disadvantages. The disadvantages are 

that they cannot register a physical presence 

in the consumer minds and cannot provide 

the touch and feel of O&R and the quality 

of the organic groceries before the 

purchase. 

On the other side, the competitors have 

been in the organic food market for more 

than 10 years. They are well established 

both in the market as well as in the 

consumer mindsets. Considering the above 

factors, for O&R to become well 

established in UAE than its competitors, the 

company will have to face a lot of 

challenges.  

All the key players in the organic grocery 

segment have both online and offline 

presence. In a way, they are the competitors 

to O&R as they satisfy the customers both 

ways (offline and online). One of such 

competitors is Ripe Organic. Ripe Organic 

is a nine-year-old company which has 4 

outlets in Dubai and has several weekend 

craft markets all over UAE.(About Ripe, 

n.d.). The word community is frequently 

used in the campaigns they run. They 

conduct several events all over UAE where 

they promote local agriculture and help 

local farmers, artisans and businesses. Ripe 

Organic has started online delivery as well 

and they offer same day delivery services in 

Dubai. Their webstore is designed with a 

rugged cloth template which portrays the 

authenticity of the organic groceries. They 

do not claim anywhere that they sell 100% 

certified organic groceries which draws out 

the possibility that the groceries can be 

from any of the 4 type of certifications 

(100%,95-99%,70-94% and below 70%) 

provided by the government. The Vat5% 

which is being applied to all kinds of foods 

has led to a rise in the regular food prices. 

Along with this, the slowing economy has 

also a part to play in making the luxurious 

living UAE consumers, price conscious. 

Consumers today think twice before buying 

the groceries. This consumer mindset will 

have an impact on the sales of premium 

food products (organic foods).(Health and 

Wellness in the United Arab Emirates, 

2019) 

As of now there are 4 key competitors in the 

online organic retail segment. Ripe 

Organic, Greenheart farm UAE, 

OrganicFoodsandCafe and Spinneys. All 

the competitors have their presence from 

more than 10 years. Now even the big 

players like Carrefour, EmiratesBioFarm, 

Noon.com and Amazon.com have also 

entered the online grocery retail segment. 

Though it’s not direct competition, it is a 

huge indirect competition which cannot be 

ignored.  

 

Academic Literature 

Environmental concern and health 

concernarethe main reasons why people 

purchase organic products. People 

nowadays are more concerned about them 

and their surroundings. While awareness of 

health has led people to understand the 

difference between organic and 

conventional farming, but still there seem to 

be certain barriers/reasons by consumers 

for not buying organic products. Studies 

state that healthy lifestyle and willingness 
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to pay are two prime factors that have an 

impact on the purchase of organic products. 

Higher price tag and doubt about the 

genuineness of the organic certification are 

two prime barriers of the buying behaviour 

of organic food consumers. (al., 2015). 

Some of the key factors that are limiting the 

consumption of organic foods are cost, 

availability, shelf life, taste and lack of 

knowledge. Even though the number of 

organic farms is increasing exponentially 

and the consumption of organic foods in 

UAE is also increasing,there is still a large 

segment of population who prefer 

consuming conventional foods are certain 

reasons. In a study conducted between 

October,2013 and December,2013 on 266 

respondents using the cross-sectional 

research method, 211 were found to be 

aware of the organic products while 55 

were not. Of the 211, 30.8% of them 

consume organic foods at least once in a 

month out of which 21% purchase organic 

foods once in a week. While a section of 

them agree that organic foods are healthy 

and sound trendy, 64% of them think that 

the short shelf life would limit the 

consumption usage. The irony is most of 

them feel there is no difference between 

organic and conventional foods in the 

amount of nutrition being provided. This 

was supported with the stats that 62% of 

them believe conventional foods give all 

the nutrients required.Though most of them 

had to say that the cost is the limiting factor 

for the organic food consumption, the were 

aware with the fact that spending more on 

organic products is not a waste of 

money.67.3% of the people felt the reason 

for limited consumption is limited 

availabitiy.54.5% do not prefer the taste of 

the products.57% don’t believe that organic 

foods are grown without the intervention of 

any chemicals(Wasan A. A. Al-Taie, 2015). 

This point is supported by the test 

performed by the US Department of 

Agriculture which spotted that the organic 

foods had one-third the residuesas many as 

of the conventional foods. (Benbrook, 

2002) 60% respondents were aware of the 

environmental and health impact of the 

consumption of organic products. Even 

after knowing the environmental and health 

benefits, taste is the main reason for limited 

consumption. (Shafie, 2012). Usually the 

cost of the organic products is between 20-

80% more than that of the convention 

foods. (Wasan A. A. Al-Taie, 2015) 

 

A research was conducted on the ‘customer 

satisfaction of online shopping in UAE’ 

with 242 respondents who were students 

from colleges. (Abdeldayem, A study of 

customer satisfaction with online shopping: 

Evidence from the UAE, 2010)The main 

aspect that drives online shopping is service 

quality. There is a debate that time 

efficiency and competitive pricing is what 

drives the consumers to the online shops, 

but every online store does that. The only 

unique parameter that can differentiate is 

service quality. With the high extensive use 

of internet, it has become essential to 

provide great experience for the survival of 

online businesses. 81.5% of the respondents 

pointed to the fact that internet expertise is 

very essential variable for customer 

satisfaction. 75.7% of the respondents 

agreed that web-store properties play a 

crucial role in their will to shop online. 

71.2% of them agreed that in/on-time 

delivery and customer support have an 

impact on customer satisfaction when it 

comes to online shopping. The male 

students had high scores for agreeing that 

webstore properties and price cost influence 

consumer satisfaction whereas the female 

students had high scores saying risk is a 
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crucial variable. The research finally 

suggests that the consumer willingness to 

buy products online does not depend only 

on ease of use, usefulness and enjoyment 

but also on some other factors like webstore 

traits (price cost etc.), channel traits (on 

time delivery, risk etc.) and consumer traits 

(internet expertise, ease of ordering etc.). 

(Abdeldayem, A study of customer 

satisfaction with online shopping: Evidence 

from the UAE, 2010).  

 

Conceptual/Research Framework 

 

Research Design and Methodology 

 

Problem Statement 

What is the strategy of Organic&Real.com 

to attract consumers who are either 

reluctant to purchase organic groceries for 

various reasons or who like to purchase the 

organic groceries offline? 

 

Hypothesis 

H1: Price is a constraint for consumers to 

purchase organic groceries (both online and 

offline). 

H2: The genuineness of the organic 

groceries is a concern to the people which 

is leading them to buy conventional 

groceries (both online and offline). 

H3: Environmental concern is a driving 

factor for consumer to purchase organic 

groceries. (both online and offline) 

H4: Brand image plays a major role in the 

consumer purchase of organic groceries. 

(offline) 

H5: Ease of ordering influences the 

consumer to make an online purchase. 

H6: Door step delivery plays a major role 

in consumers purchasing organic groceries 

online. 

H7: Technology awareness is very 

important for consumer to make an online 

purchase of organic groceries. 

 

Research Design 

Both primary and secondary research 

methods would be used for this project. For 

secondary research, the researcher has 

inferred case studies, research papers, 

reports from the likes of Euromonitor and 

organic trade union UAE. A lot of articles 

(journals, news articles, peer reviewed 

articles) were referred to understand the 

UAE organic and online market. Also, the 

observations made till date on the 

consumer’s perception on online shopping 

and organic consumption has assisted the 

researcher in narrowing down the sub 

objectives. The primary research would 

involve both Qualitative and Quantitative 

research.  

 

Research Methodology 

Please refer the below diagram for the 

further break down of the primary research 

and forthe research methodology being 

used. 

 

Data finding and Analysis 

Data Analysis would be done using excel. 

Regression and correlation technique 

would be used to determine the relationship 

between the independent and dependent 

variables. 

Qualitative Analysis 

Expert In-Depth Interviews 

UAE is split into demographics of people 

(Population and demographic mix, 2019). 

The purchasing factor is what enables the 

people. The acceptance for organic 

groceries has risen in the past couple of 

years. Number of organic stores and 

products have increased. Thanks to social 

media, people today know what organic is 
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though they don’t know the entire picture. 

People buy it is because they understand the 

nutrient value, the detox process, lifestyle 

effect, social influencing factor, 

environment friendliness backwards also. 

They know it is not about tomorrow but 

what happens 5 years from now.For some, 

it is a social stigma(shopping from 

Spinneys is a prestige issue than shopping 

at (Al Madina).The primary reason for not 

buying organic groceries is the pricing.The 

top players of organic in UAE are Bio 

Organic, Planet Organic, Carrefour Bio 

Organic, OrganicFoods&Café and Ripe 

Organic. Stores like Spinneys and 

Robinsons also do a lot of organic selling in 

UAE.There cannot be a different USP for 

the online retailers as the business model of 

all the retailers will be the same. So, the 

retailer’s USP should not be of the 

marketing segments (discount) but it should 

be of the value (not just monetary but a 

perpetual outcome in the results). Discounts 

and customer acquisition budgets are not 

USPs. Those are part of the marketing 

segments. A bigger, harder, heavier giant 

can squeeze on that. UAE market is still a 

virgin market. The doubt is the trigger for a 

consumer to move from one vendor to the 

other. The marketing guys role is to create 

the doubt and then convince the doubt. 

Online organic grocery retailers cannot buy 

in bulk. They need to order exclusively 

organic groceries while the big giants order 

a lot and organic groceries are just a part of 

it. Landing cost is much higher and on top 

of that is what they can sell. Cyber 

insecurity has a very crucial role to play 

(Pay online, Pay COD). The risk factor on 

the customer side is low for COD but for the 

retailer it becomes a big trouble. Factors 

like receiving delay, customer 

unavailability, customer unacceptance 

create a logistic loss for the retailer. On the 

other side, pay it and then we will deliver 

gives the user much more comfort. In such 

scenario, if the payment security is not 

guaranteed, it will take a big hit on the 

customers. Delivery is a big factor for 

online shopping and the key reason for that 

is consumer convenience.The online 

grocery retailer delivers handpicked 

groceries at a cheaper price.Customised 

suggestion help attract the consumers as 

that is more engaging and spoon feeding is 

what the consumers are looking for 

today.Ease of ordering plays a crucial role 

too in online shopping and is measured 

through the number of clicks on the website 

of the store. Weather is not a parameter that 

influences online shopping of organic 

groceries most of the timesthe whole 

process of going, buying groceries and 

coming back happens through air-

conditioned routes.  

Rojin has worked with “el Grocers” 

previously which is an online grocery retail 

store in UAE. He has majorly contributed 

in increase the retail tie-ups from 20 stores 

to 123 stores which led to an increase of the 

revenue by 50%. 

Pranav Mohan-Operations 

Executive at Organic & 

Real.com-Online Organic 

Grocery Retail 

The basic idea behind the company is to 

give more access of organic products and 

make it affordable to the customers. Manu, 

CEO of clinic over here and found a lot of 

youngsters with cancer, sickness. When he 

went to the root cause of this, he got to 

know about the reason behind having more 

cancerous patients is the processed foods 

and the lifestyle. That was the basic agenda 

to start this company. 
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Price is the big issue for middle class or 

upper middle-class people. The production 

of organic groceries is less in UAE and thus 

the prices are high. Most of the retailers had 

taken advantage of this scenarios and priced 

the groceries much higher. We did a lot of 

market study and research from Nov 2018 

to Mar 2019.After talking to lot of 

customers and after an extensive survey, we 

got to know about the products which 

customers tend to consume. From there 

onwards, we started reducing the price of 

these products. We directly started talking 

to the farmers other than going with 

middlemen. There are some stores which 

can’t reduce their prices because that will 

create a doubt within their subscribers but 

‘Organic and real.com’ being the new seller 

in the market does not have this risk. We, 

being an online store, people were 

sceptical, thinking whether we will be able 

to deliver the organic products once they 

purchase it online. This scepticism was 

more observed within the Asians. That is 

when we had to push out our boundaries, 

we did a lot of events (Interviews, Culinary 

competition, Offers). We had to tie up with 

a lot of influencers. The difference between 

us and others is that we are just selling 

organic products. Selling 100% organic is 

advantageous because people who tend to 

eat just organic groceries tend to go to the 

seller who is selling just the organic 

groceries rather than the one who is selling 

all the organic and non-organic foods 

altogether. If you look at the footfall for the 

organic products under the long living retail 

giants in UAE, it is low. But here, when we 

know what our customers want, there is 0 

food wastage as we order only things which 

are required. If we buy 100kg of organic 

groceriesfrom the seller and 20kg is left 

over then we either return it back or we take 

a 50-50 share on that. We deal with a lot of 

farms in UAE. So, we don’t store anything 

and get everything farm fresh. So, if a 

customer places the order before 5 that is 

the cut off time, we will ask the farmers to 

harvest it for us and the next day morning 

the order is delivered. We do it with the 

local farms mainly rather than importing 

stuff. So, we don’t promote the food which 

is not in stock and we don’t give such offers 

as well. We don’t have competition with 

anybody as we have all other brands in our 

segment. For us, it’s just this one office and 

the logistics. We try to pass on the benefit 

to the customers. We are trying to target 

mostly the middle-class people who are 

conscious about the pricing. Stores with a 

combination of organic and non-organic 

groceries create a chaos in the mind of the 

consumer as both internally healthy and 

non-healthy groceries are kept in-front of 

them and leave it to them to decide whereas 

organic stores like us sell exclusive organic 

groceries thus consumers come with clear 

mind and buy as they know whatever they 

are going to carry from here will be organic 

and internally healthy. More-over 

according to today’s trend, people tend to 

buy organic groceries from exclusive 

organic grocery stores. Cyber security plays 

a huge role as people do have a doubt in 

their mind if a company would do 

something with their details but they need 

to understand that we are not here to sell 

their details to anybody while we are here 

to serve the society by giving good organic 

groceries.People might not find it that easy 

to use the online portals,so we keep 

WhatsApp and offline calls as well where 

they can directly place the order through 

that.Due to language barrier, few customers 

do not understand the names of the 

groceries they want to order. In that case 

they take a picture and send it to us and we 

process the order. So, we make it more and 
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more accessible. We have a community 

called“Organic and real tribe”. It is a live 

networking page where all the organic 

lovers come together. As we don’t have any 

products of our own, we don’t have to deal 

with the Organic certifications.Shelf life is 

definitely an issue, not with the groceries 

but with the consumers. People can’t accept 

that the products can go bad within a day. 

They are used to have long lasting products 

and complain about the products life. This 

is where education comes into picture. So, 

when we send out our products, we specify 

the information regarding how to store it 

and how to extend the life of the product. 

So, shelf life is quite impactful, but it can 

fill by the education. Yoga communities are 

tied up with us in order to spread the 

message regarding Organic. Delivery is a 

very crucial area in online retail. Here at 

Organic&Real.com, we promise delivery 

within a maximum of 48 hours. We have an 

order cut-off time of 5pm if the order needs 

to be delivered the next day. The order 

quantity is then communicated to the 

farmers and the groceries are separated 

from the soil in the morning at 6am and then 

delivered. Thus, till date delivery time has 

not been an issue to us because we 

communicate the consumers in prior the 

procedure and only then they do the 

purchase. We are one of the very few 

retailers who follow this process of 

delivery. We do next day delivery for the 

groceries which are available in the local 

farms of UAE. For groceries which need to 

be imported, it takes 48 hours. Having said 

that we are working on the logistics and will 

offer the delivery promise of within 24 

hours soon. The audience should have 

certain set of knowledge to buy products 

from our company. If the person connects 

with the certain set of messages that we are 

giving, they only come to us thereafter. The 

growth strategy includes a 5-year plan as of 

now. But at times, to survive in the market 

we need to change the plans like focusing 

more on the B2B segment. We do not just 

cater to direct consumers but also to the 

corporates, hotels and restaurants. In order 

to do that, we need to have farms ready with 

us. Logistics wise, we have our own 

delivery fleet in Dubai, andwe have tied up 

with third party for different emirates like 

for Abu Dhabi etc. In India, Bangalore, 

Mumbai and Kerala are the potential areas 

we are targetingfor expansion in the next 5 

years. Pricing offers do attract people. We 

also give offers, but they are limited. There 

is a certain cap under offers for the regular 

customers and with the people who are with 

us form the beginning. Weather plays a 

very crucial role for online shopping. 

Instead of shopping in the hot sun in the 

weekend organic fresh markets, people 

would rather order online when they are 

getting the same organic groceries for a 

better price and that too at their door step. It 

is all about the convenience. 

Pranav Mohan is currently working with 

“Organic&Real.com”, the online organic 

grocery retail on which this research is 

being conducted. He has shared his 

valuable insights on how they started, how 

do they operate and what is their vision. 

Observation Method (June 28, 2019) 

 

The observation method involved 2 hours 

of analysis of the purchase behaviour of the 

consumers in Carrefour within Mirdiff 

Mall, City Centre, Dubai where there was a 

stall of organic fruits and vegetables from 

Ripe Organic amidst a huge number of non-

organic groceries. 

Over the period of two hours, 121 

consumers viewed the organic groceries of 
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which 42 consumers purchased them. On an 

average there was one purchase for every 

21/2 minutes. An approximate total of 73 

groceries were purchased within the 

duration, the prime selling ones being 

apples and cucumbers. Point to be observed 

is there was a discount on the price of 

organic cucumber and the price of the 

organic apples was quite close to that of the 

non-organic apples.  

 

While the frequency of purchase of the 

organic groceries was one in 21/2 minutes, 

the same for non-organic groceries was one 

purchase in 1 minute. Another observation 

was that the non-organic groceries had a 

wide range of variety within each product 

while organic groceries had either 1 or 

maximum 2 varieties within each product. 

The analysis states that the consumer 

organic purchase to view ratio is 73/121 i.e. 

60.33% of the people who viewed the 

organic product purchased it. The 

frequency of purchasing non-organic 

groceries is 250% more than that of the 

frequency of organic groceries. 

 

Quantitative Analysis 

 

The analysis will be performed on excel and 

SPSS tool using factoring and descriptive 

analysis. The survey has been conducted in 

the DIAC (Dubai International Academic 

city) which involved 80 respondents with a 

mix of students and teachers. After getting 

78 responses, the data was coded into an 

excel sheet which is attached in the 

appendix. The statistical tests that will be 

used are factoring, correlation and 

descriptive analysis (Frequencies and cross 

tabs). 

Out of 80 respondents, 78 respondents 

consume organic groceries. Majority of 

them purchase organic groceries because 

the procedure of growing organic groceries 

is environmentally friendly, and they can 

lead a healthy life. 98.7% of the 

respondents purchase organic groceries as 

they perceive it to provide them healthy 

life. 67.5% purchase organic groceries 

because of the environmental concerns. 

Very few purchases it for the reasons of 

taste and social status. 

 

Most of the respondents purchase organic 

groceries between more than once a week 

and less than once a month.29.5% purchase 

organic groceries few times a week. Around 

27% purchase once a week while 29.5% of 

the respondents purchase few times a 

month. 

 

Offline Shopping 

51.3% of the respondents preferred 

shopping for organic groceries offline. 

When ran factor analysis on the 

independent variables that were measured 

to have an impact on the offline shopping of 

organic groceries, the KMO value appeared 

to be 0.692(the relativity between the 

categories) which is decent. The number of 

factors above the Eigen value 1 is 3 which 

mean the variables could be factored into 3 

segments as the variability within these 

three factors is approximately 70.8%. 

Below is the scree plot which marks for the 

number of factors above the Eigen value 1.  

       

The factor groups that were retrieved from 

the rotated component matrix are 

Factor 1 

 

 Customized suggestions 

 Limited availability 
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 Hot weather 

54% disagreed or were neutral on the fact 

that limited availability of organic groceries 

has a negative impact on the purchase of 

organic groceries.60% of the respondents 

disagreed or were neutral on hot weather 

stopping them from shopping for organic 

groceries. 50% of the respondents agreed 

that customised suggestions would have an 

impact on them to purchase organic 

groceries while the rest disagreed. 

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic groceries 

 Health Living 

53% of the respondents disagree and are 

neutral on the fact that limited availability 

will have an impact on their purchase 

behaviour.58% disagree that hot weather 

would stop them from going out and 

purchasing organic groceries. 51% of the 

respondents agreed that customised 

suggestions would have an impact on them 

to purchase organic groceries while the rest 

disagreed. 

 Environment Friendly 

50% of the respondents were neutral on 

limited availability having an impact on the 

purchase of organic groceries.41% agreed 

that hot weather might have a negative 

impact on going out and purchasing organic 

groceries while 43% neither agreed nor 

disagreed. 50% of the respondents agree 

that customised suggestions would push 

them to buy organic groceries while 37% 

neither agree nor disagree. 

 Social Status-friends buy 

80% of the respondents either disagree or 

are neutral on limited availability and hot 

weather having an impact on the purchase 

of organic groceries.47% of the 

respondents agree that customised 

suggestions would have an impact while 

20% of the respondents disagree. 

 Taste 

43% agree that limited availability will 

have a negative impact on the purchasing 

behaviour.72% agree that hot weather has a 

negative impact on purchasing organic 

groceries.57% of the respondents agree that 

customized suggestions will influence 

consumer in purchasing organic groceries. 

Factor 2  

 

 Lower shelf life 

 Cheaper prices 

73% agree that cheaper prices would be a 

major driver for them to buy organic 

groceries.60% of the respondents agree that 

lower shelf life of organic groceries is the 

reason for not buying organic groceries. 

While 27% believe it does make much a 

difference the rest of them strongly disagree 

on lower shelf life being a blocker to 

purchase organic groceries. 

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic groceries 

 Health Living 

75% of the respondents agree that cheaper 

prices would drive them to purchase 

organic groceries.62% agree that lower 

shelf life of the organic groceries has a 

negative impact on their purchase 

behaviour while 25% of them neither agree 

nor disagreed. 

 Environment Friendly 
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79% of the respondents agree that cheaper 

prices would drive  them to purchase 

organic groceries. 62% of respondents 

agree that lower shelf life will have 

negative impact on purchase behaviour 

while 29% neither agreed nor disagreed. 

 Social Status-friends buy 

80% of the respondents in this category 

believe that cheaper prices would drive 

them purchase organic groceries.60% of 

them agree that lower shelf life of the 

organic groceries is affecting the 

respondents from purchasing them. 

 Taste 

57% of the respondents in this category 

agree that cheaper prices would have an 

impact on purchasing organic 

groceries.50% of them agree that lower 

shelf life will have a negative impact on 

purchasing organic groceries and 40% of 

them neither agree nor disagree. 

Factor 3 

 

 Self choose and pickup 

 Genuity of the organic groceries 

 Brand Image 

Overall 70% of the respondents agree that 

Brand Image has an impact on them while 

purchasing organic groceries. 82% of the 

respondents agree and strongly agree that a 

proper authentication on the genuity of 

organic groceries might have a profound 

impact on them for purchasing organic 

groceries. 83% of the respondents agreed 

and strongly agreed that the convenience of 

self-choose, and pickup leads them to 

purchase organic groceries.   

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic groceries 

   

 

 Health Living 

70% of the respondents from this category 

agree that Brand Image has a strong impact 

on their purchase behaviour. 83% of the 

respondents agree that genuity and 

authentication of the organic groceries will 

have a great impact on their purchase of 

organic groceries.80.2% believe that the 

provision of self choose and pickup has an 

impact on their purchase of organic 

groceries. 

 Environment Friendly 

75% of the respondents in this category 

believe that Brand Image has a profound 

impact on their purchase behaviour.87% of 

the respondents agree that genuity of the 

organic groceries and self choose and 

pickup of organic groceries have a great 

impact on their purchase of organic 

groceries. 

 Social Status-friends buy 

80% of the respondents in this category 

believe that Brand Image and genuity of the 

organic groceries would have a profound 

impact on them purchasing organic 

groceries. 94% of the respondents agree 

that self choose and pickup is a driving 

factor for them to purchase organic 

groceries. 

 Taste 

72% of the respondents in this category 

agree that brand image and self choose and 

pickup does influence them to purchase 

organic groceries. 64% agree that genuity 

of the organic groceries might have an 
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impact on the purchasing of organic 

groceries.     

Online shopping 

48.7% of the respondents preferred 

purchasing organic groceries online. 

When ran factor analysis on the 

independent variables that were measured 

to have an impact on the online shopping of 

organic groceries, the KMO value appeared 

to be 0.839(the relativity between the 

categories) which is quite high. The 

numbers of factors above the Eigen value 

0.9 are 3 which means the variables could 

be factored into 3 segments as the 

variability within these three factors is 

approximately 73%. Below is the scree plot 

which marks for the number of factors 

above the Eigen value 0.9. 

The factor groups that were retrieved from 

the rotated component matrix are 

Factor 1 

 

 Genuity of the organic groceries 

 Cheaper prices 

 Ease of ordering 

 Cyber Security 

 Lower shelf life 

 Technology awareness 

Overall 66% of the respondents agree that 

cheaper prices have an impact on their 

purchase behaviour.53% of the respondents 

agree that lower shelf life will have an 

impact on the purchase of organic 

groceries.70% of the respondents agree that 

genuity of the organic groceries has a 

profound impact on them buying organic 

groceries online.74% of the respondents 

agree that technology awareness is 

necessary and has an impact on purchase of 

organic groceries online.70% of the 

respondents agree that cyber security plays 

a crucial role in shopping for groceries 

online. 

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic 

groceries. 

 Healthy Living 

66% of the respondents believe that cheaper 

prices motivate them to buy organic 

groceries online.54% of them agree that 

lower shelf life has negative influence on 

their buying decisions.70% of the 

respondents believe that genuity of the 

organic groceries plays a crucial role for 

them to purchase some. 74% of the 

respondents agree that technology 

awareness is necessary and has an impact 

on purchase of organic groceries.50% of the 

respondents agree that cyber security plays 

a crucial role in buying online. 78% of the 

respondents agree that ease of ordering is 

the reason for them to purchase organic 

groceries. 

 Environment Friendly 

68% of the respondents in this category 

believe that cheaper prices have more 

impact on their buying behaviour.54% of 

the respondents agree that lower shelf life is 

the reason for not purchasing.73% of them 

agree that genuity of the organic groceries 

has significant impact on the purchase 

factors. 77% of them agree that technology 

awareness is an important factor for doing 

online purchases. 79% of the respondents 

agree that cyber security is quite important 

for them. 87% of the respondents agree that 

ease of ordering is the reason for them to 

purchase organic groceries. 

 Social Status-friends buy 
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74% of the respondents in this category 

believe that cheaper prices and lower shelf 

life have significant impact on their buying 

behaviour.87% of them agree that 

technology awareness and cyber security 

are important factors for doing online 

purchases. 87% of the respondents agree 

that ease of ordering is the reason for them 

to purchase organic groceries.  

 Taste 

57% of the respondents in this category 

believe that cheaper prices have more 

impact on their buying behaviour.72% of 

the respondents agree that lower shelf life is 

the reason for not purchasing. 64% of them 

agree that technology awareness is an 

important factor for doing online purchases. 

64.5% of them neither agree nor disagree 

that genuity of the organic groceries has 

significant impact on the purchase factors. 

Half of the respondents agreed that cyber 

security plays a crucial role in their decision 

making. 72% of the respondents agree that 

ease of ordering is the reason for them to 

purchase organic groceries. 

Factor 2 

 

 Hot weather 

 Wide range of options 

 Customized suggestions 

56% of the respondents either disagree or 

are neutral on the point that hot weather 

would have an impact on their buying 

behaviour.53% of them either disagree or 

are neutral on the point that customized 

suggestions would drive them to buy 

organic groceries.55% of the respondents 

agree that wide range of options is one of 

the reasons for them to purchase organic 

groceries online. 

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic groceries 

 Healthy Living 

47% agree that customized suggestions will 

have an impact on their buying behaviour. 

55% of them agree that a wide range of 

options will drive them to purchase organic 

groceries. 56% of the respondents either 

disagree or are neutral on the point that hot 

weather would have an impact on their 

buying behaviour. 

 Environment Friendly 

73% of the respondents disagree or are 

neutral on hot weather being a blocker for 

buying organic groceries online. 50% agree 

that customized suggestions will have an 

impact on their buying behaviour.57% of 

them agree that a wide range of options will 

drive them to purchase organic groceries. 

 Social Status-friends buy 

60% of the respondents disagree or are 

neutral on hot weather and customized 

suggestions being blockers for buying 

organic groceries online. 80% of them 

agree that a wide range of options will drive 

them to purchase organic groceries. 

 Taste 

65% neither agree nor disagree that hot 

weather is an obstacle for purchasing 

organic groceries. 57% of the respondents 

neither agree nor disagree that customized 

suggestions are an obstacle for purchasing 

organic groceries.65% of the respondents 

neither agree nor disagree that providing 

wide range of options pushes them to 

purchase organic groceries.  
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Factor3 

 

 Brand Image 

 Door step delivery 

 Abundant availability 

Overall 59% of the respondents agree that 

Brand Image has an impact on them while 

purchasing organic groceries and 34% 

neither agree nor disagree. 64.5% of the 

respondents agree that door step delivery is 

one of the reasons for them to purchase 

organic groceries.50% of them agree that 

abundant availability of each grocery has an 

impact on the purchase of organic groceries 

while 40% neither agree nor disagree. 

The further analysis will be narrowed down 

using cross tabs based on the reasons for the 

willingness of consuming organic groceries 

 Healthy Living 

59% of the respondents agree that Brand 

Image has an impact on their buying 

decision.75% of the respondents agree that 

door stop delivery has a huge impact in their 

buying behaviour. 50% of them agree that 

abundant availability of each grocery has an 

impact on the purchase of organic groceries 

while 38% neither agree nor disagree.  

 Environment Friendly 

63.4% of the respondents in this category 

agree that Brand Image has an impact on 

their buying decisions of organic groceries. 

Door step delivery is one of the reasons for 

77% of the respondents to buy organic 

groceries online.51% of them agree that the 

abundant availability of each grocery is a 

reason for shopping online. 

 Social Status-friends buy 

60% of the respondents in this category 

agree that Brand Image has an impact on 

their buying decisions of organic groceries. 

Door step delivery is one of the reasons for 

87% of the respondents to buy organic 

groceries online. 80% of them agree that 

abundant availability of each grocery has an 

impact on the purchase of organic 

groceries. 

 Taste 

57% of the respondents in this category 

agree that Brand Image has an impact on 

their buying decisions of organic 

groceries.64% of the respondents agree that 

door stop delivery has a huge impact in their 

buying behaviour.65% of them neither 

agree nor disagree that abundant 

availability of each grocery has an impact 

on the purchase of organic groceries 

Around 75% of the respondents who 

consume OG are between the age group 15 

to 45.The lowest consumers are of the age 

groups below 15 or above 45.  56% of the 

respondents who consume organic 

groceries are men while the rest 44% are 

women.57.7% of the respondents spend 

between 100-500 AED a month on the 

purchase of organic groceries of which half 

of them spend between 100-250 AED and 

the rest half between 250-500 AED. Only 

1.5% spend more than 1000 AED per 

month. 56.4% have heard of 

Organic&Real.com while the rest haven’t 

heard of the company. Within online, 43% 

of the respondents shop from Carrefour 

Bioorganic which has the highest purchase 

share of all. Ripe Organic and 

Organic&Real.com are the second most 

shopped from stores. 30% shop from 

GreenHeartFarmUAE which holds the 

lowest purchase share of all. 
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As per the popularity ranking, 

CarrefourBioOrganic has been rated the 

most popular online organic grocery retail 

in UAE with 41% of respondents voting for 

it. 27.3% of the respondents voted 

RipeOrganic to be the 2nd most popular 

store. The 3rd popular store is 

GreenHeartFarmUAE. Organic&Real.com 

has been voted the 4th popular store with 

28.2% of respondent votes. 

OrganicFoodsandCafe has been voted the 

least popular with 55.1% votes. 

98% of the 46 respondents said they liked 

the quality of the organic groceries of 

Organic&Real.com.46% of the respondents 

felt their on-time delivery services is very 

good.44% of the respondents liked the ease 

of the procedure of ordering.78% of the 

respondents said they disliked nothing 

about Organic&Real.com while 14% said 

that the high prices on the web store is what 

they disliked. 

Regression between the amount willing to 

spend on organic groceries and the 

parameters that impact the purchase of the 

organic groceries is given below. 

Based on the P-value, in the below table the 

hypothesises are either accepted or rejected. 

Of the seven-hypothesis made, while price, 

brand image, ease of ordering, door stop 

delivery and technology awareness have 

received a P-value of less than 10%. Thus, 

we are accepting the hypothesis. Genuity of 

the organic groceries has received a P-value 

of 20% which is beyond threshold but the 

reason for this could be the limited sample 

size. Though the impact of Genuity of the 

organic groceries is there on the consumer 

purchasing behaviour, the hypothesis is 

rejected due to its P-value. Environmental 

concern also received a P-value of 21%. 

Environmental concern has been a prime 

motivator for consumers to buy organic 

groceries. The reason for this also could be 

the limited sample size and no specific 

demographic focus in the analysis. Hence 

the parameter measurement had certain 

limitations. 

Conclusion and Recommendations 

Majority of the consumers purchase organic 

groceries for a better healthy living and as 

the procedure of growing organic groceries 

is environmentally friendly. Taste and 

social status are not motivating factors for 

most of them to purchase organic groceries. 

The prominent age group where organic 

consumption is prominent is between 15 to 

45. The average monthly expenditure on 

organic groceries by the respondents is 

between 100-500 AED. The organic food 

consumption within the men is 

proportionately higher than the women. 

Looking at the healthy living category (as 

that is considered a major trigger), the 

prime factors that have an impact on them 

for purchasing organic groceries offline are 

cheaper prices, lower shelf life, brand 

image, genuity, self choose and pickup 

option. Customised suggestions and limited 

availability have a partial impact on offline 

purchases. When it comes to online 

purchasing within the same category, 

genuity, technology awareness, cheaper 

prices, ease of ordering and brand image are 

the prime factors that have an impact on 

online purchases of organic groceries. 

Lower shelf life, cyber security, wide range 

of options, customized suggestions and 

abundant availability of each grocery have 

partial impact on online purchases. The 

parameter that doesn’t have much of an 

impact on both online and offline shopping 

is hot weather. People are willing to shop 

irrespective of the weather as most of the 

areas in Dubai are air conditioned. 
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The interest towards shopping for organic 

groceries online is equally proportionate 

with the interest towards shopping offline. 

The most popular organic store online has 

been rated as Carrefour BioOrganic. Only 

half of the sample size population has heard 

of Organic&Real.com. Organic&Real.com 

and Ripe Organic are the second most 

frequently shopped online organic grocery 

retails. Consumers like the on-time delivery 

service and the ease of ordering procedure 

of Organic&Real.com. High prices is one 

aspect that some of the consumers had an 

issue with Organic&Real.com. 

After speaking to the organic industry 

insiders and surveying 80 respondents, the 

common points that came out are the 

advantages organic industry has is that they 

are environment friendly and promote 

healthy living. These two are the life time 

key strengths it can rely on and use them as 

the theme for their marketing strategies in 

future. The crucial points in the organic 

industry that need to be addressed are the 

lower shelf life, limited availability and 

customized suggestions. As organic 

groceries do not have any preservatives and 

are grown through complete natural 

procedures, it is expected to have a lower 

shelf life but one of the industry experts 

mentioned that there are techniques to 

preserve the organic groceries. The 

consumers need to be educated on these 

techniques through social media campaigns 

like #storetocare, interviews, weekend 

markets and community campaigns feeds. 

By speaking out first, the company has a 

firsthand advantage of making a strong 

mark in the consumers’ mind. For offline 

shopping, limited availability is an issue 

which also affects the self choose and pick 

parameter. Stores should use the storing 

techniques mentioned above and provide 

the consumer with more options in-order to 

fill this gap. Online stores need to focus 

more on customized suggestions as there is 

plenty of opportunity there. Developing an 

application on the webpage which will take 

few details of the consumers and provide 

them the best organic foods for their body 

will add great mileage to the online retails. 

In fact, this application can be used for 

social engagement activities too to create 

awareness, increase the brand strength and 

direct consumer traffic to the online grocery 

retail. Such application can also help the 

company get more insights about the 

consumers which can help for future 

strategies. Oranic&Real.com needs to take 

up campaigns like #storetocare as their 

presence in the market is 50% and this 

needs to grow as awareness building is the 

primary key of growth for organic grocery 

retailers. High prices charged by 

Organic&Real.com can be worked around 

by making a strong presence in the b2b 

market which will give them assured 

business and, on that basis, can lower the 

price grounds for the consumers. 

Implementation of digital customized 

suggestion would give Organic&Real.com 

a great opportunity to generate awareness 

of their brand as well as organic groceries 

which will in-turn increase the revenue of 

the online organic grocery retail. 
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The consumer willingness to buy organic groceries online and offline is dependant the below variable 

The consumer willingness to buy organic groceries online and offline is dependant the below variable 

The consumer willingness to buy organic groceries online and offline is dependant the below variable 

The consumer willingness to buy organic groceries online and offline is dependant the below variable 

The consumer willingness to buy organic groceries online and offline is dependant the below variable 

 

 

The consumer willingness to buy organic groceries online and offline is dependant the below variable 

0

50

100

150

200

250

300

350

400

2012 2013 2014 2015 2016 2017 2018 2019

Food and Drink Internet Retailing Value(mn) 
from 2013-2018 in UAE

Online

Health
Environm

ent

Shelf life

Taste

Service 
quality

Online 
risk

Delivery

Customise
d 

suggestion
s

Marketing 
campaign

s

Ease of 
ordering

Awarenes
s of 

organic 
groceries

Trust on 
the 

quality of 
organic 

groceries

Technolog
y 

awareness

Pricing

Weather

Discount



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

ISSN 0976-7193 (Print) ISSN2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014,Volume 

11 Issue 1 

23 
 

 

Independent and dependant variables 

 

 

 

 

                                                                           

                          

Please refer the below diagram for the further break down of the primary research and forthe 

research methodology being used. 
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Please refer the below table for theSurvey sampling strategy. 

 

 

 

 

Please refer the below table for the Interview sampling strategy. 

 

 

 

 

 

 

 

 Below is a table which shows a comparison between the price of some basicgroceries 

of Ripe Organic and that of the non-organic ones. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Type Convenience 

Size 75 

Who DIAC population  

Type Convenience 

Size 3 

Who UAE expats/residents who have 

experience in the field of organic 

groceries. 

Groceries Price of Non-Organic 

(AED) 

Price of Organic (AED) 

Onions (1kg) .95 20 

Tomatoes (1kg) 10 20 

Potatoes (1kg) 3 30 

Bell Pepper (4 pc) 5 11 

Cabbage (1pc) .95 29 

Ginger (1kg) 10.4 43 

Apples (1kg) 15 16 
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                      ReasonsforpurchaseOG Frequencies 

 
Responses 

Percent of Cases N Percent 

ReasonsforpurchaseOG 1.00 76 48.4% 98.7% 

2.00 52 33.1% 67.5% 

3.00 15 9.6% 19.5% 

4.00 14 8.9% 18.2% 

Total 157 100.0% 203.9% 

 

 

                How often do you purchase organic groceries? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 23 29.5 29.5 30.8 

3.00 21 26.9 26.9 57.7 

4.00 23 29.5 29.5 87.2 

5.00 6 7.7 7.7 94.9 

6.00 4 5.1 5.1 100.0 

Total 78 100.0 100.0  

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .692 

Bartlett's Test of Sphericity Approx. Chi-Square 200.433 
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Df 28 

Sig. .000 

   

 

HL* 10a.If offline, state your opinion-the following factors in the below 

table play an important role for the consumer to make an online purchase 

of organic groceries. [Brand image] Crosstabulation 

Count  

 

10a.If online, state your opinion-the following factors in 

the below table play an important role for the consumer to 

make an online purchase of organic groceries. [Brand 

 image] 

Total 

1.00 2.00 3.00 4.00 5.00 

5.Why do you 

purchase organic 

groceries (Note: can 

have multiple 

options) 

1.00 1 5 25 19 26 76 

Total 1 5 25 19 26 76 

 

 

 

KMO and Bartlett's Test 

 

 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

 

 

.839 

Bartlett's Test of Sphericity Approx. Chi-Square 573.387 

Df 66 

Sig. .000 

a. Based on correlations 
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The factor groups that were retrieved from the rotated component matrix are 

EV * 10a.If online, state your opinion-the following factors in the below 

table play an important role for the consumer to make an online purchase 

of organic groceries. [Brand image] Crosstabulation 

Count  

 

10a.If online, state your opinion-the following factors in the below 

table play an important role for the consumer to make an online 

purchase of organic groceries. [Brand image] 
Total 

1.00 2.00 3.00 4.00 5.00 

EV 2.00 1 2 16 13 20 52 

Total 1 2 16 13 20 52 

 

 

 

 

 

 

                             Stores Togo Frequencies 

 
Responses 

Percent of Cases N Percent 

$StoresToGoa 1.00 17 17.5% 30.4% 

2.00 20 20.6% 35.7% 

3.00 20 20.6% 35.7% 

4.00 16 16.5% 28.6% 

5.00 24 24.7% 42.9% 
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Total 97 100.0% 173.2% 

 

 

 

 

  Coefficients 

Standard 

Error t Stat P-value 

Lower 

95% 

Upper 

95% 

Lower 

95.0% 

Upper 

95.0% 

1 2.029181032 0.854659625 2.374256339 0.020413 0.323734 3.734628 0.323734 3.734628 

1 0.178310628 0.137819844 1.293795017 0.200114 -0.0967 0.453326 -0.0967 0.453326 

2 -0.045645895 0.172200639 -0.265073903 0.0791754 -0.38927 0.297975 -0.38927 0.297975 

1 -0.199532957 0.159906323 -1.247811552 0.21638 -0.51862 0.119555 -0.51862 0.119555 

2 -0.20689377 0.20953008 -0.98741799 0.0326938 -0.625 0.211217 -0.625 0.211217 

2 0.167769194 0.162972342 1.02943353 0.0306924 -0.15744 0.492975 -0.15744 0.492975 

2 -0.415226502 0.163656245 -2.537187036 0.013473 -0.7418 -0.08866 -0.7418 -0.08866 

4 0.397633958 0.164387414 2.418883227 0.01825 0.069604 0.725664 0.069604 0.725664 

5 0.381866375 0.203157828 1.87965376 0.06444 -0.02353 0.787262 -0.02353 0.787262 

 

Based on the P-value, in the below table the hypothesises are either accepted or rejected. 

HypothesisSerial 

Number 

Hypothesis P-value P-value % Accepted/Rejected 

H1 Price 0.02 2% 

 

H2 Genuity 0.2 20% 

 

H3 Brand Image 0.07 7% 

 

H4 Environmental 

concern 

0.2 21% 

 

H5 Ease of Ordering 0.03 3% 

 

H6 Door Step Delivery 0.03 3% 

 

H7 Technology 

Awareness 

0.06 6% 

 

 


