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Factors Affecting Organic Food Consumption: Insights on
Consumer Awareness and Behavioral Drivers
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ABSTRACT

As a tendency of sustainable consumerism, organic food consumption has become a
great trend among consumers and one of the unique ones in the global economy. This
study aimed to reveal factors affecting consumers’ intention to purchase organic food by
using a holistic approach considering behavioral drivers, consumer awareness, and
demographic characteristics. Theory of Planned Behavior was used to have a deep
understanding of behavioral drivers. Logistic regression analysis was applied to
determine the factors affecting consumers' intention to purchase organic food. Behavioral
factors were derived by different scales and the suitability of these measurement tools was
approved by confirmatory factor analysis. The findings of the study showed that
subjective norms, perceived behavioral control, health awareness, social responsibility
concern, and trust had a positive influence on individuals' intention to purchase organic
food; whereas, subjective attitudes and environmental awareness had no effect. The study
produced knowledge on drivers and barriers of organic food consumption that may help
all stakeholders of the sector mainly producers, marketers, and policymakers. Results of
the study present an integrated model on consumer behavior toward organic food in
emerging countries.

Keywords: Consumer preferences, Logistic regression, Sustainable consumption, Theory of
planned behavior.

INTRODUCTION Development Goals such as Zero Hunger
(Goal 2), Good Health and Well-Being
(Goal 3), and Responsible Production and
Consumption (Goal 12) are related to the
organic food sector and suggest actions to
create better opportunities for future
generations. In the other words, this
tendency provides an area to ensure
sustainable consumption and production
patterns.

Turkey is one of the most important
emerging countries in which the organic
food production area has increased steadily
in recent years (Deviren, 2017; Atalay et al.,
2019; Aydogdu and Kaya, 2020). In the
country, the organic food production area
has grown by 3.33 times and increased from
93,134 to 698,771 hectares between 2005
and 2019 (MAF 2020). Organic food

Organic food consumption has been
captured by consumers’ interest with the
increasing value of sustainability, and the
demand for these products has increased
worldwide in recent years (Mainardes et al.,
2017; Du et al. 2017, Hansmann et al.,
2020). Current dynamics of consumer
preferences such as sustainability, consumer
consciousness, consumer cthics, and social
responsibility have supported the changes in
consumer tendencies (Kyrylov et al., 2018).
Thus, worldwide, consumers have shifted
their preference from conventional food to
organic food and tend to consume organic
products daily (Molinillo et al., 2020;
Nithya et al., 2022). Also, UN’s Sustainable
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production is not consumed in the domestic
market but exported to other countries (Boz
and Kaynakci, 2019). Although there is a
significant increase in organic food
production, the value of retail sales of these
products was quite lower in the domestic
market than in other producer countries
(Goktuna and Hamzaoglu, 2019). The value
per capita was only one Euro in Turkey,
while averagely 55.80 Euro in Europe and
84.40 Euro in European Union (Willer et al.,
2021). However, recently, the development
of this sector in the world and the Covid-19
pandemic stimulated to increase healthy
food consumption and consumers have had
more tendency to purchase organic food.
Thus, all stakeholders of this sector have
made great efforts to understand drivers of
consumers’ intention to purchase organic
food to reach more consumers and have had
marketing-strategies that are more effective.
Behavioral drivers of organic food
purchasing have been investigated by only a
few researchers in emerging countries (Al-
Swidi, 2014; Demirtas, 2019; Sadiq et al.,
2020; Cavite et al., 2022) and, as Pacho
(2020) underlined, there is only little
knowledge on determinants affecting
consumers' intention to purchase organic
food in these countries. This study will help
to provide broader insight into behavioral
drivers of organic food consumption in these
countries. Related to this subject, Rana and
Paul (2017) also stressed that, although there
have been many studies to understand
consumer habits towards organic food
purchasing, different aspects of the issue
such as reasons, motivators, and barriers to
increasing organic food consumption should
be deeply examined in emerging countries.
This study aimed to reveal drivers of
consumers' intention to purchase organic
food with a holistic approach based on
Theory of Planned Behavior (TPB)
construct, consumer consciousness, and
demographic characteristics. Effects of
consumer awareness were taken into
consideration with three sub-dimensions as
health awareness, environmental awareness,
and social responsibility awareness. To the
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best of our knowledge, the present study will
be one of the very few empirical studies
combining data on the TPB construct,
consumer  awareness  concept,  and
demographic characteristics in emerging
countries.

MATERIALS AND METHODS

Theoretical Framework

Theory of Planned Behavior: The theory
is one of the widely utilized constructs by
various researchers to explain consumers'
intention towards a certain behavior
(George, 2004; Mirkarimi et al., 2016;
Tommasetti et al., 2018; Werf et al., 2019;
Soorani and Ahmadvand, 2019). According
to Ajzen (1991), "intentions are assumed to
capture the motivational factors that
influence a behavior; they are indications of
how hard people are willing to try and how
much of an effort they are planning to exert,
to perform the behavior". The theory
presents that intention has three major
determinants in explaining a person's
intention. These determinants are named
attitude, subjective norms, and perceived
behavioral control.

Attitude is explained as "the degree to
which a person has a favorable or
unfavorable evaluation or appraisal of the
behavior in question". As underlined by
Tarkiainen and Sundqvist (2005), the more
favorable an attitude, the higher the intention
to reveal particular behavior since attitude
has an important influence on intentions.
Broadly, as a personal factor, it represents
individuals' beliefs for outcomes of
behavior. Most previous studies presented
supporting evidence on the relationship
between attitudes and intention to buy
organic food (Maya et al., 2011; Kumar,
2012; Zhu, 2018; Liu et al., 2020). In this
study, it is hypothesized that:

Hypothesis 1: The attitude is positively
associated with the intention to purchase
organic food.
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Subjective norms are described as "the
perceived social pressure to perform or not
to perform the behavior" (Ajzen, 1991).
Subjective norms refer to the social pressure
received from people around you and people
that are important to you in your life (Zhu,
2018). Subjective norms are evaluated as
social factors and individuals' perception of
social pressure or easiness to carry out the
behavior. Previous studies revealed that
people’s intention to buy organic food is
likely to be higher if the individuals believe
that other people would like them to
consume these foods (Voon et al., 2011; Al-
Swidi et al., 2014; Demirtas, 2019; Pacho,
2020). Hypothesis 2: Subjective norm is
positively associated with the intention to
purchase organic food

According to the theory, the last
determinant, 1i.e. perceived behavioral
control, is explained as "the perceived ease
or difficulty in performing the behavior and
it is assumed to reflect experience as well as
anticipated impediments and obstacles"
(Ajzen, 1991). This term suggests that an
individual's expectations concerning
behavior affect motivation and execution of
that behavior. Most studies have included
purchasing behavior, purchasing
opportunities, time, and income constraints
to purchase organic food (Kumar, 2012;
Pomsanam et al., 2014; Liu, 2020; Fleseriu
et al., 2020). In this study, it is hypothesized
that:

Hypothesis 3: Perceived behavioral
control is positively associated with the
intention to purchase organic food.

Consumer Awareness: Even though there
is a wide and significant application of TPB
in studies on consumer behavior, there is a
need to extend the theory to explain the
influences of consumer awareness on
organic food  purchasing  intention
(Ponsanam et al., 2014; Tran and Vinh,
2016; Hansen et al., 2018; Qi et al., 2020,
Molinillo et al., 2020). Awareness is defined
as “the ability of a person to recognize
herself/himself and his surroundings" and, in
addition, an individual is aware of her/his
activities and behaviors through awareness
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(Zureik and Mowshowitz, 2005). In this
study, consumer awareness towards organic
food was studied with three sub-dimensions
of “health awareness, environmental
awareness, and social responsibility
awareness” based on studies by Rizzo et al.
(2020), do Prado and Moraes (2020), and
Fogarassy et al. (2020).

Health awareness is an impulsive
dimension that forces consumers to bear
healthy actions (Michaelidou and Hassan,
2008). It shows the degree to which health
interest is incorporated with an individual's
daily actions (Chiciudean et al., 2019).
Moreover, it represents the individual’s
internal motivation to ensure good health
(Dutta-Bergman, 2004). According to Basha
et al. (2015), this concept is the prior
preferential reason for the consumer to
purchase organic food. Most empirical
studies support that health awareness has a
positive effect on the intention to purchase
organic food (Voon et al., 2011; Pomsanam
et al., 2014; Tuan and Vinh, 2016; Qi et al.,
2020). The hypothesis about health
awareness is that:

Hypothesis 4: Health awareness is
positively associated with the intention to
purchase organic food.

Environmental awareness is expressed as
a persons' attitudes toward judgments and
behavior  and  intentions  regarding
environmental problems (Shamsudin et al.,
2018). According to the notion, involvement
in environmental behaviors is associated
with individuals’ beliefs, knowledge, and a
favorable tendency towards personal
activities. In the literature, an increasing
number of researches indicate that
environmental awareness has significant
effects on an individual's intention to
purchase organic food (Basha et al., 2015;
Shamsudin et al., 2018; Wang et al., 2020).
Because of general environmental concerns,
hypothesis 5 was formulated as below:

Hypothesis 5: Environmental awareness is
positively associated with the intention to
purchase organic food.

Social responsibility is that consumers
take into consideration social concerns when
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they make purchasing decisions (Fogarassy
et al., 2020). It was found in previous
studies  that  consumers' sense of
responsibility concerning social issues has a
positive effect on their organic food
purchasing behavior (Fu and Liang, 2019;
Hansen et al., 2018; Fleseriu et al., 2020;
Molinillo et al., 2020). The hypotheses
regarding social responsibility can be
expressed as follows:

Hypothesis  6:  Social responsibility
awareness is positively associated with the
intention to purchase organic food.

Demographic Characteristics:
Demographic characteristics were also quite
important to explain consumers’ intention to
buy organic food (Aertsens et al., 2009;
Slamet et al., 2016). It is generally
underlined that gender (Stobbelaar et al.,
2007; Raj et al., 2020), age (Cranfield and
Magnusson, 2003; Grubor and Djokic, 2016;
Singh and Verma, 2017), education level
(Raj et al., 2020), and income (Voon et al.,
2011; Raj et al., 2020) have influences on
organic food purchasing behaviors in
different ways. However, there are still
controversial results on the effect, size, and
direction of these characteristics (Grubor
and Djokic, 2016; Kranjac et al., 2017).
Thus, these demographic characteristics
were included in the study to have better
explanatory power in this study. The
hypothesis about demographic
characteristics is given as follows:

Hypothesis 7: Demographic characteristics
are associated with the intention to purchase
organic food.

Furthermore, trust in organic food in the
market needs to be included as a factor in
the model based on previous research
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(Watanabe et al., 2020). Consumer trust
means belief, feeling, or expectation of
loyalty, resulting from integrity or
competence (Moorman et al., 1992). Some
researchers indicated the role of trust on
organic food purchasing behavior (Curvelo
et al., 2019). The hypothesis regarding trust
in organic food is given as follows:
Hypothesis 8: Trust in organic food in the
market is positively associated with the
intention to purchase organic food. (Figurel)

Data Collection and Sampling Method

This study applied a cross-sectional
design to gather the data on consumers’
behavioral drivers and awareness towards
intention to buy organic products. The data
was gathered by an online survey from the
people who are educated to have at least
little knowledge on organic food and are
willing to support the survey to provide
valid data. With this goal, the snowball
sampling method was employed to select the
samples, and 390 respondents filled out the
online questionnaires in Turkey. The
questionnaire consisted of two sections. In
the first section, demographic characteristics
(age, gender, education, occupation, marital
status, household size, and income) were
collected. In the second section, behavioral
drivers and consumer awareness and trust
towards purchasing organic food were
defined. The questionnaire was tested on 10
organic food consumers and the final
correction was made. The survey was
conducted between 1-15 September 2020,
and each questionnaire lasted almost 15
minutes.
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| Subjective attitudes I

| Subjective norms l

Theory of planned
behavior

| Perceived behavioral control l

Health awareness l

Environment awareness l

Consumer
awareness

| Social responsibility awareness l

Intention to purchase
organic food

Figure 1. The conceptual framework for the study.

Measurement Tool

The questionnaire includes items related
to the TPB construct (attitudes, subjective
norms, and perceived behavioral control)
and consumer awareness concept (health,
environmental and social responsibility
awareness). In the questionnaire, consumers’
intention to purchase organic food was
assessed with six items. Then, the scales
based on TPB were designed by using eight
items for attitudes, five items for social
norms, and four items for perceived
behavioral control. To measure consumer
awareness in detail, we used six items for
health  awareness, six  items for
environmental awareness, and three items
for social responsibility = awareness.
Regarding consumers’ trust, consumers were
asked to show their degree of participation
by evaluating the phrase “I trust certified
organic food in the market”. Likert scale
was used to measure the level of agreement
with each item (l:totally disagreement,
S:totally agreement) obtained from previous
research (Voon et al., 2011; Al-Swidi et al.,
2014; Asif et al., 2018; Secapramana and
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Katargo, 2019; Fleseriu et al., 2020;
Molinillo, 2020) on factors affecting organic
food consumption.

Data Analysis

In this study, firstly, descriptive analysis
was used to describe the demographic
characteristics of consumers. Then, a
measurement tool was verified to test how
well the observed items represent the
examined factors, explanatory factor
analysis was performed to understand
sampling adequacy and internal consistency;
confirmatory factor analysis was utilized to
reveal construct validity or how well the
measures fitted the model. Finally, a binary
logistic regression model was applied to
have better understanding of the effects of
factors on consumers' intention to purchase
organic food.

Generally, logistic regression provides
good ideas to describe and test hypotheses
on associations between a categorical
dichotomic dependent variable and one or
more categorical or continuous independent
variables (Peng et al., 2010). This method
aims to build the best model to explain a
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dependent variable based on a set of
predictor variables or independent variables.
These variables indicate the characteristics
of the issues (Dominguez-Almendros,
2011). The outcome in logistic regression
analysis is coded as 1 or 0, where 1 shows
that the outcome of interest exists, and 0
indicates that the outcome of interest is non-
existent (Hair et al. 2006).

Extending the logic of the simple logistic
regression to multiple predictors (Xi present
explanatory variables), one can build a
multiple logistic regression for Y as shown
below (Peng et al., 2010):

logit(Y) =In (ﬁ) =a+ [ X; + 52X,

ey

In binary logistic regression when X
independent variable is known, the
possibility of being 1 of Y’ is m and the

special formula is as follows (Hair et al.,
2014):

n(x)=P(Y =1X=x) =
1

Tre-BotFin) )

Where, 7 is the probability of the event, a
is the Y-intercept, Ps are regression
coefficients, and Xs are a set of estimators.
For all explanatory variables, the odds ratios
were calculated taking into account, the
following formula:

Exp(B)orodds = % 3)

It defines a single explanatory variable
that, when taking all other variables
constant, the number of times the likelihood
of the dependent variable increases if the
concerned explanatory variable is increased
by one unit.

In this study, the dependent variable of
the model was consumers’ intention to
purchase organic food, and the data was
included in the analysis as "0" if the value is
below 3.99 (average); “1” if the value is
4.00 and above this threshold. The
independent variables were defined as
various demographic characteristics (age,
gender, education, and income), theory of
planned behavior's sub-dimensions,
consumer awareness, and trust in organic
food products.

e(Bo+B1x)
1+e(Bo+B1x) —
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RESULTS

Consumers’ Demographic
Characteristics

Regarding demographic characteristics of
the respondents, 64.4% of them were
women and 35.6% were men. The
respondents’ age showed that 35.9% were
between 21-30 years and the average age
was 34.6 years. Also, 61.5% of the
consumers had bachelor's degrees and
23.1% had MD and PhD. Moreover, 52.3%
of the respondents were married and the
average household size was 3.3 persons. The
respondents were government and private
sector staff, respectively (33.0 and 23.9%).
The household average income was 1187.5
Euro, while the household average food
expenditure was 300.0 Euro (Table 1).

The items that were taken into
consideration are presented in Table 1.
Firstly, explanatory factor analysis was
utilized using the principal component
analysis method with Varimax rotation to
summarize the relations among the
variables. In this regard, only items were
accepted as valid if factor loadings were 0.5
and above. Following, the Kaiser-Mayer-
Olkin (KMO) test and Barlett’s test of
sphericity were taken into consideration due
to revealing convenience of measurement
scales to reveal sampling adequacy. If the
KMO value was between 0.60-0.69, the
sampling was accepted as adequate or
moderate, and the higher value indicated
better sampling adequacy. KMO values for
the evaluated factors ranged from 0.625 to
0.890, which means the scales satisfied the
sampling adequacy condition.

Barlett’s test of sphericity shows the
strength of the relationship; the significant
value less than 0.05 indicates that the data
are acceptable for further analysis (Field,
2000). The significant value of Barlett’s test
of sphericity based on the current data was
found significant with a P-value of 0.000.
Moreover, Cronbach's Alpha value was used
to measure scale reliability or internal
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Table 1. Consumers’ Demographic Characteristics.

Characteristics n % Characteristics n %
Gender Age
Women 251 64.4 -20 24 6.2
Men 139 35.6 21-30 140 359
Total 390 100.0 31-40 114 29.2
41- 112 28.7
Total 390 100.0
Average 34.6
Marital status House Hold Size
Married 204 52.3 1-2 persons 107 27.4
Single 186 47.6 3-4 persons 227 58.2
Total 390 100.0 More than 5 persons 56 14.4
Total 390 100.0
Average (Person) 33
Education level Occupation
Primary School Graduate 3 0.8 Government Staff 116 33.0
Secondary School Graduate 4 1.0 Private Sector Staff 84 23.9
High School Graduate 53 13.6 Student 59 16.8
University Graduate 240 61.5 Academician 32 9.1
MA Degree 60 15.4 Self Employed 24 6.8
Ph.D. Degree 30 7.7 Retired 15 43
Total 390 100.0 Housewife 22 6.3
Total 352" 100.0
Household income (Euro/Month) ™ Household Food Expenditure (Euro/Month)
-625 108 27.7 -155 145 37.2
626-1250 142 36.4 156-315 127 32.6
1251- 140 35.9 316- 118 30.3
Total 390 100.00 Total 390 100.0
Average 1187.5 Average 300.00

Note: *Un-employment= 38 persons.

consistency of each factor. It is generally
suggested that the value of 0.60-0.69 indicates
an acceptable level of reliability (Hulin et al.,
2001; Cortina, 1993). In the study, Cronbach’s
alpha value for each factor was also found to
be above the cut-off level ranging from 0.621
to 0.888, which represents the reliability of
scales.

Confirmatory factor analysis produced
information on construct validation of the
measurement model. Results of the analysis
indicate that goodness of fit values [X* (608,
N= 390)= 1693.927; P< 0.01; X*/df= 2.786;
CFI= 0.837;, RMSEA= 0.068; SRMSA=
0.0728] confirmed that the measurement
model was suitable and acceptable for the
collected data. CR and AVE values were also
evaluated to have a better understanding of
composite reliability and convergent validity
of the measurement tool. The CR values (all of
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"1 Turkish Liras= 6.4 Euro.

them were above 0.70) showed that all factors
had high composite reliability. Furthermore,
the model had convergent validity since all
AVE values were higher than 0.50 and smaller
than CR values. Finally, all scales satisfied the
requirements for both reliability and validity of
scales. It showed that the measurement scale
was suitable for further analysis.

Determinants of Intention to Purchase
Organic Food

According to the analysis, the model was
statistically ~significant [yx2 (df= 11)=
218,852, P< 0.01]. The —2Log likelihood
value was 307.677 and the Nagelkerke R*
value was 0.580. Eleven independent
variables were included in the model and
seven of them were statistically significant
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and had the expected signs. These variables
were specified as education level, income
level, subjective  norms,  perceived
behavioral control, health awareness, social
responsibility awareness, and trust. In terms
of education, one unit increase in education
level increases the probability of consumers’
intention to purchase organic food by 0.848
times provided that all other independent
variables remain constant. This means that
consumers, who had master's and doctorate
degrees, were 0.848 times more likely to
purchase organic food than consumers who
had a bachelor degree and below. Similarly,
income level acts as a significant predictor,
such that having a higher income is
associated with more positive intention to
purchase organic food. Concerning the TPB
construct, the Exp (B) values were 0.949 for
subjective norms and 0.418 for perceived
behavioral control. It shows that consumers
who had higher subjective norms and
perceived behavioral control had 0.949
times and 0.418 times higher probability of
dependent variable, respectively. Similarly,

Table 2. Logistic Regression Results.

consumer health awareness and social
responsibility awareness had significant
positive effects on intention to purchase
organic food. Individuals who had higher
consumer health awareness and social
responsibility awareness had 0.469 and
1.586 times higher probabilities of intention,
respectively. Moreover, the trust had also a
positive significant effect (0.597 times) on
the model (Table 2).

DISCUSSION

It is very important to have a better
understanding of consumers' intention to
purchase organic food for producers,
marketers, and policymakers. Since the
worldwide organic food market has been a
rapidly growing market, having a better
understanding of consumer behaviors and
factors affecting consumer behaviors will
help to improve the sector as a whole.
Current studies (Nguyen et al., 2019; Pércsi
and Fogarassy, 2019; Qi ef al., 2020) stress

Beta SE Wald %2 Sig Exp(Beta)

Constant -15.186  2.009 57.112  0.000 0.000
Gender” 0.157 0.298 0.278 0.598 1.170
Age’ 0.144 0.317 0.208 0.648 1.155
Education® 0.848 0.347 5.958 0.015" 2.335
Income’ 1.137 0.340 11.173 0.001"™ 3.116
Attitude -0.038 0.280 0.018 0.892 0.963
Subjective norms 0.949 0.233 16.592 0.000™" 2.583
Perceived behavioral control 0.418 0.194 4.657 0.031" 1.519
Health awareness 0.469 0.268 3.064 0.080" 1.598
Environmental awareness -0.275 0.362 0.578 0.447 0.760
Social responsibility awareness 1.586 0.327 23.469 0.000™" 4.884
Trust 0.597 0.160 13.880  0.000™" 1.818
-2 Log likelihood 307.677

Cox and Snell R Square 0.429

Nagelkerke R Square 0.580

SE: Standard Error; y2: Chi-square; df: Degrees of freedom; P: Significance level; Exp(Beta ): Odds

values. P< 0.05 is considered statistically significant. n=390. * P< 0.05, ** P< 0.01, **P< 0.001.

“ Woman= 1; Man= 0, ® 35 and Above= 1; Below 35= 0, ¢ Postgraduate and above= 1; Below post

graduate= 0, 41190 and Above= 1; Below 1190 €= 0.
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that all stakeholders of the organic food
sector are significantly aware of the increase
in consumption tendency toward organic
food products and need to capture
motivators, drivers, and Dbarriers of
consumers' behaviors. When this s
explained with different aspects,
entrepreneurs can  understand and
appropriately satisfy consumers' demands. It
is also quite important to determine different
consumer segments to be able to satisfy
consumers' needing through suitable
strategies.

This study aimed to present a designed
model to investigate consumers’ intentions
to purchase organic food in Turkey. In this
study, the TPB model was used and
extended with consumer awareness and
demographic factors to provide a better
understanding on organic food.

The connection between education level
and organic food purchasing intention is
consistent with various previous studies, and
almost all studies suggested that individuals
with higher education levels have more
tendency to consume these foods (Dimitri
and Dettmann, 2012). According to the
current study, education level had a
statistically significant effect on intention.
This means that individuals who have higher
education levels are more likely to purchase
organic food. This finding is supported by
some other studies, such as those of
Magnusson et al. (2001), Curl et al. (2013),
and Hansmann et al. (2020). Income level is
also a good indicator for organic food
consumption and it is proven by many
previous studies (Aertsens et al., 2009;
Dimitri and Dettmann, 2012; Singh and
Verma, 2017; Hansmann et al., 2020). In
this study, income level was obtained as a
good determinant of intention to purchase
organic food, just as some other researchers
such as Onyango ef al. (2007) and Chen et
al. (2018) have revealed.

Regarding organic food purchase, even
some studies claimed that there is no
significant association between subjective
norms and intention to purchase organic
food (Yazdanpanah and Forouzani, 2015;

811

Zhu, 2018). The current study proved that
subjective norms are one of the drivers of
intention. Similarly, results of Aertsens et al.
(2009), Bai et al. (2018), and Pacho (2020)
agreed with ours about subjective norms. As
for perceived behavioral control, Kumar
(2012), Tuan and Vinh (2016) and Fleseriu
et al. (2020) confirmed a positive and
significant association between perceived
behavioral control and intention. This study
has the same direction for intention and
perceived behavioral control.

Health awareness is also considered one
of the basic drivers of consumers' intention
to purchase organic food. The current study
revealed that consumers' health awareness
has a role in the intention, which has been
also supported by previous research
(Pomsanam et al., 2014; Irianto, 2015;
Hansen et al., 2018; Qi, 2020). However, the
results of this study show that there is no
significant association between
environmental awareness and intention to
buy these foods. In the literature, some
studies support this finding (Nguyen et al.,
2019; Qi, 2020), whereas others state that
environmental awareness has an influence
on consumer's intention to purchase organic
food (Irianto, 2015; Asif et al., 2018; Wang
et al, 2020). Concerning consumer
awareness, it is also determined that there
was a positive effect of social responsibility
awareness, as also found in other studies (Fu
and Liang, 2019; Molinillo et al., 2020; Qi,
2020). Moreover, trust is one of the
determinants to purchase organic food, as
confirmed by other studies (Konuk, 2018;
Curvelo et al., 2019).

CONCLUSIONS

The present study aimed at understanding
the factors affecting the consumers' intention
to purchase organic food by using the TPB
construct, consumer awareness concept, and
demographic characteristics in the case of
Turkish consumers. According to the research
findings, a model including demographic
characteristics -in particular education and
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income-  subjective norms, perceived
behavioral control, health awareness, social
responsibility awareness and trust on the
products is able to explain well consumers’
intention to purchase organic food. These
findings suggest that marketers should take
into account subjective norms, perceived
behavioral control, health awareness, social
responsibility awareness, and trust to provide
more confidence for consumers to buy
organic ~ food.  Furthermore, = market
segmentation should be designed and formed
on the education and income levels of the
consumers. With regards to trust, all the
stakeholders of the sector should present
consistent, reliable, and fair information to
the consumers. Although the current study
adds knowledge to the consumer behaviors
literature from different perspectives, some
limitations should also be mentioned. Firstly,
some difficulties of using the snowball
sampling method should be underlined. The
demographic ~ characteristics  of  the
participants showed that they were mainly
women and had higher education. Secondly,
since this is a cross-sectional study, the
results are considered to reflect the current
status of organic food consumption behavior.
Thirdly, some of the factors about ethical
issues had higher scores than they were
expected. Since the data is based on self-
evaluation of participants, this result is
considered acceptable. Some points could be
stressed for future research. First of all, the
current study took into consideration organic
food as a whole on food groups. Future
studies may examine each food group
separately such as vegetables, meat products,
or milk products in detail. Moreover, the
study used binary logistic regression. For
further study considerations, the integrated
techniques may be used in this context and
some comparisons could be made.
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