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ABSTRACT: The global organic food market has experienced
substantial growth, surpassing €136 billion in 2023. Despite higher
price premiums, consumer demand continues to increase,
suggesting the influence of diverse motivational drivers. This
study explores how consumer segmentation based on
demographics, values, and purchasing behavior shapes the
dynamics of organic food markets. Using secondary market data
and recent meta-analytical findings, the study analyzes trends in
market share, dominant product categories, and willingness-to-pay
(WTP) premiums. The methodology combines descriptive market
analysis with segmentation frameworks and valuation metrics. Key
results highlight that Switzerland and Denmark lead in per capita
consumption and market share, while fresh produce remains the
dominant category in the U.S. WTP for organic products ranges
between 20-50% premiums, with variation across product types
and consumer segments. Notably, hypothetical WTP studies tend
to overestimate actual purchasing behavior, indicating a need for
more integrative evaluation methods. These findings reveal that
health-conscious, environmentally motivated, and premium-
secking consumers drive organic demand. Segment-specific
strategies in marketing, retail, and policy design are essential to
sustain growth and address equity in access. Policymakers are
urged to consider WTIP wvariability in designing support
mechanisms for organic agriculture, including subsidies,
certification programs, and education campaigns. In conclusion,
understanding consumer segmentation provides vital insights into
market expansion and effective engagement. As organic food
markets continue to evolve, behaviorally informed strategies will
be central to promoting sustainable consumption.
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INTRODUCTION

The organic food market has witnessed significant transformation over recent decades, primarily

propelled by shifting socio-demographic trends, evolving consumer perceptions, and rising global

awareness regarding health and sustainability. With total sales exceeding USD 97 billion globally,

and a compound annual growth rate (CAGR) projected above 10%, this sector continues to

outperform many conventional food segments in growth velocity (Khan et al., 2022). This
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momentum is particularly evident in countries like the United States, Germany, and France, which
have emerged as dominant consumers of organic goods. These developments suggest that
consumer demand for organic products is not only strong but deeply rooted in broader structural
and psychological transformations.

Despite commanding significantly higher price premiums compared to conventional alternatives,
the sustained demand for organic food products raises important questions about consumer
motivations and market dynamics (Bushara et al., 2023; Hennighausen et al., 2023). One of the
most compelling aspects of this phenomenon is the divergence between price sensitivity and the
actual purchasing behavior of organic consumers. While it is commonly accepted that organic food
costs more, a substantial segment of the population remains not only undeterred by these
premiums but also actively seeks out such products. This paradox draws attention to the complex
array of factors that drive organic purchasing decisions and suggests the existence of
heterogeneous consumer groups with distinct motivations and thresholds of price tolerance.

As a result, a nuanced exploration of market segmentation becomes essential to understand how
specific groups differentiated by income, education, environmental concern, or health
consciousness interact with the organic food market. The relevance of this segmentation is further
amplified when considering strategic planning for marketing, retail positioning, and public policy.
Yet, despite extensive academic interest in consumer behavior regarding sustainable products,
there remains a gap in empirically connecting consumer typologies with observed willingness-to-
pay (WTP) and actual market outcomes across regions and product categories.

Current literature provides valuable insight into the psychological and economic underpinnings of
consumer decisions. Research by Rizzo et al. (2020) confirms that perceptions of health benefits,
environmental impact, and ethical production are strong predictors of organic food choice. At the
same time, studies by Ishaq et al. (2021) suggest that skepticism about label authenticity or price
fairness may diminish purchase intent. These conflicting forces indicate that consumer
perceptions, while often favoring organic products, may also act as a limiting factor when concerns
about trust and affordability arise.

Demographic variables have also been consistently shown to influence organic food preferences.
Schiufele & JaBlen (2023) report that younger, educated consumers are more likely to engage with
organic products. Likewise, income level and heightened health awareness are strongly associated
with positive purchasing behavior (Japutra et al., 2021). These insights underscore the importance
of aligning organic product offerings and promotional efforts with the specific needs and values
of different consumer segments.

To make sense of these multi-dimensional motivations, various theoretical frameworks have been
employed. The Theory of Planned Behavior (TPB), widely cited in sustainable consumption
literature, posits that intentions to purchase organic food are shaped by attitudes, perceived social
norms, and behavioral control (Igbal et al, 2021; Khan et al., 2022). Additionally, Self-
Determination Theory offers a psychological lens, focusing on the internal motivations that drive
sustainable choices (Naseer et al., 2024). Together, these models provide a foundational basis for
understanding the cognitive and emotional processes involved in organic food consumption.
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However, a critical factor that continues to mediate actual behavior is price. Studies have shown
that although many consumers express a willingness to pay more for organic goods, this intention
often does not translate into consistent behavior when faced with economic constraints or
competing alternatives (Raj et al., 2023; Smoluk-Sikorska et al., 2023). The financial barrier
presented by high price premiums can limit access to organic foods for certain demographics,
highlighting the need for price-sensitive marketing and distribution strategies (X. Li, 2022).

Nevertheless, the motivations driving the preference for organic products remain compelling. As
emphasized by Rizzo et al. (2020), organic food is generally associated with superior nutritional
quality, lower pesticide exposure, and environmentally sustainable production. These attributes
appeal strongly to consumers who value ethical considerations and long-term health benefits. The
combination of these factors represents a powerful driver of market demand, distinguishing
organic consumers from those purchasing conventional food products based on cost or

convenience.

The overarching objective of this study is to dissect the consumer segmentation mechanisms
underlying the organic food market. By examining how demographic profiles, psychological
motivations, and economic capacities align with observed market behaviors, this research aims to
generate actionable insights for stakeholders. The novelty of the study lies in its synthesis of
macroeconomic data with behavioral segmentation theory, contributing to a more granular
understanding of how preferences manifest in price sensitivity, product selection, and regional
consumption patterns. Ultimately, this research seeks to clarify the contours of demand in the

organic food sector and inform more effective marketing, policy, and supply chain strategies.

METHOD

The methodology of this study is grounded in the integration of existing secondary data and
academic literature to analyze consumer behavior in organic food markets. By using pre-compiled
datasets, segmentation frameworks, and valuation metrics such as willingness-to-pay (WTP), the
research aims to identify key consumer profiles and assess their market influence.

Segmentation Frameworks in Organic Food Consumer Studies

This study employs a multi-dimensional segmentation approach to classify consumers based on
their demographic, psychographic, behavioral, and geographic traits.

e Demographic Segmentation: Consumers are categorized by age, income, education level, and
gender. Prior studies suggest a strong association between higher educational attainment and
likelihood of organic product purchase.

¢ Psychographic Segmentation: Attitudes, motivations, and lifestyle preferences are emphasized.

o Behavioral Segmentation: Focuses on actual buying behaviors and attitudes, such as frequency
and consistency of organic product purchases.
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e Geographical Segmentation: Explores regional and cultural influences.

o Lifestyle-Based Segmentation: Broader lifestyle behaviors and values form the basis of
classification.

These segmentation techniques form the theoretical backbone for classifying organic food
consumers, enabling detailed behavioral analysis.

Measuring Willingness-to-Pay (WTP)
To estimate consumer valuation of organic products, various WTP methods are used:

o Contingent Valuation Method (CVM): Surveys ask participants how much they are willing to
pay for organic goods.

e Choice Experiment (CE) Methods: Consumers choose among alternatives with different
attributes, allowing inference of WTP.

e Direct Surveys: Respondents provide stated premiums they would pay over conventional
equivalents.

e Market Data Analysis: Historical pricing and purchasing patterns inform inferred WTP.

Together, these methods support robust estimation of consumer premiums and preference
intensity in organic markets.

Use of Secondary Data: Strengths and Limitations

This study uses secondary data from official reports and peer-reviewed studies, offering various
strengths and limitations.

e Strengths:
o Cost-Effectiveness: Saves resources compared to primary data collection.
o Time Efficiency: Speeds up the research process by providing readily available data.
o Broad Coverage: Allows exploration across multiple demographics and countries.
o Historical Insight. Enables trend analysis over time.
e Limitations:
o Relevance: Data may not align perfectly with research aims.
o Quality and Accuracy: Risk of inconsistent or biased data collection.
o Outdated Data: Older sources may not reflect current trends.

o Lack of Control: Researchers cannot influence original data collection methods.
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In light of these trade-offs, the methodology balances breadth and practicality with careful
evaluation of data relevance and reliability.

RESULT AND DISCUSSION

This chapter presents the key findings from secondary data analysis related to market indicators,
consumer segmentation, and willingness-to-pay (WTP) for organic food products. The insights
are derived from both global statistics and recent peer-reviewed literature.

Market Indicators

e Per Capita Consumption by Country: European countries dominate per capita organic
consumption. Switzerland and Denmark lead with over USD 300 per person annually, while
Germany and Sweden follow with approximately USD 200 (S. Li & Kallas, 2021). The United
States and Australia also show upward trends, reflecting growing health and sustainability

awareness.

e Changes in Market Share: Organic food’s share in total food sales has nearly doubled in Europe
over the past decade, reaching approximately 10%. In the United States, organic products
accounted for 6% of food sales as of 2020, demonstrating rising integration into mainstream
consumption.

e Dominant Product Categories: Fresh fruits and vegetables remain the leading category,
followed by dairy and eggs. The rising popularity of organic processed foods such as snacks
and beverages suggests a broader acceptance and diversification of organic options.

e Health and Environmental Awareness: Market growth is closely tied to increased consumer
awareness of health and environmental benefits. Organic products are often viewed as safer
and more ethical. The COVID-19 pandemic intensified this trend, driving demand for
immunity-boosting foods (Wang & Somogyi, 2018).

Table 1. Global Organic Market Indicators (2023-2024)

Indicator Year Value Unit Notes
Global organic market size 2023 136.4 billion euros 3:1::1 global organic
Top market: USA 2023 59.0 billion euros Largest market
Top market: Germany 2023 16.1 billion euros Second largest market
Top market: China 2023 12.6 billion euros Third largest market
Highest per capita spending 2023 468  curos/capita/year Switzerland
Highest organic market share 2023 11.8 % Denmark

US  organic sales (all 2024 71.6 billion USD 5.2% growth
categories)

US organic fresh produce 2024 33 % Largest product
share category
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The market data confirms a continuing upward trend in global organic food consumption.
Switzerland and Denmark maintain leadership in per capita spending and market share, reflecting
strong institutional support and consumer trust in organic standards. The U.S. leads in absolute
market value, emphasizing the scale of its consumer base despite a lower per capita rate. Fresh
produce remains the dominant organic category, especially in the U.S., where it constitutes 33%
of organic sales, indicating consumer prioritization of health and freshness. European countries
show robust integration of organic products in daily consumption, while growth in North America
reflects broader interest. Overall, these indicators reinforce the relevance of country-specific
strategies in marketing and policy to support continued expansion of organic markets.

Consumer Segmentation

¢ Common Consumer Segments: The primary segments include health-conscious individuals,
environmentally motivated buyers, and premium-seeking consumers (Bryta, 2018). Each
segment prioritizes different product attributes, from nutrition to ethical sourcing,.

e Influence of Income and Education: High-income households and consumers with higher
education levels demonstrate stronger organic purchasing tendencies (Migliore et al., 2020).
These factors correlate with greater awareness and a higher capacity to pay.

e Environmental Values: Sustainability-minded consumers show high affinity for organic goods
(Bastounis et al., 2021). Their purchasing is guided by personal values, making them responsive
to environmental and ethical claims.

o Segment-Product Alignment: Different segments favor specific products. Health-focused
consumers prefer fresh produce or nutrient-enriched options (Bastounis et al., 2021), while
environmental consumers often choose products with certifications like fair trade or organic
labels (Seufert et al., 2017).

Willingness-to-Pay (WTIP) Premiums

e Average Premiums by Region: Consumers globally are willing to pay 20—40% premiums for
organic products. WTP is higher in North America and Western Europe, aligned with income
and health priorities (Lee et al., 2019).

e Premiums by Product Category: WTP varies by product type e.g., ~30% for fresh produce and
>50% for dairy (Maesano et al., 2020). This demonstrates perceived value differences among
product categories.

e WTP Measurement Methods:
o Contingent V alnation: Survey-based hypothetical premiums.
o Choice Experiments: Attribute-based preference simulations .

o Experimental Auctions: Real-purchase data collection.
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e Hypothetical vs. Real WTP: Hypothetical studies often overstate actual WTP due to lack of
financial stakes, requiring triangulation with real market data.

Table 2. Consumer Willingness to Pay for Organic Products

Metric Value Unit Notes

38.1 Y% premium Meta-analysis of  global
consumers

29.5 % premium Compared  with  other
credence labels

Absolute premium from discrete 3.79 USD/kg Meta-analysis of OECD

Average WTP for organic attributes

Sustainability label benchmark WTP

choice data countries
Category-specific premium (e.g., >128 % premium Extremely high in select
eggs) categories

The analysis of WTP shows that organic food is valued at substantial premiums across different
regions and product categories. Fresh produce and dairy rank highest in perceived value, especially
among health-conscious and premium-seeking consumers. While hypothetical methods suggest
strong willingness to pay, real purchasing behavior often presents lower thresholds due to financial
commitments. This discrepancy underscores the importance of integrating real-market
observations into economic models. Furthermore, the WTP variation across product types and
countries suggests the need for segment-specific marketing and pricing strategies that align product
value with consumer expectations and ability to pay.

This discussion synthesizes the findings of the study with existing literature to highlight the critical
role of consumer segmentation, cultural influences, price sensitivity, and policy relevance in the
organic food market. The integration of segmentation theory and empirical data offers valuable
insights into how organic food purchasing behavior can be more effectively targeted and

supported.

Segmentation insights are instrumental in developing effective marketing strategies for organic
products. The identification of distinct consumer groups such as health-conscious,
environmentally motivated, and premium-seeking segments enables the tailoring of promotional
campaigns and product offerings. For example, marketers can deliver targeted messaging that
emphasizes health benefits to one group while promoting sustainability attributes to another (Wu
et al., 2021). Customized product lines, such as gourmet or budget organic options, can cater to
varying preferences and affordability thresholds. Enhanced customer engagement through
localized strategies and loyalty programs also increases brand resonance (Migliore et al., 2020).
Furthermore, geographic segmentation informs the optimization of distribution networks,
ensuring that organic goods reach high-demand areas efficiently (S. Li & Kallas, 2021).

Cultural factors also play a pivotal role in shaping consumer valuation of organic products. In
some societies, organic food is associated with prestige and health consciousness, while in others,
it aligns with tradition and sustainability (Spence et al., 2018; Watanabe et al., 2020). Food safety
concerns often elevate the perceived value of organic labels, particularly in regions where pesticide
and chemical exposure is a public issue (Huo et al., 2023). Traditional farming cultures may also
foster greater trust in organic practices (Maesano et al., 2020). Additionally, the influence of social
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media and modern lifestyle trends has catalyzed a shift in consumer behavior, particularly among
younger demographics seeking authenticity and health-oriented consumption patterns (Marchi et
al., 2010).

Variations in willingness-to-pay (WTP) among different consumer groups offer meaningful
implications for public policy. Identifying high-WTP segments can guide the design of effective
subsidy programs that make organic farming more viable and its products more accessible.
Educational interventions targeted at low-WTP segments may raise awareness of the benefits of
organic food and support a more inclusive market (Bazzani et al., 2017). Regulatory frameworks
that safeguard label integrity are also vital to maintaining consumer trust and avoiding market
dilution. Moreover, sustainability-oriented incentives in production and retailing can align broader
agricultural policies with the values expressed by organic consumers (Qing et al., 2017).

Despite these contributions, several gaps remain in the behavioral understanding of organic food
consumption. A predominant reliance on cross-sectional studies limits our ability to assess changes
in consumer attitudes over time. Longitudinal studies are necessary to capture evolving trends and
sustained behavioral shifts (Galati et al., 2022). Research also remains largely focused on Western
populations, leaving cultural dynamics in non-Western and emerging markets underexplored
(Spence et al., 2018). Furthermore, the integration of behavioral economic theories could enrich
current models by examining psychological drivers such as trust, loss aversion, and cognitive bias
in organic purchasing (Asioli et al., 2021). Lastly, the impact of global disruptions such as
pandemics on consumer behavior and WTP remains inadequately addressed, although preliminary
evidence suggests increased interest in health and sustainability post-COVID-19 (Vuong et al.,
2024).

Understanding these dimensions is critical for shaping not only marketing strategies but also public
initiatives aimed at promoting sustainable consumption. As organic food continues to carve a
growing niche in global markets, multi-disciplinary and culturally sensitive research will be essential
in supporting both market expansion and consumer well-being.

CONCLUSION

This study set out to explore how consumer segmentation influences purchasing behavior and
market dynamics in the organic food sector. Drawing from extensive secondary data and recent
literature, we examined the diverse motivations, socio-demographic profiles, and economic

behaviors that shape organic food consumption globally.

Our analysis revealed that organic food demand continues to rise despite high price premiums.
This paradox is explained by the presence of distinct consumer segments such as health-conscious
individuals, environmentally driven buyers, and premium-secking consumers each of which assigns
unique value to organic attributes. High per capita consumption in countries like Switzerland and
Denmark, and dominant market segments like fresh produce in the U.S., underscore the role of
both economic and cultural factors in market performance.

35 | Sativa : Journal of Agricultural Sciences https://journal.idscipub.com/sativa


https://journal.idscipub.com/sativa

Segmenting the Organic Food Consumer: Insights into Market Dynamics and Willingness-to-
Pay
Bakri, Tirtasari and Mariana

Consumer willingness to pay (WTP) was found to be both substantial and variable, influenced by
income levels, education, cultural norms, and perceived benefits. Premiums range from 20% to
over 50% depending on the product category and region. These insights stress the importance of
tailored marketing strategies that align with segment-specific expectations and values. Moreover,
the gap between hypothetical and actual WTP measurements calls for improved methodological
rigor and integration of behavioral economics in future research.

From a policy perspective, WTP variations highlight opportunities for targeted subsidies,
certification integrity, and consumer education campaigns. Policymakers can leverage
segmentation data to design inclusive frameworks that make organic products more accessible
while promoting sustainable agriculture.

The study also identified key knowledge gaps. Most notably, there is a need for longitudinal
research to track consumer behavior over time, and for greater focus on non-Western markets to
capture global diversity. Additionally, incorporating psychological and sociological perspectives
would enrich our understanding of trust, bias, and cognitive dissonance in organic purchasing
decisions.

In summary, this research contributes to the academic and practical understanding of organic food
market behavior by demonstrating that segmentation is not merely a marketing tool but a
foundational lens for analyzing demand. As the organic food sector matures, strategies informed
by nuanced consumer insights will be essential for sustainable growth and equitable market
development.

REFERENCE

Asioli, D., Bazzani, C., & Nayga, R. M. (2021). Are Consumers Willing to Pay for In-Vitro Meat? An
Investigation of Naming Effects. Jowrnal of  Agricultural  Economics, 73(2), 356-375.
https://doi.org/10.1111/1477-9552.12467

Bastounis, A., Buckell, J., Hartmann-Boyce, J., Cook, B., King, S., Potter, C., Bianchi, F., Rayner, M., &
Jebb, S. A. (2021). The Impact of Environmental Sustainability Labels on Willingness-to-Pay for
Foods: A Systematic Review and Meta-Analysis of Discrete Choice Experiments. Nutrients, 13(8),
2677. https://doi.org/10.3390/nu13082677

Bazzani, C., Caputo, V., Nayga, R. M., & Canavari, M. (2017). Revisiting Consumers’ Valuation for Local
Versus Organic Food Using a Non-Hypothetical Choice Experiment: Does Personality Matter? Food
Quality and Preference, 62, 144-154. https:/ /doi.org/10.1016/j.foodqual.2017.06.019

Bryla, P. (2018). Organic Food Online Shopping in Poland. British Food Journal, 120(5), 1015-1027.
https://doi.org/10.1108/BF]J-09-2017-0517

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E., Albohnayh, A. M., Alshammari, W. G,
Aldoreeb, M., Elsaed, A. A., & Elsaied, M. A. (2023). The Power of Social Media Marketing: How
Does Perceived Value Mediate the Impact on Restaurant Follower Purchase Intent, Willingness to
Pay a Premium Price, and E-WOM? Sustainability, 15(6), 5331. https://doi.org/10.3390/su15065331

36 | Sativa : Journal of Agricultural Sciences https://journal.idscipub.com/sativa


https://journal.idscipub.com/sativa

Segmenting the Organic Food Consumer: Insights into Market Dynamics and Willingness-to-
Pay
Bakri, Tirtasari and Mariana

Galati, A., Migliore, G., Thrassou, A., Schifani, G., Rizzo, G., Adamashvili, N., & Crescimanno, M. (2022).
Consumers’ Willingness to Pay for Agri-Food Products Delivered with Electric Vehicles in the Short
Supply Chains. FIIB Business Review, 12(2), 193-207. https://doi.org/10.1177/23197145221112743

Hennighausen, H., Liao, Y., Nolte, C., & Pollack, A. (2023). Flood insurance reforms, housing market
dynamics, and adaptation to climate risks.  Jowrnal of Housing  Economics, 62.
https://doi.org/10.1016/.jhe.2023.101953

Huo, H., Jiang, X., Han, C., Wei, S., Yu, D., & Yang, T. (2023). The Effect of Credence Attributes on
Willingness to Pay a Premium for Organic Food: A Moderated Mediation Model of Attitudes and
Uncettainty. Frontiers in Psychology, 14. https://doi.otg/10.3389/fpsyg.2023.1087324

Igbal, J., Yu, D., Zubair, M., Rasheed, M. I, Khizar, H. M. U., & Imran, M. K. (2021). Health
Consciousness, Food Safety Concern, and Consumer Purchase Intentions Toward Ozrganic Food:
The Role of Consumer Involvement and Ecological Motives. SAGE  Open, 11(2).
https://doi.org/10.1177/21582440211015727

Ishaq, M. L., Sarwar, H., & Ahmed, R. (2021). “A Healthy Outside Starts from the Inside”: A Matter of
Sustainable Consumption Behavior in ltaly and Pakistan. Business Ethics, the Environment &
Responsibility, 30(S1), 61-86. https://doi.org/10.1111/beer.12333

Japutra, A., Vidal-Branco, M., Higueras-Castillo, E., & Molinillo, S. (2021). Unraveling the Mechanism to
Develop Health Consciousness from Organic Food: A Cross-Comparison of Brazilian and Spanish
Millennials. British Food Journal, 124(1), 197-220. https://doi.org/10.1108 /BF]-10-2020-0952

Khan, W., Siddiquei, M. 1., Muneeb, S. M., & Farhan, M. (2022). Factors Affecting Willingness to Pay
Premium Prices for Socially Responsible Food Products: Evidence from Indian Consumers. Business
and Society Review, 127(2), 423—4306. https://doi.org/10.1111/bast.12270

Lee, T. H., Fu, C., & Chen, Y. Y. (2019). Trust Factors for Organic Foods: Consumer Buying Behavior.
British Food Jonrnal, 122(2), 414-431. https://doi.org/10.1108 /BF]-03-2019-0195

Li, S., & Kallas, Z. (2021). Meta-Analysis of Consumers’ Willingness to Pay for Sustainable Food Products.
Appetite, 163, 105239. https://doi.org/10.1016/j.appet.2021.105239

Li, X. (2022). The impact of place-of-origin on price premium for agricultural products: empirical evidence
from Taobao.com. Electronic Commerce Research, 22(2), 561-584. https://doi.org/10.1007/s10660-020-
09404-5

Maesano, G., Vita, G. D., Chinnici, G., Pappalardo, G., & D’Amico, M. (2020). The Role of Credence
Attributes in Consumer Choices of Sustainable Fish Products: A Review. Sustainability, 12(23), 10008.
https://doi.org/10.3390/su122310008

Marchi, E. D., Caputo, V., Nayga, R. M., & Banterle, A. (2016). Time Preferences and Food Choices:
Evidence from a Choice Experiment. Food Poliey, 62, 99-109.
https://doi.org/10.1016/j.foodpol.2016.05.004

Migliore, G., Thrassou, A., Crescimanno, M., Schifani, G., & Galati, A. (2020). Factors Affecting Consumer
Preferences  for  “Natural ~ Wine.”  British  Food — Journal, 122(8),  2463-2479.
https://doi.org/10.1108 /BF]-07-2019-0474

Naseet, P. M., Islam, S. B., Darzi, M. A., Bhat, M. A., Lawati, E. H. A., & Khan, S. T. (2024). Antecedents
of Consumer Purchase Intention and Behavior Towards Organic Food: The Moderating Role of

37 | Sativa : Journal of Agricultural Sciences https://journal.idscipub.com/sativa


https://journal.idscipub.com/sativa

Segmenting the Organic Food Consumer: Insights into Market Dynamics and Willingness-to-
Pay
Bakri, Tirtasari and Mariana

Willingness to Pay Premium. British Food Journal, 127(2), 779-800. https://doi.org/10.1108 /BF]-03-
2024-0275

Qing, L., Yan, Z., & Zhou, J. (2017). Consumer Choices and Motives for Eco-Labeled Products in China:
An Empirical Analysis Based on the Choice Experiment. Sustainability, 9(3), 331.
https://doi.org/10.3390/su9030331

Raj, V. A,, Shankar, S., & Jasrotia, S. S. (2023). Sustainable Purchase Intentions Towards Organic Food
during COVID-19 Pandemic: An Exploratory Study on Indian Consumers. Social Responsibility Jonrnal,
20(2), 243-260. https://doi.org/10.1108/SR]J-01-2022-0022

Rizzo, G., Borrello, M., Guccione, G. D., Schifani, G., & Cembalo, L. (2020). Organic Food Consumption:
The Relevance of the Health Attribute. Sustainability, 12(2), 595. https:/ /doi.org/10.3390/su12020595

Schiufele, 1., & Jalen, M. (2023). Consumer Segmentation Based on Three Dimensions of Sustainable
Food Consumption: A Simultaneous Analysis of Meat, Organic Food, and Sweet Snack Purchases

Based on Houschold Panel Data in  Germany.  Frontiers  in Nutrition,  10.
https://doi.org/10.3389/fnut.2023.1140636

Seufert, V., Ramankutty, N., & Mayerhofer, T. (2017). What Is This Thing Called Organic? — How Ozganic
Farming Is Codified in Regulations. Food Poligy, 68, 10-20.
https://doi.org/10.1016/j.foodpol.2016.12.009

Smoluk-Sikorska, J., Smiglak—l(rajewska, M., Rojik, S., & Fulneckova, P. R. (2023). Prices of Organic Food
— The Gap between Willingness to Pay and Price Premiums in the Organic Food Market in Poland.
Agriculture, 14(1), 17. https://doi.org/10.3390/agriculture14010017

Spence, M., Stancu, V., Elliott, C. T., & Dean, M. (2018). Exploring Consumer Purchase Intentions
Towards Traceable Minced Beef and Beef Steak Using the Theory of Planned Behavior. Food Control,
91, 138-147. https://doi.org/10.1016/j.foodcont.2018.03.035

Vuong, H., Pannell, D. J., Schilizzi, S., & Burton, M. (2024). Vietnamese Consumers’ Willingness to Pay for
Improved Food Safety for Vegetables and Pork. Awustralian Journal of Agricultural and Resource Economics,
68(4), 948-972. https:/ /doi.org/10.1111/1467-8489.12577

Wang, O., & Somogyi, S. (2018). Consumer Adoption of Online Food Shopping in China. British Food
Journal, 120(12), 2868-2884. https://doi.org/10.1108/BF]J-03-2018-0139

Watanabe, E. A. de M., Alfinito, S., Curvelo, I. C. G., & Hamza, K. M. (2020). Perceived Value, Trust and
Purchase Intention of Organic Food: A Study With Brazilian Consumers. British Food Journal, 122(4),
1070-1184. https://doi.org/10.1108 /BF]-05-2019-0363

Wu, W., Zhang, A., Klinken, R. D. v., Schrobback, P., & Muller, J. (2021). Consumer Trust in Food and
the Food System: A Critical Review. Foods, 10(10), 2490. https://doi.org/10.3390/foods10102490

38 | Sativa : Journal of Agricultural Sciences https://journal.idscipub.com/sativa


https://journal.idscipub.com/sativa

