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A B S T R A C T 
The situation with the virus Covide-19 worldwide, in addition to the many questions of how to best protect ourselves, drew the 
attention of people and professional community, to the significance and the importance that a healthy nutrition has in preserving 
and building up immunity, and thus also in the prevention and protect the organism from various negative agents. Due to 
increased consumer concern for their own health and the environment the organic food market is one of the fastest growing 
markets in the food industry. The main goal of the current research is to examine determinant factors influencing organic foods 
purchase in our region. The sample consisted of 571 subjects from Serbia and the region. The data were processed by the SPSS 
program, and the obtained results show that in our country, as well as anywhere in the world, the price is the most common 
barrier in the situation of buying organic food. Gender of our subjects was not a significant factor in making the decision and 
realization of the purchase, while their marital status and age had an influence in making the mentioned decision. In general, our 
research showed that younger respondents, who are not married, are the most common buyers of organic food. 

Keywords: organic food, factors in making a decision of foods purchase, gender, marital status, age, country. 

И З В О Д  
Ситуација са Вирусом Ковид-19 у целом свету, поред многобројних питања о томе како се најбоље заштити, скренула је 
пажњу људи, али и стручне јавности, на значај и важност коју здрава исхрана има у очувању и изграђивању имунитета, а 
самим тим и у превенцији и заштити организма од различитих негативних агенаса, који су у зимском периоду нарочито 
активни. Тржиште органске хране је једно од најбрже растућих тржишта у прехрамбеној индустрији услед повећане 
бриге потрошача за сопствено здравље и животну средину. Предмет актуелног истраживања представља испитивање 
главних фактора приликом доношења одлуке о куповини органске хране код људи из нашег региона. У ту сврху 
конструисан је посебан инструмент којим се регистровала учесталост и интензитет појединих фактора, који су се, 
претрагом светске и домаће литературе, у резултатима истраживања показали најзаступљенијим. Узорак је чинио 571 
испитаник из Србије и региона. Подаци су обрађени СПСС програмом, а добијени резултати показују да је и код нас, као и 
свуда у свету цена најчешћа баријера приликом куповине органске хране. Пол није био значајан фактор приликом 
доношења одлуке и реализације куповине, док су брачни статус, односно узраст испитаника, имали утицаја у доношењу 
поменуте одлуке. Генерално гледано, у нашем истраживању се показало да су млађи испитаници, који нису у браку 
најчешћи купци органске хране. 

Кључне речи: органска храна, главни фактори при куповини, пол, брачни статус, узраст, земља. 

 
1. Introduction  
 

The situation with the virus Covide-19 worldwide, 
in addition to the many questions of how to best 
protect ourselves, drew the attention of people, and 
also the professional community, to the significance 
and the importance that a healthy nutrition has in 
preserving and building up immunity, and thus also in 
the prevention and protect the organism from various 
negative agents, which are especially active in the 
winter. The importance of proper nutrition, so far, has 
been mainly considered, only in situations where 
people have certain specific health problems, such as 
various types of food allergies or intolerances, diabetes, 
cardiovascular diseases or various diseases of the 
digestive tract, as well as specific problems in nutrition 
which are psychogenic character, such as anorexia, 
bulimia and obesity. Usually, when it comes to people 

of all ages, without any major health problems, the 
importance of healthy eating habits has not been of 
primary importance so far. 

The organic food market is one of the fastest 
growing markets in the food industry, due to increased 
consumer concern for their own health and the 
environment. It is estimated that the organic food 
market will grow by 10-20% per year due to the 
growing demand for organic products (Zepeda, 2007). 
Therefore, it is not surprising that in the period from 
2013 to 2015, the market value of this industry 
quadrupled (Froehlich et al., 2018). The value of the 
organic food market in 2014 was around 80 billion 
dollars, with the leading countries being the USA, 
Germany, France and China (Golijanin and Popović 
2018). The largest market for organic food is North 
America and is estimated at 51 billion US dollars, while 
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Europe is in second place with 45 billion US dollars 
(IFOAM, 2020). 

In Serbia, the organic food market is not 
sufficiently developed due to poor consumer 
information and undeveloped awareness of the benefits 
of organic food (Vlahović et al., 2011). In addition to 
insufficient information on the safety and quality of 
organic food, the low standard of living is a crutial 
factor and present major and an important obstacle 
(Golijan, 2016). Therefore, some authors (März et al., 
2012) describe the organic food market in Serbia as 
small and very modest. However, some other authors 
believe that organic food will be increasingly bought by 
educated consumers and consumers who care about 
their health, and that organic food will become part of 
the daily diet and rutine, so its higher price will not be 
such an obstacle to them (Renko et al., 2011). 

According to some authors (Marreiros et al., 2010) 
gender has no significant influence on a decision of 
purchasing organic food, as the approximate same 
number of consumers of organic food in Germany and 
Portugal are male and female. The Irianto (2015) 
disagrees with the previous authors, and he believes 
that gender influences the decision to purchase, 
precisly that women tend to buy more organic food 
than men. Also, research that included about 700 
adolescents showed that females have more positive 
attitudes towards organic food than males (Stobbelaar 
et al., 2006). In accordance to this results are ones 
obtained in a study of 340 Viennese high school 
students, where girls were more willing to buy and 
consume organic products than boys (Gotschi et al., 
2010). 

Some other studies have also confirmed that a 
higher percentage of women have positive attitudes 
toward organic food compared to men (O'Donovan and 
McCarthy, 2002; McEachern and McClean, 2002; Đokić 
et al., 2014; Vittersø and Tangeland, 2015; Petrescu et 
al., 2016; Kranjac et al., 2017). 

The results of research conducted by researchers 
in the United States showed that marital status has an 
impact when it comes to purchasing food, and that 
married people are main buyers of organic products 
(Dimitri and Dettmann 2012). Similar results were 
obtained in Canada, where typical buyers of organic 
products are most often married and have one child 
(Hamzaoui-Essoussi and Zahaf, 2012). 

Some authors have found correlation between the 
age of consumers and the purchase of organic food. 
Thus, some authors state that regular consumers of 
organic food in the UK are older than the average 
population – 58% of their respondents were over 56 
years old (Geen and Firth, 2006). Also, the consumers 
of organic fruit are most often betwen 45 and 54 years 
(Mintel, 2000). Also, research in Bangkok, showed that 
the local consumers of organic food tend to be older 
than the other consumer groups (Schobesberger et al., 
2008). The opposite results were obtained by the 
authors in the UK, who state that older consumers are 
less likely to buy organic products compared to 
younger consumers (Rimal et al., 2005), as well as the 
consumers in the US (Durham and Andrade, 2005). 
However, many authors argue that age has no effect on 
consumers when it comes to making a decision to 
purchase organic food (Hassan et al., 2009; Hughner et 
al., 2011) or has minimal impact on the food purchase 
(Lea and Worsley, 2005). 

 

1.1. Main factors influencing organic foods 
purchase 
 

There are certain obstacles and barriers that affect 
the consumers to give up or to much lesser extent of 
buying organic products. The most common obstacles 
that appear, according to the results of many 
researches, are: high price of organic products, distrust 
in the certification process, unavailability or scarce 
offer, non-recognition of organic products, different 
taste, bad design and others. 

 
1.1.1. Price 

 
The higher price of organic products compared to 

conventional products is an important factor in 
decision and often a major barrier to purchase because 
customers feel they are not getting adequate benefits 
and advantages by purchasing organic products. Such is 
the situation in Cairo (Mohamed et al., 2012) and 
Sweden (Kihlberg et al., 2007). Although Swedish 
consumers think that organic food is tastier than 
conventional, 50% of them stated that they will not buy 
an organic product that is significantly more expensive 
than the conventional one. The higher price of organic 
products compared to conventional products is the 
most common reason why consumers do not buy 
organic products and this has been confirmed by a 
large number of studies (Ureña et al., 2007; Brown et 
al., 2009; Gottschalk and Leistner, 2013; Vittersø and 
Tangeland, 2015; Van Doorn and Verhoef,  2015; 
Petrescu et al., 2016).  

On the other hand, research shows that consumers 
are willing to pay a higher price for organic products 
compared to conventional one, if they meet certain 
conditions. For example, consumers are willing to pay 
5-50% higher price because they see that cost as an 
investment in their health (Chandrashekar, 2014). One 
research conducted in Serbia showed that a 
surprisingly significant part of consumers are willing to 
pay a higher price for organic products compared to 
conventional ones (Golijan and Dimitrijević, 2018). 
 
1.1.2. Taste 

 
Consumers who traditionally consume 

conventional food are accustomed to its taste and 
smell, so it is difficult for them to make a big change 
and decide to buy and consume organic food. 
Satisfaction with the taste of conventional food with a 
lack of knowledge is an important factor and barrier for 
large part of consumers to switch to conventional food 
(Botonaki et al., 2008). 

 
1.1.3. Certification 

 
In each country there are appropriate institutions 

that check the origin and quality of organic products 
and issue certificates. Although their function is to 
increase customer confidence in the quality of organic 
products, customers often doubt the procedures by 
which certificates are obtained. This was confirmed by 
results of one research conducted in Italy, where it 
shown that customers not only do not believe in the 
quality of organic products and production processes of 
organic producers, but even doubt the institutions that 
deal with certification (O’Doherty Jensen et al., 2011). 
Distrust in the certification process and consumers in 
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the Czech Republic is one of the main obstacles to the 
purchase of organic products with a lack of information 
and shorter shelf life of organic products (Zvěřinová et 
al., 2011). In general, poor knowledge and lack of trust 
in organic certification is one of the important factors 
and common barriers to purchasing organic products 
(Hughner et al., 2007; Krystallis et al., 2008).  

 
1.1.4. Disinterest and uninformedness 

 
 Lack of information and disinterest of consumers 

are also one of the main factors and frequent obstacles 
that make them give up buying organic products. This 
is confirmed by a number of studies (McEachern and 
McClean, 2002; Ham et al., 2016; Brył, 2018). 
 
1.1.5. Poor packaging design and non-recognition 
of organic food 
 

 One of the common problems that consumers face 
is that they do not know how to distinguish organic 
from conventional food. This is a major problem for 
about 21% of consumers in Poland according to a 
survey conducted by Żakowska-Biemans (2011). Poor 
design and the inability to distinguish organic from 
inorganic products with poor information are the main 
barriers for Slovak consumers to buy organic products 
(Predanocyová et al., 2018), as well as for Polish 
consumers (Wojciechowska-Solis and Soroka, 2017). 

 
1.1.6. Unavailability and scarce supply 

 
 Organic food stores are sometimes remote for 

consumers or there is a scarce supply of organic 
products in stores, which negatively affects their 
purchase. The unavailability of organic food products, 
along with high prices, are important factors which 
present a major barrier to the purchase of organic 
products according to research conducted in Belgium 
(Aertsens et al., 2011), Australia (Batt and Giblett, 
1999), as well as in Ireland (O’Donovan and McCarthy, 
2002). The same barriers are faced by American (Li et 
al., 2007) and Chinese consumers (Thøgersen and 
Zhou, 2012). Scarce supply and poor diversity are also 
one of the biggest barriers for consumers in Costa Rica 
(González, 2009).       
  
1.1.7. Subjective norms 
 

Last, but certainly not less important factors in a 
situation of purchasing organic foods, are those 
psychological types, which can be subsumed under a 
subjective norms. Egoism is one of the reasons why 
Dutch consumers do not buy organic products 
according to research (Van Doorn and Verhoef, 2015). 
Skepticism about the benefits of consuming organic 
food is one of the barriers for German consumers 
(Meyer-Höfer et al., 2015). Also, Norwegian consumers 
who, for completely personal reasons, do not notice the 
benefits of consuming organic food, often give up from 
buying it (Vittersø and Tangeland, 2015). 
 
2. Materials and methods  
 

The main goal of this research is to identify the 
basic and determinant factors that influence organic 
foods purchase. After that, the obtained results are 

checked through specific goals in relation to the control 
variables: gender, marital status, age of the 
respondents and country in which they live. The basic 
hypothesis, with which we started the research, was 
that people have different reasons when they have to 
make and realize decision to purchase organic food 
(X1). In accordance with the objectives from which they 
originated the potential differences between 
respondents of different gender (X2), marital status 
(X3) age (X4) and country (X5) are specified. To collect 
data, a special questionnaire was constructed which, in 
addition to basic demographic characteristics, 
registered the presence and intensity of main factors in 
decision that may occur when it comes to purchase 
organic food: poor information and lack of interest of 
respondents in organic food, high price, (bad) taste, 
unavailability, distrust in the certification and 
composition of the product imprinted on the label, poor 
packaging design, the belief that organic food is 
intended for "snobs" as well as the poor supply of 
organic products on the domestic market. Besides basic 
descriptive statistical measures, differences between 
groups of respondents were examined, when it comes 
to gender, marital status and age. Data were processed 
by the SPSS program (version 26) which is often first 
choise of Statistical Package applied in the Social 
Sciences. The t-test was used to determine the 
differences in scores by gender, while the Kruskal-
Wallis test was used to determine the differences 
between a larger number of groups of respondents, 
when the main factors in purchasing organic food were 
observed in relation to the marital status, age and 
country in which they live. The sample consisted of 571 
respondents, 122 (21.4%) were males and 449 (78.6%) 
were females. Respondents were divided into 4 age 
groups: 18-24 years – 108 respondents (18.9%), 25-39 
years – 276 (48.3%), 40 – 64 years 183 (32%) and over 
65 years we have only 4 respondents (0.7%). They had 
different marital status: 149 (26.1%) stated that they 
were single, 122 (21.4%) were in relationship, the most 
of them were married – 255 (44.7%), while only 35 
(6.1%) were divorced or widows – 10 (1.8%). Most of 
them was from Serbia – 485 (84.9%), Macedonia – 45 
(7.9%), Bosnia and Herzegovina – 14 (2.5%), Serbian 
Republic – 11 (1.9%), Croatia – 10 (1.8%) and 
Montenegro – 6 (1.1%). 
 
3. Results and discussions  
 

The main factor and the biggest obstacle and 
barrier to the purchase of organic food in our sample is 
the high price. Even 38.53% of our respondents stated 
this as the main reason. Distrust in certification and 
unavailability of organic products on our market are in 
second (16.46%) and third (16.11%) place. It is 
followed by disinterest and lack of information of 
people (12.78%), poor supply of organic products 
(10.68%), taste (4.38%), while certain subjective 
norms (0.70%) and poor product design (0.35%) are 
negligibly present among the main reasons and 
obstacles for the purchase of organic food (Table 1). 
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Table 1.  
Descriptive statistics for the determinant factors in 
purchasing of organic food 

Value label Frequency Percent 
Disinterest and 
uninformedness 73 12.78 

High Price 220 38.53 
Taste 25 4.38 
Unavailability and scarce 
supply 92 16.11 

Distrust of certification 94 16.46 
Poor design 2 0.35 
Subjective norms 4 0.70 
Scarce supply 61 10.68 
Total 571 100 
 

The obtained results confirm our general 
hypothesis (X1), which is in accordance with the data 
obtained in most of the mentioned studies. As we see, 
high price is the very important factor and presents the 
main obstacles to purchase organic food that appeared 
in a lot of studies (Ureña et al., 2007; Brown et al., 
2009; Gottschalk and Leistner, 2013; Vitterso and 
Tangeland, 2015; Van Doorn and Verhoef, 2015; 
Petrescu et al., 2016). Distrust of certification, which is 
the second most important factor and obstacle in our 
research, has been also confirmed by previous 
researches (Hughner et al., 2007; Krystallis et al., 2008; 
O'Doherty Jensen et al., 2011; Zverinova et al., 2011). 
Immediately after distrust of certification, respondents 
from our study stated unavailability as a barrier to 
purchasing organic food (Batt and Giblett, 1999; 
O’Donovan and McCarthy, 2002; Aertsens et al., 2011; 
Thøgersen and Zhou, 2012). Although some 
researchers emphasized disinterest, lack of information 
(McEachern and McClean, 2002; Ham et al., 2016; Brył, 
2018) and scarce supply of organic products as 
important barriers (González, 2009), in our study they 
were not so significant factors. Also, different taste, 
subjective norms and poor design of organic products 
have hardly proved to be significant factors in a 
situation when it is necessary to make a decision 
whether to buy organic food. 

The following table shows the obtained differences 
in arithmetic means between men and women on the 
variable determinant factors to the purchase of organic 
food.  

 
Table 2.  
Gender differences in arithmetic means 

 Gender N AS SD 
DETERMINANT 

FACTORS  
IN PURCHASING 

OF ORGANIC 
FOOD  

Male 122 3.42 2.23 

Female 449 3.42 2.05 

 
As can be assumed, based on identical values of 

arithmetic means, which was confirmed by t-test 
results, in our sample there are not statistically 
significant differences in scores between male and 
female respondents, when it comes to determinant 
factors to the purchase of organic food (t=-0.02; P > 
0.05) (Table 3). 
 
 

Table 3.  
Results of t-test and statistical significance of obtained 
gender differences 

DETERMINANT 
FACTORS  

IN PURCHASING OF 
ORGANIC FOOD 

t df Sig. 
-0.02 569 0. 981 

 
The second hypothesis (X2) from which we 

started, that there are gender differences between 
respondents when it comes to determinant factors that 
occur in a situation of buying organic food, has not been 
confirmed in the current research. The obtained result 
is in accordance with the researches conducted in 
Germany and Portugal, but it is in contradiction with 
the results of some group of researchers (Đokić et al., 
2014; Vittersø and Tangeland, 2015; Petrescu et al., 
2016; Kranjac et al., 2017). It should also be taken into 
account fact that, in some studies, the sample consisted 
of adolescents and high school students, who have not 
yet fully formed appropriate gender roles, so the 
obtained gender differences should be taken with 
caution. 

However, when it comes to the variable marital 
status, obtained differences in the scores of the 
respondents were at a statistically significant level, 
when it comes to the main factors in making a decision 
of buying organic food (X2 = 14.10; P < 0.05) (Table 4).  
 
Table 4.  
Kruskal – Wallis test results 

 DETERMINANT FACTORS  
IN PURCHASING OF ORGANIC FOOD 

X2 14.10 
df 4 

Sig. 0.007 
Group variable: marital status 
 

If we look more closely at the obtained differences 
in ranks, we could see that the main reason against and 
the biggest obstacles to the purchase of organic food 
have widows (MR = 382.15). After them, high barriers 
have married people (MR = 305.25), followed by those 
who are divorced (MR = 304.93). By far, the lowest 
scores on the examined variable are shown by persons 
who are in a relationship (MR = 260.83), while only 
slightly higher scores have those who stated that do not 
have a partner (MR = 262.78) (Table 5). 
 
Table 5.  
Differences in scores depending on the marital status of 
respondents 

DETERMINANT FACTORS  
IN PURCHASING OF ORGANIC FOOD 
Marital status N Mean Rank 
Single 149 262.78 
In a relationship 122 260.83 
Married 255 305.25 
Divorced 35 304.93 
Widow 10 382.15 
Total 571  
 

This confirmed our 3 hypothesis (X3), that marital 
status is an important factors that plays a role in the 
decision and realization of the purchase of organic 
food, which is in line with research conducted in many 
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countries, with the difference that in America and 
Canada marriage was a facilitating factor in buying 
organic food, while in our research it proved to be a 
major obstacle. 

As it was emphasized, the least barriers in buying 
organic food have people without partners, and those 
who are in a relationship. This can be explained by the 
fact that, above all, younger people are focused on a 
healthy lifestyle, positive habits, which include a 
healthy and better nutrition, as there are ongoing with 
modern trends and take better care of their physical 
appearance.        

This result suggests that perhaps the age of the 
respondents actually plays a large role in the purchase 
of organic food, which proved to be correct. The 
obtained differences in the scores of the subjects 
measured by the Kruskal – Wallis test were at a 
statistically significant level (X2=9.11; P < 0.05) (Table 
6). 
 
Table 6.  
Kruskal – Wallis test results 

 DETERMINANT FACTORS  
IN PURCHASING OF ORGANIC FOOD 

X2 9.11 
df 3 

Sig. 0.028 
Group variable: age of respondents 
 

The main factors, in the form of a highest obstacles 
in buying organic food, are the most pronounced in 
middle-aged respondents (MR=304.93), followed by 
those older than 65 (MR=297.25), then those between 
25 and 39 years (MR=288.90), while convincingly the 
lowest scores are shown by the youngest respondents, 
aged 18 up to 24 years (MR=246.85), which means that 
they are the group that most often buy organic food 
(Table 7). 
 
Table 7.  
Differences in scores depending on the age of 
respondents 

DETERMINANT FACTORS  
IN PURCHASING OF ORGANIC FOOD 
Age N Mean Rank 
18 to 24 years 108 246.85 
25 to 39 years 276 288.90 
40 to 64 years 183 304.48 
Over 65 years 4 297,25 
Total 571  
 

The obtained results also support our forth 
hypothesis (X4), that the age of the respondents plays 
an important role in buying organic food. In contrast to 
research conducted in Bangkok and the United 
Kingdom, but in line with other group of research 
(Durham and Andrade, 2005; Rimal et al., 2005), 
younger respondents are, as we assumed based on the 
results obtained by testing the previous hypothesis, 
more frequent buyers of organic food. 

Our last hypothesis which regards to the existence 
of differences in determinant factors in purchasing of 
organic food between respondents who live in different 
countries of our region (Serbia, Macedonia, Bosnia and 
Herzegovina, Serbian Republic, Croatia and Monte 
Negro), has not been confirmed (X2 = 3.906; P > 0.05) 
(Table 8). 

Table 8.  
Kruskal – Wallis test results 

 DETERMINANT FACTORS 
IN PURCHASING OF ORGANIC FOOD 

X2 3.906 
df 5 

sig. 0.563 
Group variable: countries from our region 
 

The obtained differences in scores between 
respondents from different countries of our region, 
which are an integral part of the presentation of 
Kruskal – Wallis test results, are shown in Table 9. 

The reason for that may be the uneven number of 
respondents from these countries, and the 
predominance of respondents from Serbia. On the 
other hand, we must not overlook the fact that all the 
peoples of these countries were part of one great state 
and that there is probably still something of a common 
mentality left. 

Certainly, future research should be interesting to 
organize with a more uniform sample and focus on 
discovering possible differences in other important 
factors in purchasing organic food, but also at food 
preferences, which occur among members of different 
nations from our region. 
 
Table 9.  
Differences in scores depending on the age of 
respondents 

DETERMINANT FACTORS  
IN PURCHASING OF ORGANIC FOOD 

Country N Mean Rank 
Serbia 485 283.48 
Croatia 10 241.75 
Macedonia 45 325.01 
Bosnia and Herzegovina 14 278.64 
Montenegro 6 259.33 
Serbian Republic 11 301.86 
Total 571  
 
4. Conclusions  
 

Current research has shown that people generally 
have very different reasons when they need to make 
decision whether to buy organic food. Some of them 
were common for people living in our region and in 
different countries and other continents, while some 
were completely different. Probably cultural factors 
play a big role, as well as the current socio-economic 
situation, living standard and level of development of 
these countries. Price has generally, in most research as 
well in ours, proven to be a major barrier to buying 
organic food. On the other hand, in second place among 
the determinant factors, in our sample, there is a lack of 
confidence in the certification and the unavailability of 
organic products in our market, which is not one of the 
main obstacles related to the purchase of organic food 
in developed countries. Scarce supply, lack of interest, 
uninformedness and different taste are weak obstacles 
in our population, while poor design and subjective 
norms have almost no influence in a situation when is 
need to make a decision whether or not to buy organic 
food. Also, gender as well as country in our region 
where respondents live, did not prove to be a 
significant factors in our sample, while marital status 
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and age of the respondents played important roles. In 
general, we can conclude that younger respondents, 
who are not married, are the most frequent buyers of 
organic food. 
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