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Expansion of organic food production requires increasing the number of organic food con-
sumers. The aim of the study was to explore the relative importance of motives to buy or-
ganic foods in consumers of the state of Mexico by applying a 21-item questionnaire, each 
item with a set of fixed options, the consumer decided which of the options was closer to 
his/her own opinion. Frequencies expressed as a percent of respondents’ buy option within 
an item were compared by Chi-square. The questionnaires analysed were 618. The decision 
to buy organic food was found in over 50% (p<0.05) of the respondents, indicating that 
there is a need to increase the visibility among consumers of the organic food advantag-
es. Above 50% (p<0.05) of the respondents thought that organic foods were better than 
non-organic, this belief is a stronghold to gain organic food consumers. For 30% (p<0.05) 
of the respondents a major restrain to buying organic foods is that they are difficult to find 
and there was low availability; 80% (p<0.05) of the respondents buy organic food as a per-
sonal decision no matter other´s people opinion about organic foods; still there is a need 
to build up a social environment favourable to buy organic foods. Consumers’ trust in all 
links of the organic food chain needs to be strengthened as there were around 40% (p<0.05) 
of respondents that their trust was not higher than average. It was concluded that drivers 
to increase the number of organic food consumers among the population of the state of 
Mexico are increasing availability, diversity, and visibility of organic foods, expanding the 
knowledge of the benefits of organic foods over non-organic and strengthening consumers’ 
trust in all links of the organic food chain.

1. Introduction

1

Organic food has been defined as a food system pro-
duction that provides healthy food to humans by ap-
plying environment-friendly management practices 
with no use of agrochemicals and harmful residu-
als and animal welfare considerations (Paul & Rana, 
2012). Besides healthy food and environmental sus-

tainability qualities, organic food production system 
expansion requires an increasing number of organic 
food consumers (Rodríguez-Bermúdez, et al., 2020). 
Some field research results provide information on 
consumers’ driving factors to buy organic foods, 
which could lead to increased organic food con-
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sumption and so the organic food production system 
(Sirieix, et al., 2011). 

Perez-Cueto (2019) concluded that consumer´s food 
choices could be influenced; however, there was not a 
single major driver that works across people groups: 
age, nations, cultural backgrounds, income, previous 
experience, formal education level, rural or urban set-
ting, and then specific field research should be done 
for target human groups or sub-groups. 

Mexico and other emerging economy countries have 
shown a steady increase, from 2003 to 2018, in their 
population within the lower to upper middle-income 
group, which has meant an increase in buying pow-
er within domestic and international markets (World 
Bank, 2018). Higher family income allows larger food 
choices but not always better nutrient balance intake, 
selection of healthy food (Araujo, M. C. et al., 2013), 
or food from a production chain committed to en-
vironmentally friendly and animal welfare practices 
(Willett, et al., 2019). 

Some consumer drivers to buy organic foods are en-
vironmental issues (Bai et al., 2019); organic food is 
healthier than non-organic (Zhang et al., 2018); eco-
logical sustainability and animal welfare (Guido et al., 
2010); consumers’ reflection and personal attitudes 
(Saraiva, et al., 2020); social pressure, consumer atti-
tudes and perceptions (Zagata, 2012); other people's 
judgment on the goodness of organic foods (Ruiz–
de-Maya, et al., 2011); psychological, aspects about 
global life evaluation, satisfaction with specific as-
pects, physical health and nutritional concerns (Ares 
et al., 2015); and, healthier eating patterns compatible 
with the wellbeing concept (Ares et al., 2014). 

Along with consumer’s motives to buy organic food, 
research should be done on factors that prevent con-
sumers from buy organic foods (Hansmann et al., 
2020) among them are high prices, poor knowledge of 
benefits, distrust of organic labels and authorities, and 
unavailability in local markets (Hughner et al., 2007), 
uncertainty on shelf-life long (Traill et al., 2008), poor 
visibility on shelves and not enough amount for one-
stop-shopping consumers and low family income 
(Hjelmar, 2011), poor accessibility and diversity (Ur-
ban et al., 2012).

The state of Mexico has in its urban areas a middle-in-

come and high formal education level population that 
could be a target population to increase organic food 
consumers (Bai et al., 2019). Two previous studies in 
this same state showed that preference for organic 
food among consumers was based on environmental 
concern and animal welfare with no major impact on 
economic aspects (Escobar-López et al., 2017; Espino-
za-Ortega et al., 2016). Kooijmans and Flores-Palacios 
(2014) found that urban and rural populations of the 
state of Mexico showed different perceptions regard-
ing the significance of organic and natural foods.

The aim of this research was to explore the relative im-
portance of motives to buy organic foods in consum-
ers settled in any of the three major cities of the state 
of Mexico to identify consumers’ specific motives to 
buy organic foods. 

2. Materials and Methods

Field data came from an application of a questionnaire 
with a total of 21 questions: seven demographic relat-
ed; four related to intention and attitude to buying or-
ganic foods; two about behavioural control; three on 
subjective norms; and, five on trust in specific organic 
food links. The questionnaire structure followed the 
recommendations of Bai et al. (2019).

All questions had a set of fixed options, the consumer 
was asked to decide which of the options offered was 
closer to his/her own opinion. The questionnaire was 
applied by face-to-face questioning; possible respond-
ents were approached at the exit of supermarkets in 
three major cities of the state of Mexico, Mexico. Sam-
pling was a convenience non probability one (Kalton, 
1983), as respondents were those willing to provide all 
the answers to the questions made. 

Data analysed were the frequencies of respondents in 
each option within each question; frequencies were 
expressed as a percent. Statistical analysis of frequen-
cies within each question was by Chi-square (Stokes 
et al., 2010) under the null hypothesis that respond-
ents were evenly distributed across all options within 
each question, to declare significant effect p-value was 
equal to or less than 0.05.
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3. Results 

Of all the consumers interviewed, 618 of them an-
swered all questions; the core (p≤0.05) of these con-
sumers was made of urban residents, female, college 
degree, married, middle age (36-55 years old), and 
low and medium middle-class income, in charge of 
deciding and doing family´s purchase of food (Table 
1).

Up to 45 and 52% (p≤0.05) of the respondents indicat-
ed some chance in the future or in the next shopping, 
respectively, to buy organic food while around 35 and 
28% (p≤0.05) were not sure in terms of the future and 
next shopping, respectively (Table 2). The proportion 
of consumers with the intention to buy organic foods 
was larger than the undecided consumers, some work 
needs to be done to reinforce among consumers the 
intention to buy organic foods.

Around one-third (p≤0.05) of the respondents ex-
pressed that organic foods were difficult to very dif-
ficult to find at the supermarkets; while another one-

third (p≤0.05) that organic foods were as easy to find 
as other food types; and, over 75% (p≤0.05) of the 
respondents indicated that once they made up their 
mind to buy organic foods they did (Table 3).  

Over 70% (p≤0.05) of the respondents perceived a 
social environment around them that was from not-
against up to very-positive about organic foods; how-
ever, over 80% (p≤0.05) mentioned that decision of 
buying organic foods was a personal one not deter-
mined by other people’s opinion or suggestion (Table 
4). 

Close or above 70% (p≤0.05) of the respondents indi-
cated average to absolute trust in any of the five links 
of the organic food chain shown to them; however, the 
organic food market still has some work to do to move 
trust from average to large in all links, if organic food 
market is to be expanded (Table 5). This improvement 
in trust should be focused mainly on the supervision 
of quality and technology of domestic and interna-
tional organisms related to the retail sale of organic 
food.

Table 1. Distribution of respondents by some demographic characteristics (n=618)

Demographic characteristic Value

Frequency

(%)
Gender Female 63.59a

Male 36.41b
Age (years) 18 - 35 41.26b

36 - 55 48.55a

>55 10.19c

Educational level Elementary to Junior high 5.34c
High school 41.59b

College or above 50.49a
None 2.58c

Marital status Married w/out children 3.56c
Married with children 55.83a

Single 33.01b
Divorced 7.60c

Monthly income (MXN) <1,875 29.61b
1,876 - 9,375 48.06a

9,376 -  13,125 9.23c
13,126 - 16,875 8.25c

> 16,876 4.85c
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Continue table 1. Distribution of respondents by some demographic characteristics (n=618)

Demographic characteristic Value

Frequency

(%)
Place of residence Rural 23.62b

Urban 76.38a
Having at home people over 60 
and children under 12 years old

Yes 59.87a
No 40.13b

a, b, ..= percentages within demographic characteristics with at least one letter in common are not different 
(p>0.05)

Table 2. Distribution of respondents by intention and attitude aspects regarding the purchase of organic 
food (n=618)

Criterion Frequency (%)

Intention aspects

Possibility to buy organic foods in the short term 
High possibility 4.37d
Possible 14.89c
Some possibility 26.05b
Undecided 35.76a
No chance 18.93c
Would you buy organic foods in the next shopping?
Definitive 5.83c
Most probably 13.92b
Almost sure 32.20a
Uncertain 28.32a
Not at all 19.73b
Attitude aspects
Position about buying organic foods 
Strongly for 22.01b
Inclined to 36.41a
Borderline 37.86a
Not convinced 3.56c
Strongly against 0.16c
Organic food is better than non-organic
Strongly agree 15.05c
Agree 34.95a
Without decision 25.73b
Disagree 18.61c
Strongly disagree 5.66d

  a,b..=percentages within specific criterion with at least one letter in common are not different 
(p>0.05)



      ISSN-Internet 2197-411x  OLCL 862804632                 5
UniKassel & VDW, Germany-October 2022

Future of Food: Journal on Food, Agriculture 
and Society, 10 (6)

Table 3. Distribution of respondents in two aspects of perceived behavioural control to buy organic 
food (n=618)

Aspect Frequency (%)

Is it easy and readily available to buy organic food?
Very difficult 5.66e
Difficult 26.70b
Same as other food types 34.30a
Easy 24.60c
Very easy                    8.74d
Buying organic food is a decision entirely up to you 
Completely disagree 4.53e
Disagree 20.23c
Sometimes 37.22a
Agree 29.12b
Completely agree 8.90d

a, b, ..= percentages within the specific aspects with at least one letter in common are not different (p>0.05).

Table 4. Distribution of respondents in three aspects of subjective norms to buy organic food (n=618)

Aspect    Frequency (%)

Attitude of most people close to you  toward buying organic food 
Very negative 3.88d
Negative 15.37c
Borderline 47.73a
Positive 27.83b
Very positive 5.19d
Influence of others on buying organic food
Definitely against 4.69c
Against 18.77b
Borderline 44.82ª
In favour 23.46b
Absolutely in favour 8.26c
Importance on you of other people’s opinion to buy organic food
None 25.24b
Little 29.13a
Some 29.94a
Big 13.75c
Definitive 1.94d

a, b, ..= percentages within specific aspects with at least one letter in common are not different (p>0.05).
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4. Discussion

The general profile of consumers interviewed agrees 
with the findings that the decision on buying or not 
organic foods depended on women college graduates, 
medium to high income with children (Singh & Ver-
ma, 2017; Zhang et al., 2018)) and urban residents 
(Hempel & Hamm, 2016). Approaching consumers 
at the exits of supermarkets might help explain this 
profile.

Intention to buy organic foods is strongly associated 
with a positive attitude toward organic foods (Bai et 
al., 2019; Urban et al., 2012). In this research (Table 2), 
over half of the respondents indicated a strong posi-
tive attitude towards organic foods in terms of wheth-
er it was good to buy organic foods and that they 
were better than non-organic foods. Building among 
consumers confidence in the benefits of organic food 
could move the proportion of consumers still unde-
cided to have a positive attitude towards organic foods 
and then drive them to the intention of buying organ-
ic foods in the future. Ditlevsen et al., (2019) agree 
that one keystone factor for the growth of the organic 
food market is that consumers truly believe that or-
ganic food is better for their health than non-organic 

foods. 

This study agrees with the findings of Hjelmar (2011) 
and Urban et al., (2012) that the limited availability of 
organic foods is a factor that restricts consumers from 
buying them; and, with the finding of Apaolaza et al., 
(2018) and Choo et al., (2004) that convinced organic 
food consumers to keep buying organic foods. It can 
be said that once consumers decide to buy organic 
foods they are very stable on that decision, expansion 
of the organic food market demands to get new con-
sumers, once they turn to organic food buyers they 
stayed as organic food consumers.

Nuttavuthisit and Thøgersen (2017) agree with this 
study that personal decision was a major driver to buy 
organic food; however, a positive social environment 
toward organic foods should also be worked out as a 
factor to increase organic foods consumers and then 
the expansion of organic foods market. 

Thøgersen (2000) pointed out that organic food mar-
ket stability and expansion depended on gaining the 
trust of consumers on all links of the organic food 
chain. Farmers, wholesale, and retail chain stores 
should work together to gain the trust of consumers 

Table 5. Distribution (%) of respondents by the level of trust in links of the organic food chain (n=618)

Level of trust
Link of the organic food 

chain None Some Average Large Absolute
Farmers 4.53c 21.20b 35.76a 29.61a 8.90c
Processing companies 

8.57c 23.79b 25.57b 37.70a 4.37c

Quality and technology 
of international and 
national organisms 16.02d 26.54b 35.76a 19.74c 1.94e

Certification institutions 

4.36c 9.06c 35.60b 45.15a 5.83c

Organic food displayed 1.13d 10.68c 34.47b 44.01a 9.71c
a, b, ..= percentages within the same row with at least one letter in common are not different (p>0.05).
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(Janssen & Hamm, 2011), consumers' concerns were 
focused on product and process-based qualities (Holt 
& Reed, 2006). Consumer trust could be build-up by 
both: validated benefits from buying organic food and 
being sure that products really come from an organic 
supply chain (Daugbjerg et al., 2014).  

German consumers based their trust in organic food 
on reading certification labels on the product and 
when such labels were from a known origin (Janssen 
& Hamm, 2014), Noblet and Teisl (2015) pointed out 
that consumer’s trust was stronger when certification 
labels were issued by a third party or specialized gov-
ernment agencies. Close monitoring of labels was em-
phasized as labels could influence consumer´s percep-
tion of the quality and taste of the product (Apaolaza 
et al., 2018), and such influence of labels varied among 
consumers, the same label was understood differently 
among different consumers (Jensen, et al., 2018). 

Proper certification labelling in organic products built 
consumer trust from the primary production phase 
and all along the food chain (Albersmeier et al., 2010; 
Moussa & Touzani, 2008). Organic food certification 
protocols and agencies are then important compo-
nents in the organic food market as through them 
consumer´s trust could be gained. Janssen and Hamm 
(2011) found that organic food without an organic 
certification logo widely known by consumers was 
not taken as true organic food and/or that lax appli-
cation of production and processing standards were 
applied, and foreign agencies were not as trusted as 
domestic ones. Thøgersen et al., (2019) indicated that 
domestic produce, availability in local markets, and 
national certification agencies were factors in favour 
of stronger consumer trust in the organic food chain.

5. Conclusions

Middle-income consumers of urban areas of the state 
of Mexico are very aware of the organic food availa-
bility at local markets, large proportion of consumers 
have a positive attitude and intention to buy organic 
food, based on the belief that organic food is a health-
ier choice than non-organic. Buying organic food was 
mainly dependent on consumer’s own decisions rath-
er than influence from other people’s opinions; how-
ever, the expansion of the organic food market should 
incorporate strategies that promote a positive social 

environment towards buying organic food, this ap-
proach could reinforce the decision of consumers to 
buy organic foods. 

A stronghold of the organic food market is that once 
a consumer decides to buy organic food, he/she keeps 
buying organic foods. Supermarkets and organic food 
dealers should work toward increasing the availability, 
diversity, and visibility of organic foods if they want to 
increase organic food retail sales. 

All links of the organic food chain should work to-
gether to gain consumers’ trust and then build a 
stronger organic food market in the urban areas of the 
state of Mexico.

Consumers demand clarification and transparency 
under a reliable traceability information system of or-
ganic food from the primary production stage up to 
the commercialization sites. Coordinated efforts are 
required, especially from Mexican federal and state 
agencies to promote organic food, strengthen con-
sumers’ trust in private and public certification agen-
cies and protocols, and be aware of differences from 
ethnic, regional, and environmental concerns.

Conflict of interest

The authors declare no conflict of interest.

References

Albersmeier, F., Schulze, H., & Spiller, A. (2010). Sys-
tem dynamics in food quality certifications: Devel-
opment of an audit integrity system. International 
Journal on Food System Dynamics, 1(1), 69-81. doi: 
10.18461/ijfsd.v1i1.118 

Apaolaza, V., Hartmann, P., D'Souza, C., & López, C. 
M. (2018). Eat organic–Feel good?  The relationship 
between organic food consumption, health concern 
and subjective wellbeing. Food Quality and Prefer-
ence, 63, 51-62.  doi: 10.1016/j.foodqual.2017.07.011 
289 

Araujo, M. C., Verly-Junior, E., Junger, W. L., & Sich-
ieri, R. (2013). Independent associations of income 
and education with nutrient intakes in Brazilian 
adults: 2008–2009 National Dietary Survey. Public 



      ISSN-Internet 2197-411x  OLCL 8628046328 UniKassel & VDW, Germany-October 2022

Future of Food: Journal on Food, Agriculture 
and Society, 10 (6)

Health Nutrition, 17(12), 2740–2752. doi: 10.1017/
S1368980013003005Ares, G., De-Saldamando, L., 
Giménez, A., & Deliza, R. (2014). Food and wellbe-
ing.  Towards a consumer-based approach. Appetite, 
74, 61-69.  doi: 10.1016/j.appet.2013.11.017 292 

Ares, G., de-Saldamando, L., Giménez, A., Claret, A., 
Cunha, L. M., Guerrero, L., de-Moura, A. P., Oliveira, 
D. C. R., Symoneaux, R., & Deliza, R. (2015).  Con-
sumers’ associations with wellbeing in a food-relat-
ed context: A cross-cultural study. Food Quality and 
Preference, 40(Part B), 304–315.  doi: 10.1016/j.food-
qual.2014.06.001

Bai, L., Wang, M., & Gong, S. (2019). Understanding 
the Antecedents of Organic Food Purchases: The Im-
portant Roles of Beliefs, Subjective Norms, and Iden-
tity Expressiveness. Sustainability, 11(11), 3045. doi: 
10.3390/su11113045

Choo, H., Chung, J.-E., & Pysarchik, D. T. (2004). 
Antecedents to new food product purchasing be-
havior among innovator groups in India. Euro-
pean Journal of Marketing, 38(5/6), 608-625. doi: 
10.1108/03090560410529240

Daugbjerg, C., Smed, S., Andersen, L. M., & 
Schvartzman, Y. (2014). Improving ecolabelling as 
an environmental policy instrument: Knowledge, 
trust and organic consumption. Journal of Envi-
ronmental Policy & Planning, 16(4), 559-575. doi: 
10.1080/1523908X.2013.879038

Ditlevsen, K., Sandøe, P., & Lassen, J. (2019). Healthy 
food is nutritious, but organic food is healthy because 
it is pure: The negotiation of healthy food choices 
by Danish consumers of organic food. Food Qual-
ity and Preference, 71, 46-53. doi: 10.1016/j.food-
qual.2018.06.001

Escobar-López, S. Y., Espinoza-Ortega, A., Vizcar-
ra-Bordi, I., & Thomé-Ortiz, H. (2017). The consumer 
of food products in organic markets of central Mexico. 
British Food Journal, 119(3) 558-574. doi: 10.1108/
BFJ-07-2016-0321

Espinoza-Ortega, A., Martínez-García, C. G., 
Thomé-Ortiz, H., & Vizcarra-Bordi, I. (2016). Mo-
tives for food choice of consumers in Central Méx-

ico. British Food Journal, 118(11), 2744-2760. doi: 
10.1108/BFJ-04-2016-0143

Kalton, G. (1983). Introduction to Survey Sampling. 
Newbury Park, CA: SAGE Publications, Inc.

Guido, G., Prete, M. I., Peluso, A. M., Maloumby-Ba-
ka, R. C., & Buffa, C. (2010). The role of ethics and 
product personality in the intention to purchase or-
ganic food products: a structural equation modelling 
approach. International Review of Economics, 57(1), 
79-102. doi: 10.1007/s12232-009-0086-5

Hansmann, R., Baur, I., & Binder, C. R. (2020). In-
creasing Organic Food Consumption: An Inte-
grating Model of Drivers and Barriers. Journal of 
Cleaner Production, 275, 123058. doi: 10.1016/j.jcle-
pro.2020.123058

Hempel, C., & Hamm, U. (2016). How important is 
local food to organic-minded consumers? Appetite, 
96, 309-318. doi: 10.1016/j.appet.2015.09.036

 Hjelmar, U. (2011). Consumers’ purchase of organic 
food products. A matter of convenience and reflexive 
practices. Appetite, 56(2), 336-344. doi: 10.1016/j.ap-
pet.2010.12.019. 

Holt, G. C., & Reed, M. J. (2006). Sociological per-
spectives of organic research: to policy and beyond 
(pp. 284-304). Wallingford, UK: CABI. 

Hughner, R. S., McDonagh, P., Prothero, A., Shultz-
II, C. J., & Stanton, J. (2007). Who are organic food 
consumers? A compilation and review of why people 
purchase organic food. Journal of Consumer Behav-
iour, 6(2‐3), 94-110. doi: 10.1002/cb.210

Janssen, M., & Hamm, U. (2011). Consumer percep-
tion of different organic certification schemes in five 
European countries. Organic Agriculture, 1(1), 31-43. 
doi: 10.1007/s13165-010-0003-y

Janssen, M., & Hamm, U. (2014). Governmental and 
private certification labels for organic food: Consum-
er attitudes and preferences in Germany. Food Policy, 
49(2), 437-448. doi: 10.1016/j.foodpol.2014.05.011

Jensen, J. D., Christensen, T., Denver, S., Ditlevsen, K., 



      ISSN-Internet 2197-411x  OLCL 862804632                 9
UniKassel & VDW, Germany-October 2022

Future of Food: Journal on Food, Agriculture 
and Society, 10 (6)

Lassen, J., & Teuber, R.  (2019). Heterogeneity in Con-
sumers' Perceptions and Demand for Local (Organic) 
Food Products. Food Quality and Preference, 73, 255-
265.  doi: 10.1016/j.foodqual.2018.11.002

Kooijmans, A., & Flores-Palacios, F. (2014). Is eating 
science or common sense? Knowledge about “natural 
foods” among self-identified “natural food” consum-
ers, vendors and producers in rural and urban Mexico. 
Appetite, 81, 37-43. doi: 10.1016/j.appet.2014.06.004

Moussa, S., & Touzani, M. (2008). The perceived cred-
ibility of quality labels: a scale validation with refine-
ment. International Journal of Consumer Studies, 
32(5), 526-533. doi: 10.1111/j.1470-6431.2008.00713.x

Noblet, C.L., Teisl, M.F. (2015). Eco-labelling as 
sustainable consumption policy. In L.  A. Reisch, J. 
Thøgersen (Eds.). Handbook of research on sustaina-
ble consumption (pp. 300–312). Cheltenham: Edward 
Elgar Publishing. 

Nuttavuthisit, K., & Thøgersen, J. (2017). The impor-
tance of consumer trust for the emergence of a market 
for green products: The case of organic food. Jour-
nal of Business Ethics, 140(2), 323-337. doi: 10.1007/
s10551-015-2690-5

Paul, J., & Rana, J. (2012). Consumer behaviour 
and purchase intention for organic food. Jour-
nal of Consumer Marketing, 29(6), 412-422. doi: 
10.1108/07363761211259223

Perez-Cueto, F. J. A. (2019). An Umbrella Review of 
Systematic Reviews on Food Choice and Nutrition 
Published between 2017 and 2019. Nutrients, 11(10), 
2398. doi: 10.3390/nu11102398

Rodríguez-Bermúdez, R., Miranda, M., Orjales, I., 
Ginzo-Villamayor, M. J., Al-Soufi, W., & López-Alon-
so, M. (2020). Consumers' perception of and attitudes 
towards organic food in Galicia (Northern Spain). In-
ternational Journal of Consumer Studies, 44(3), 206–
219. doi: 10.1111/ijcs.12557

Ruiz-de-Maya, S., Lopez-Lopez, I., & Munuera, J. L. 
(2011). Organic food consumption in Europe. Inter-
national segmentation based on value system differ-
ences. Ecological Economics, 70(10), 1767–1775. doi: 

10.1016/j.ecolecon.2011.04.019

 Saraiva, A., Fernandes., E., & von-Schwedler, M. 
(2020). The pro-environmental consumer discourse: 
A political perspective on organic food consumption. 
International Journal of Consumer Studies, 45(2), 
188–204. doi: 10.1111/ijcs.12611

Singh, A., & Verma, P. (2017). Factors influencing In-
dian consumers' actual buying behavior towards or-
ganic food products. Journal of Cleaner Production, 
167, 473-483. doi: 10.1016/j.jclepro.2017.08.106

Sirieix, L., Kledal, P. R., & Sulitang, T. (2011). Organic 
food consumers’ trade-offs between local or import-
ed, conventional or organic products: a qualitative 
study in Shanghai. International Journal of Con-
sumer Studies, 35(6), 670–678.  doi: 10.1111/j.1470-
6431.2010.00960.x

Stokes, M. E., Davis, C. S., & Koch, G. G. (2010). Cat-
egorical data analysis using SAS (3rd Ed.). Cary, NC.: 
SAS Publications, Inc.

Thøgersen, J. (2000). Psychological determinants of 
paying attention to eco-labels in purchase decisions: 
Model development and multinational validation. 
Journal of Consumer Policy, 23(3), 285-313. doi: 
10.1023/A:1007122319675

Thøgersen, J., Pedersen, S., & Aschemann-Witzel, J. 
(2019). The impact of organic certification and coun-
try of origin on consumer food choice in developed 
and emerging economies. Food Quality and Prefer-
ence, 72, 10-30. doi: 10.1016/j.foodqual.2018.09.003

Traill, W. B., Arnoult, M. H. P., Chambers, S. A., Deav-
ille, E. R., Gordon, M. H., John, P., Jones, P. J., Kliem, 
K. E., Mortimer, S. R., & Tiffin, J. R. (2008). The poten-
tial for competitive and healthy food chains of benefit 
to the countryside. Trends in Food Science & Tech-
nology, 19(5), 248-254. doi: 10.1016/j.tifs.2008.01.004

Urban, J., Zverinova, I., & Scasny, M. (2012). What 
motivates Czech consumers to buy organic food? 
Czech Sociological Review, 48(3), 509–536. Retrieved 
from https://www.jstor.org/stable/23535000

Willett, W., Rockström, J., Loken, B., Springmann, M., 



      ISSN-Internet 2197-411x  OLCL 86280463210 UniKassel & VDW, Germany-October 2022

Future of Food: Journal on Food, Agriculture 
and Society, 10 (6)

Lang, T., Vermeulen, S., Garnett, T., Tilman, D., De-
Clerck, F., Wood, A., Jonell, M., Clark, M., Gordon, L. 
J., Fanzo, J., Hawkes, C., Zurayk, R., Rivera, J. A., De-
Vries, W., Sibanda, L. M., Afshin, A., Chaudhary, A., 
Herrero, M., Agustina, R., Branca, F., Lartey, A., Fan, 
S., Crona, B., Fox, E., Bignet, V., Troell, M., Lindahl, 
T., Singh, S., Cornell, S. E., Reddy, S. K., Narain, S., 
Nishtar, S., & Murray, C. J. L. (2019). Food in the An-
thropocene: the EAT–Lancet Commission on healthy 
diets from sustainable food systems. The Lancet Com-
missions, 393(10170), 447-492. doi: 10.1016/S0140-
6736(18)31788-4

World Bank. (2019). Historical country classifica-
tion by income. Retrieved from https://datahelpdesk.
worldbank.org/knowledgebase/articles/906519-
world-bank-country-and-lending-groups.

Zagata, L. (2012). Consumers’ beliefs and behavioural 
intentions towards organic food. Evidence from the 
Czech Republic. Appetite, 59(1), 81-89. doi: 10.1016/j.
appet.2012.03.023

Zhang, B., Fu, Z., Huang, J., Wang, J., Xu, S., & Zhang, 
L. (2018). Consumers' perceptions, purchase in-
tention, and willingness to pay a premium price for 
safe vegetables: A case study of Beijing, China. Jour-
nal of Cleaner Production, 197(1), 1498-1507. doi: 
10.1016/j.jclepro.2018.06.273

© 2022 by the authors. Licensee the future of food journal (FOFJ), Witzen-
hausen, Germany. This article is an open access article distributed under the 
terms and conditions of the Creative Commons Attribution (CC BY) license 
(http://creativecommons.org/licenses/by/4.0/).


