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Demand for organic products is on the rise globally, driven by growing awareness of the benefits of a healthy 

lifestyle, increasing urbanisation, knowledge of the hazards associated with the use of chemical fertilisers and 

pesticides in food production, and rising disposable income.  

According to the 2024 IFOAM - Organics International report1, the world had 4.5 million organic producers in 2022, 

cultivating 96.4 million hectares, or 2% of the total agricultural land.  

Of the total land area under organic cultivation, Oceania had 55% share at 53 million hectares, followed by Europe 

(18.5 million hectare), Latin America (9.5 million hectare), Asia (8.8 million hectare), North America (3.6 million 

hectare) and Africa (2.7 million hectare). Among countries, Australia ranked first, followed by India and Argentina.  

Of the total number of organic producers1, 93% were in Asia, Africa and Europe. Among countries, India had the 

highest number of organic producers (55% of the total organic producers), but these producers accounted for only 

2.8% of total farmers in the country. Uganda came in next with 9%, followed by Thailand with 3%.  

On the global demand side, global retail sales of organic products stood at $142 billion in 20221, with North 

America ($67 billion) and Europe ($55 billion) together accounting for ~90%. 

In terms of country-wise organic market size1, the US ($61.7 billion) was the largest, followed by Germany ($16 

billion) and China ($13 billion). In 2022, the North American organic market expanded ~17% on-year, mainly 

because the US dollar appreciated 11% against the euro in the foreign exchange market. However, Germany and 

France, the two largest markets in Europe, logged negative growth owing to inflation caused by geopolitical 

uncertainties.  

India ranked second in global organic land area and first in organic producers (farmers) in 2022, as per a FiBL 

2024 report. For fiscal 20242, the area under organic certification in India (excluding wild harvest areas) was 

estimated at 4.5 million hectare under the National Programme for Organic Production (NPOP), accounting for 

2.5% of the country's total agricultural land.  

In India, Madhya Pradesh (26%), Maharashtra (22%), Gujarat (15%) and Rajasthan (13%) together accounted for 

about 76% of the organically cultivated area. However, when considering the share of organic area relative to the 

net sown area (NSA) of each state, Sikkim led with 98% of its NSA under organic cultivation, followed by 

Uttarakhand with 39%. Notably, four northeastern states were among the top 10 states in terms of share of organic 

land in the country.  On the production side of organic products, India clocked a compound annual growth rate 

(CAGR) of 7% between fiscals 2020 and 2024, driven by organic cotton. However, excluding cotton, the production 

declined at CAGR of 5.8%. This indicates that the overall organic food crop production is declining.  During fiscal 

2022, despite an increase in the area under organic farming to 4.7 million hectare from 2.3 million hectare in fiscal 

2020, India's organic production ð excluding cotton ð declined 35% on-year. This decline was attributable to the 

withdrawal of the Organic Recognition Agreement by the US in 2021, which forced many operators to market their 

products as conventional. This discrepancy also underscores that production data (available in APEDAôs portal) 

often reflects the commercial output recorded by certification bodies (CBs) for issuing transaction certificates (TCs), 

rather than actual production levels.  Furthermore, the organic oilseeds category in India, which had been growing 

until 2020, witnessed a significant decline in production between 2021 and 2024, with a CAGR of -22%. This 

downturn was largely because of the US's anti-dumping policy on Indian organic soybeans. Overall, reported 

production in 9 out of 16 categories reduced drastically, primarily owing to the impact of the US's withdrawal of the 

Organic Recognition Agreement in 2021. Among the major organic crops, oilseeds production has declined at a 

CAGR of 26% from fiscal 2020 to 2024.  On the demand side, based on comprehensive primary and secondary 

 
1 The World of Organic Agriculture 2024, Statistics and Emerging Trends; FiBL, IFOAM - Organics International 
2 APEDA 
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research3 by CRISIL, the Indian organic market is estimated to have been valued at ~Rs 16,800 crore (~$2 billion) 

as of fiscal 2023. This represents 1.4% and 1.2% of the global organic market and the Indian fast-moving 

consumer goods (FMCG) market4, respectively. Out of this, exports are estimated to have accounted for ~Rs 5,520 

crore (32%), the organised domestic organic market for Rs 3,340 crore (20%), the unorganised domestic market for 

Rs 1,600 crore (10%), and organic produce sold as conventional products for Rs 6,340 crore (38%). This indicates 

significant untapped potential in organising the sector and redirecting organic produce sold as conventional back 

into either the export channel or the organised domestic channel. Since the domestic unorganised market and 

organic produce sold as conventional products are highly scattered, this study delves only into the organised 

domestic organic market and exports. 

In the domestic organic market, the southern region leads with a 35% share, mainly attributable to higher per capita 

income (Rs 1.57 lakh/annum) and high awareness about organic products. The north (30%) ranks second, followed 

by the west (25%) and the east (10%).  

As per CRISILôs estimate of the share of various organic categories, pulses (market value of Rs 750 crore) lead 

with a 22% share, followed by cereals and millets (Rs 700 crore) with a 21% share and spices (Rs 340 crore) with a 

10% share. By contrast, dairy holds a share of 9%, fruits and vegetables 7%, and beverages (tea and coffee) and 

processed food 4% each.  

Under cereals, wheat flour is the major selling product in the north and the east, whereas rice is the major selling 

product in the south and the west. Turmeric, coriander and chilli are the top three selling products within the spices 

category with a share of 45%, 20% and 20%, respectively. Consumption of turmeric is more due to its effective 

antioxidant, anti-inflammatory, and immunostimulatory properties. In the dairy category, organic milk, ghee and curd 

are the top three selling products, with a share of 60%, 20% and 10%, respectively. Within this category, organic 

ghee logged exponential growth at a CAGR of 40% over the last three years (FY20-23). Similarly, organic curd, 

considered a good source of probiotics, also saw significant growth, with a CAGR of 30% over the same period, 

within this segment. However, industry interactions indicate that low productivity in organic dairy, coupled with 

inadequate cold chain facilities, hampers growth in the overall organic dairy sector. In the organic fruits and 

vegetables category, onions, potatoes and tomatoes are the major selling products, each with a share of 15%. 

However, our primary interactions with industry and farmers indicate that for fresh fruits and vegetables, major 

brands prefer only NPOP certificates, whereas for the majority of fruits and vegetables, farmers hold PGS 

certificates. In the organic processed food category, ready-to-cook (RTC) breakfast items such as poha, oats, 

organic baby foods and snacks are the main growth drivers. Organic food manufacturers cater to domestic 

consumersô demand through various distribution channels such as modern trade, general trade and online 

platforms. As per CRISILôs interaction with industry experts, approximately 40% of organic product sales in the 

domestic market occur through modern trade channels, 35% through general trade and the remaining 25% through 

online platforms. Before the Covid-19 pandemic struck, the share of organic food sales through online platforms 

was less than 10%. However, after the pandemic abated, this share grew rapidly (to 25%) owing to technological 

advancements, a shift in customer buying preferences and the convenience of home delivery. Notably, platforms 

such as Amazon and Flipkart now feature separate óOrganic Storeô categories, while BigBasket has introduced its 

own brand, óBB Royal Organicô. Interestingly, sales of pulses and cereals through online platforms are lower than 

those of other product categories such as spices, beverages, sweeteners, and fruits and vegetables. This is 

 
3 CRISIL has estimated the market size of the Indian organic sector through extensive primary and secondary research. This involved 
interactions with industry leaders, leading exporters and industry associations to gather essential quantitative and qualitative data. Additionally, 
surveys covering 525 retailers and 1,207 consumers were conducted across 10 cities in India to collect data on sales, market trends, and 
consumer behaviour. Data related to area and production under the NPOP was sourced from APEDA, while data for PGS area was obtained 
from the National Centre for Organic and Natural Farming (NCONF). Production estimates for PGS were made in consultation with certification 
bodies.  
4 Post-COVID Boom: India's FMCG market to double by 2025 to $220 bn, Arnab Dutta, Feb 29, 2024, Business Today 
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attributable to the low óvalue-to-weightô ratio of pulses and cereals. As per CRISILôs estimates, the Indian domestic 

organic market is expected to reach Rs 12,500 crore (~$1.4 billion) by fiscal 2033, at an estimated CAGR of 13-

15%. Processed food products are projected to be the fastest-growing segment (share expected to improve from 

~5% in fiscal 2023 to 11% in fiscal 2033), with a CAGR of 25%, followed by fresh fruits and vegetables expected to 

grow at 18%, and dairy at 16%. Domestic demand for organic products is driven by factors such as rise in health 

consciousness, urbanisation, changing consumer preferences, retail expansion, food safety concerns, and 

macroeconomic parameters such as increasing disposable income. To understand the consumerôs perspective, 

CRISIL conducted a detailed consumer survey covering 1,207 respondents across 10 major cities of India. The 

following insights were derived: 

¶ Around 66% of consumers look for an indicator of organic authenticity on the packaging in the form of a logo, 

certification or any other sign stating it is an organic produce 

¶ Yet, ~55% of consumers are not aware of the difference between various logos such as NPOP/PGS/Jaivik 

Bharat 

¶ Around 38% of consumers allocate less than 10% of their total grocery budget for organic purchases 

¶ Around 79% of consumers said they are willing to increase their organic grocery share in the future; among 

them, 70% said they will increase the share up to 25% from under 10% currently 

¶ Pulses are the most frequently purchased organic category as well as the first organic product tried by the 

majority of the consumers (21% of consumers), followed by tea (15%) 

¶ Organic fresh fruits and vegetables are products consumers are willing to buy but cannot find in the market 

¶ Around 85% of consumers said they learnt about organic products through social media 

¶ Around 70% of consumers feel lower price of organic products would encourage them to buy more frequently 

¶ More than half of consumers perceive that the benefits derived from organic products justify their higher price 

In fiscal 2023, the domestic (branded) segment had a 20% share in the Indian organic market, while exports 

contributed a significant 32%; Indiaôs organic exports stood at Rs 5,525 crore ($0.71 billion).  

Yet, in calendar year 2022, India had a share of only 6.2% of the organic imports by the key countries (as per data 

availability of14 countryôs import data), which were valued at ~$11.5 billion, as per FiBL report. This modest share 

presents a significant opportunity for Indian organic products to expand globally. Bananas, soybean and sugar were 

the leading globally imported organic products, comprising 46% of total organic commodity imports. The US, the 

Netherlands, France and Germany were the primary global importers, handling nearly 73% of organic commodity 

imports.  

In fiscal 2024, India exported 2.6 lakh MT of organic products, with a total value of $0.49 billion. These exports 

were categorised into 19 groups. Cereals and millets accounted for the largest share by volume, comprising 34% of 

the exports. Processed foods followed closely with a 28% share (mainly processed soymeal exports). Sugar made 

up 18%, while oilseeds represented 6%. Spices, condiments, coffee, tea, fodder and medicinal plant products each 

contributed 2% to the total volume, while other categories made up the remaining exports.  

In terms of products, non-basmati rice and rice products, ready-to-eat (RTE) items, honey, castor oil, sugar, coffee, 

and medicinal plant products saw significant growth in organic exports from fiscal 2020 to 2024. However, 

categories such as tea, oilseeds, spices and pulses ð each with a healthy global import demand ð saw negative 

growth in exports. Despite India's strong potential to expand in these categories, this decline highlights the focus 

areas to enhance the countryôs export performance.  
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Within overall Indian organic exports, the composition during fiscal 2020 to 2024 shifted modestly from bulk to retail 

products. In fiscal 2020, bulk exports made up 98-99% of the total, with retail products such as ready to eat 

products, pineapple juice, honey, cashew nuts, flour and tea bags comprising just 1-2% of the export basket. By 

fiscal 2024, retail exports accounted for 5-7% share of the total, driven by RTE food, honey, seed oils, cashew 

roasted, cooked/roasted corn, to name a few. RTE products alone clocked a CAGR of 63% during fiscal 2020-24.  

By fiscal 2030, retail organic exports are projected to reach 12-15% share, fuelled by rising demand for 

convenience products such as RTE, RTC and health-focused products (e.g., cereal/millet healthy mix, snacks, fruit 

juices and medicinal items, to name a few).  

As per our interaction with key Indian organic food exporters, Indian organic food manufacturing companies are 

strategically targeting the Indian diaspora5 residing in regions such as the Middle East, (7.93 million Indians living in 

the UAE, Saudi Arabia, Kuwait, Qatar and Oman), Europe (22.8 million Indians), and the US (44.6 million Indians) 

to enhance their retail share in the total export basket. This population has growing demand for familiar and high-

quality organic products from their home country, driven by health consciousness and a desire to maintain cultural 

culinary practices. Consequently, businesses are tailoring their marketing and distribution strategies to effectively 

reach these consumers, leveraging their preferences and purchasing power to expand market reach.  

Though demand for organic products has been growing on both domestic and export fronts, several underlying 

issues remain ï inadequate infrastructure, high certification costs, lack of customer awareness, limited supply-chain 

linkages and limited availability of wide range of organic produce, to name some. Addressing these challenges can 

help Indian organic sector achieve its full potential. In this milieu, the Indian government has taken several 

initiatives and started policy schemes to nourish the Indian organic ecosystem, from production to exports. In fiscal 

2016, the government launched the Paramparagat Krishi Vikas Yojana (PKVY) and the Mission Organic Value 

Chain Development for the Northeastern Region (MOVCDNER) to support farmers ð from production to 

processing, certification, marketing and post-harvest management ð by providing training, capacity building and 

financial aid. The organic export to diverse geographies involves multiple certification systems, including NPOP for 

exports, EU for processed organic food, NOP for the US, JAS for Japan, GOTS for textiles, and COSMOS 

ORGANIC for organic cosmetics. Among the multiple certifications, most of the operators adopt NPOP (for 

exports), followed by PGS (for domestic). Through the PKVY and MOVCDNER schemes, the government supports 

the operators with financial assistance for certification during the initial conversion period, which reduces the entry 

barrier (cost of certification) especially for small and medium farmers.  

Aggregation of organic products for export and domestic sales attains importance because the average organic 

landholding size in India is small (1.8 hectare) and scattered across the geography. To address this and to provide 

market linkage, the government has established National Cooperative Organics Ltd (NCOL) and National 

Cooperatives Export Ltd (NCEL), aimed at supporting farmers from certification to exports of organic products.  

Additionally, APEDA has formed a dedicated division to promote organic products, serving as a central hub for 

organising initiatives to enhance the nation's organic export potential. To increase the visibility of the óIndia Organicô 

brand, APEDA supports exporters' participation in various international and national events. Moreover, the 

Government of India and APEDA are in discussions with several countries, including Australia and South Korea, to 

establish Mutual Recognition Agreements (MRAs) for the export of organic products. A notable achievement in this 

regard is the recent implementation of an MRA with Taiwan in July this year.  

 
5 Population of Overseas Indians Data retrieved from Ministry of External Affairs, GoI (https://www.mea.gov.in/images/attach/NRIs-and-
PIOs_1.pdf) 
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Complementing these government efforts, private-sector players are also promoting Indian organic exports by 

establishing distribution networks (collaborations with supermarkets such as Walmart and Kroger to name a few) in 

global destinations and promoting capacity building for organic farming through training programmes. These 

collective initiatives by both the government and private players aim to boost organic exports from India. 

However, there are challenges in the organic value chain from the farm to the fork. Limited R&D in organic 

agriculture, non-availability of bio-agricultural inputs, and non-standardisation of processing and storage techniques 

are leading to low yield and more wastage of organic produce at the farm level. Lack of infrastructure facilities to 

store and process organic products is one of the major reasons leading Indian exporters to transact more in bulk 

rather than retail. Lack of consumer awareness about organic products and declining trust of customers on 

authenticity of organic produce due to the availability of óchemical freeô, ónaturally grownô labelled products in the 

market are some of the major issues faced by domestic players. These challenges have been found to be structural 

in most countries that have adopted organic farming. Therefore, this report covers a few best practices used by the 

selected countries to overcome them. Countries such as the US have several initiatives ð e.g., Organic Transition 

Initiative (OTI), Organic Certification Cost Share Program, Organic Market Development Grant Program, and 

Regional Agricultural Promotion Program ð to support farmers during the conversion period and underpin organic 

exports. Similarly, the EU has a comprehensive organic action plan through which it aids the organic segment by 

supporting farmers, creating awareness among consumers and promoting EU organic products in global trade. 

Australia celebrates Organic Awareness Month every September to create awareness about organic farming, 

products and their benefits to consumers, farmers and the environment. Canadaôs Export Program, on its part, 

aims to identify target markets, products and key entry points to benefit the Canadian organic sector by identifying 

gaps in the supply chain, identifying new opportunities and innovations, and providing a coordinated approach to 

capacity development.  

Considering these best practices and suggestions from industry players and policymakers, CRISIL has made some 

crucial recommendations in this report to boost Indiaôs organic market, both domestic and exports.  

1. Strategic products in focus: We mapped potential export products using a three-part framework: first, 

evaluating India's existing strengths by analyzing products currently produced and exported in bulk, trends 

over recent fiscal years, and premium pricing in key export destinations. Second, identified high global 

demand products that are not yet widely produced in India. Third, considering how well products align with 

India's international brand image and their resonance with global consumers. 

2. Our study identified the below strategic focused products  

S. no. Categories/products 

1 Banana 

2 Ginger 

3 RTE/RTC (ready to eat/ready to cook) 

4 Medicinal plant products 

5 Millets 

6 Fruits and vegetables 
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¶ Our rationale for selecting RTE food products lies in the consumption of organic packaged foods6 in the US 

and EU, which clocked a CAGR of 3%, and 6%, respectively from CYô2019-23. Middle Eastern countries 

such as Saudi Arabia and Kuwait are also showing impressive growth rates of 14% and 12% CAGR 

(CYô2019-23) in organic packaged food consumption. Korea and the UAE as well clocked CAGR of 5% 

and 6% respectively during the same period. 

3. Strategic market based on premium and demand: Based on the overall trend in global retail sales, per 

capita consumption of organic products, trend in consumer spending on food and beverages, and our 

primary interactions with the stakeholders, our study identified key focused markets those can pay 

premium and have healthy demand. These include the Middle East, Japan, South Korea, Switzerland and 

France, which are strategically viable for exports from a logistics perspective, given the current organic 

export trade with these countries. These markets are in addition to the existing biggest markets such as US 

and EU. 

The largest Indian communities are in the Middle East (UAE, Saudi Arabia, Kuwait, Qatar and Oman), 

which have a strong preference for familiar products from home, including organic options ï and that can 

drive demand for Indian organic products.  

France ranked fourth in global organic retail sales with $12.7 billion in 2022, clocking a 2% CAGR from 

2018.  In per capita consumption of organic food, France ranks 7th with $185 per person in 2022, at a 

CAGR of 4% from 2018.  

Switzerland had the highest per capita consumption of organic products, reaching $460 per person in 

2022, at a CAGR of 6% (2018-22). Retail sales of organic products in Switzerland surged to $4.06 billion in 

2022, up from $3.14 billion in 2018. 

South Korea accounts for 2% of the global imports and exhibited significant import growth (10% CAGR) 

between 2018 and 2022 ð while its retail sales logged a CAGR of 7% to $0.51 billion. 

Japan is the fourth-largest country in terms of per capita expenditure on foods and beverages, which is 

estimated to reach ~$3,550 by CY2025. Organic retail sales in the country expanded to $1.71 billion in 

2022, at a marginal 1% CAGR from 2018-22. Consumer behaviour shifted significantly with 32.6% of 

consumers purchasing organic foods at least once a week. Processed products accounted for 69% of the 

Japanese organic market in 2018, indicating a strong demand for ready-to-eat and value-added products in 

Japan. 

4. Focus on retail products for export: India should transition from exporting loose products with no 

branding to establishing a strong country brand. By strategically positioning and branding Indian organic 

products, the country can command premium prices. A successful approach can be modelled on the 

sugarcane industry of Barbados, which targeted a niche market segment by identifying undeserved 

customers, selling to a select group of European tourists through only 1,400 stores in the UK.  

Similarly, India can emphasise its traditional organic farming heritage and focus on region-specific products 

that offer unique differentiation, such as hill garlic from Kodaikanal (Tamil Nadu), Khola Chilli from Goa, and 

Lakadong Turmeric from Meghalaya, to name a few. By marketing these products, India can compete 

based on value provided through quality product rather than price. This strategy can position India as a 

premium organic product provider, enhancing market share and fostering long-term consumer loyalty. 

Through effective branding and strategic differentiation, Indian organic products can gain a competitive 

edge in the global market, ultimately revitalising the export sector. 

 
6 Global organic trade 
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5. Collaborative framework: India needs to create a collaborative model where all stakeholders in the 

organic supply chain have access to real-time information about total expected yields, actual harvested 

volumes and quantities sold. This will enable organic food manufacturers and retailers to secure their 

supply and provide market linkage for farmers. If surplus produce remains unsold, cooperative 

organisations such as the NCOL can procure and distribute these products to consumers under the 

óBharath Organicô brand. 

6. Market linkage through SHGs:  Another important initiative would be creating a market linkage for the 

unsold organic products of FPOs through SHGs at prices slightly higher (5-10%) than conventional 

products (organised channel organic products are sold at a 25-50% premium to conventional products). 

This will make organic products accessible to the lower-middle-class segment and create a win-win for 

FPOs, SHGs and consumers. 

7. Strengthening certification processes: Streamlining the current certification process through reduced 

paperwork and increased digitalisation is essential. Activities such as implementing IT-based analysis to 

strengthen regulatory oversight, providing training and capacity building for stakeholders involved in the 

certification process, including internal inspectors of grower groups as well as managers of the Internal 

Control System (ICS) of these groups should be conducted. 

8. Improving accessibility of testing laboratories: Increasing the number of government labs doing organic 

testing will reduce testing charges. Labs should also be established in currently unserved areas such as 

the Northeastern States and major states such as Bihar, Himachal Pradesh and Odisha. 

9. Research and development (R&D): It is also vital to boost R&D activity in organic agriculture in the entire 

value chain, including standardisation of organic farming practices of all crops across the nation, identifying 

the varieties of crops suitable for exports and domestic markets, and standardisation of storage and 

processing of organic produce. 

10. Training and capacity building for audit inspectors: With approximately 6,000 ICS groups and 2.3 

million farmers in the NPOP system, there is a need for 60,000 inspectors to meet regulatory requirements. 

CRISIL's interactions with certification bodies reveal a shortage of qualified inspectors. Current training 

efforts focus on producers and businesses, but to address this gap, specialised courses on organic farming 

and inspection should be introduced at all state agricultural universities in India. 

11. Support programmes for farmers and exporters: Organic conversion support programmes should be 

conducted for farmers to help them during the initial conversion period. 

12. Awareness campaigns: A key step would be establishing óInternational Year for Organicô through which 

various awareness campaigns can be conducted for domestic as well as global consumers. The 

endorsement of the óIndia Organicô logo by renowned personalities such as MS Dhoni or Neeraj Chopra 

could significantly boost its visibility and credibility. 

In summary, enhancing India's organic export capabilities requires leveraging existing strengths, developing new 

product categories, and targeting premium markets. Strengthening market linkage, certification system, and 

improving testing facilities are essential steps. Additionally, increasing R&D, supporting farmers and exporters, and 

amplifying organic awareness will solidify India's position in the global organic sector. These efforts will boost 

exports and benefit all stakeholders in the organic value chain. 
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Rise of organic farming: Historical overview 

Progress of organic farming at global level 

As a system, organic agriculture follows the logic of living organisms wherein all the components, including soil, 

plants, farm animals, insects and farmers, are closely linked with each other. The concept of organic believes in 

feeding the soil to feed the plants. Thus, organic farming aims to make soil healthy and vital, which ultimately 

affects the plant.  

The International Federation of Organic Agriculture Movement (IFOAM), the worldwide umbrella organisation for 

the organic agriculture movement, sets the standards for organic agriculture, production, and processing through its 

IFOAM Basic Standards for Organic Production and Processing (IBS). These standards are based on four main 

principles: 

¶ The principle of health 

¶ The principle of ecology  

¶ The principle of fairness 

¶ The principle of care 

All generally accepted organic rules and standards worldwide are governed by these four principles. They prohibit 

the use of synthetic fertilizers, pesticides, growth regulators, and livestock feed additives, and require long-term soil 

management, emphasis on animal welfare, and extensive record keeping and planning. Certain activities, such as 

the use of genetically modified stock, application of sewage sludge to organic acreage, and food irradiation, are 

also prohibited. 

According to the 2024 IFOAM ï Organics International report7, there were 4.5 million organic producers 

cultivating 96.4 million hectares globally in 2022. This growth is rooted in the early 20th century when organic 

agriculture emerged as a response to soil erosion, depletion, limited crop varieties, and declining food quality. At 

that time, rapid mechanisation and increased reliance on synthetic fertilizers and pesticides led to significantly 

higher crop yields and reduced farming costs. However, the negative environmental impacts of these practices 

catalysed development of the organic farming movement. The key milestones in evolution of organic farming are 

illustrated in Figure 1 below: 

 
7 The World of Organic Agriculture 2024, Statistics and Emerging Trends; FiBL, IFOAM - Organics International 
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Figure 1: Major events in organic farming8 

 

Source: Organic Farming: History, Timeline, and Impact; Rebecca Clarke 

Progress of organic farming in India 

Organic farming is not new to India; it has been practised since ancient times. However, the 1960s ushered in the 

Green Revolution, marked by a shift towards mineral-based farming and introduction of chemical and technological 

advancements in agriculture.  

The revolution significantly increased productivity, alleviating food insecurity for India's growing population. 

However, it also led to ecological degradation, including soil health deterioration, new pest and disease outbreaks, 

the destruction of beneficial microorganisms, and the infiltration of toxic chemicals into the food chain. Recognising 

these adverse effects, there was a growing consensus on the need for an alternative farming system that could 

sustain agricultural production without harming the environment. Organic farming emerged as a viable solution, 

focusing on the optimal, balanced, and scientific management of land, water, biodiversity, and external inputs.  

The evolution of organic farming in India has been marked by a series of government initiatives, policies and 

schemes aimed at promoting sustainable agricultural practices and boosting organic production. Here is a 

chronological overview of the significant steps taken by the Indian government to support and develop the organic 

farming sector: 

1980-1990s: Early awareness and promotion 

The organic farming movement in India gained formal recognition in October 1984 with the first conference 

organised by the Association for Propagation of Indigenous Genetic Resources (APIGR) at Wardha9. Subsequent 

 
8 Organic Farming: History, Timeline, and Impact; Rebecca Clarke; https://www.treehugger.com/organic-farming-history-timeline-and-impact-

5189324 
9 Organic Farming in India : Relevance, Problems and Constraints; DR. S. Narayanan; NABARD; 2005 

https://www.treehugger.com/rebecca-clarke-5185301















































































































































































































































































