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spaces.
The specific objectives of the research are:

- Analysis of external accessibility and transportation infrastructure, and
assessment of the distance from bus/tram stops to the entrance or from accessible
parking spaces

- Assessment of mobility and internal architectural barriers by identifying
corridor dimensions (including elevator functionality and size, types of entrances,
and accessibility to shelves and fitting rooms in stores)

- Studying ancillary facilities and services by verifying the degree of
adaptation of: restrooms for people in wheelchairs, as well as the comfort of
furniture in relaxation areas (restaurants, cafes, movie theaters)

- Evaluating wayfinding, information, and technology systems: by checking
the visibility and accessibility of information panels (with light signals or Braille)
or technology via the STEP HEAR app

- Analyzing social interactions and service quality

1.2. The perspectives of people with disabilities on accessibility in
commercial spaces

People with disabilities face limitations in their mobility, vision, or hearing.
They have the same rights as everyone else, but they do not constitute a
homogeneous group. The most important right for people with disabilities is access
to the physical environment, public services, and public spaces (Tullio-Pow S.,
Hong Yu, Strickfaden M., 2021).

The needs of people with disabilities and initiatives for a barrier-free life are
promoted by the World Health Organization (2015) and regulated by the laws of
respective countries (Tullio-Pow S., Hong Yu, Strickfaden M., 2021).

According to experts, the rights of people with disabilities are violated in the
areas of transportation, health services, and employment, as these individuals are
not integrated into everyday social life. Thus, all people have the right to integrate
into social life as independent and equal individuals and must have access to use
all public spaces. Commercial spaces also fall within the scope of public services.
Shopping is an activity that is part of the mundane life. People with physical
disabilities face daily challenges, particularly when it comes to visiting stores and
shopping centers to purchase the necessities of life (Yilmaz, M., 2018).

Vulnerable customers do not have equal opportunities when purchasing goods
and services, particularly due to mobility issues on public transportation and in
shopping centers, which is why they must plan their shopping trips in advance and
familiarize themselves with the routes and modes of transportation to shopping
centers, as well as the accessibility within the stores (Goksu, K., Ozbek, K., Ozge,
L., Hiiseyinoglu, Y., and Oflag, B., 2023).

Mobility within a shopping center is the greatest challenge faced by people
with physical disabilities, as they encounter a series of barriers, which negatively
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impact the shopping environment. Barriers begin at the entrance, such as entrances
that are too narrow in some stores, and the long distance between bus stops and the
entrance to the shopping area. Others are caused by design issues in shopping
centers, such as: the absence of ramps, yellow guide strips, the lack of elevators,
and the lack of accessibility in shopping areas, the presence of restrooms not
adapted for people with disabilities, and the lack of parking spaces for these
individuals (such as shopping carts left in these spaces or their occupation by
people without disabilities) (Afacan Y, 2012).

1.3 Retailers' Perspective on Accessibility for People with Disabilities

Shopping centers are among the most important retail services in everyday
life; they are public spaces where the social and physical environments intersect,
playing a significant role in social participation through interactions between
customers, employees, and the environmental factors of the services provided
(Goksu, K., Ozbek, K., Ozge, 1., Hiiseyinoglu, Y., and Oflag, B., 2023).

Among other important issues is interaction with store staff and security
personnel, which is crucial. They do not always behave appropriately, do not pay
attention to or assist them, have a negative attitude, and at the cash registers they
are forced to wait in long lines, and there is no assistance with handling cash or
cards (especially for the people with visual disabilities). Education is a solution for
overcoming social barriers and raising awareness regarding the issues faced by
people with physical disabilities. (Y1lmaz, M., 2018)

The emotions arising from these interactions and the barriers to accessing
shopping centers and moving around inside them can lead to negative emotions
such as despair, mistrust, embarrassment, irritation, and social discrimination. In
some cases, there are situations where people with disabilities cannot ask for help
and feel alone and unhappy. A key factor in this process is the state, which has the
responsibility to ensure a good standard of living for people with disabilities, to
monitor the implementation of these regulations to improve the quality of life for
people with disabilities, which includes the inclusive design of commercial
environments with well-conceived signage and wayfinding systems, by taking into
account the suggestions of the individuals concerned and by improving their
communication with staff (Afghantoloee, A.; Mostafavi, M.A.; Edwards, G.;
Gharebaghi, A., 2020).

Service providers in shopping centers must comply with standards and enforce
regulations required by law. Service providers in shopping centers, restaurant
owners in the food service industry, and service providers in movie theaters must
improve services to ensure barrier-free mobility, taking into account the needs of
people with disabilities. (Goksu, K., Ozbek, K., Ozge, 1., Hiiseyinoglu, Y., and
Oflag, B., 2023)

By providing appropriate accessibility services, shopping centers have the
potential to become attractions for people with disabilities, thereby ensuring their
inclusive participation in social life (Eskyte, 1., 2019).
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2. METHODOLOGY

To gain insight into the experiences and challenges faced by participants in
these shopping centers, field observations are conducted with the aim of assessing
the current state of accessibility and identifying the issues that arise both in
accessing these centers and within them (Goksu, K., Ozbek, K., Ozge, 1.,
Hiiseyinoglu, Y., and Oflag, B., 2023).

One method that helps shed light on these challenges involves walking through
stores and observing how people with mobility impairments, visual impairments,
or hearing difficulties navigate their surroundings and what obstacles they
encounter.

Direct observation was also used to study the condition of parking spaces
adapted for people with physical disabilities, sidewalks, nearby bus stops, main
mall entrances, store aisles, escalators, and restroom accessibility, with
photographs taken of these elements.

The qualitative method of semi-structured interviews with people with
disabilities or other customers was also used to gather opinions on accessibility
within commercial spaces. This method was a key component of the ethnographic
approach and proved extremely useful in highlighting the experiences of the study
participants.

The selection of significant malls was based on their importance and the level
of need for the services they offer. A mapping method was used to represent their
locations and travel times to them using various modes of transportation (private
car and public transit).

3. RESULTS

People with mobility problems face a multitude of barriers when accessing
commercial spaces (Fig. 1 and Fig. 2). Based on observations and discussions with
people with physical disabilities, it was found that mall entrances are not always
located near public transportation stops.
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Durata traseelor catre mall-urile Veranda si Parklake cu
automobilul

Fig. 2: Map showing
travel times to the Veranda

= Parklake malls
./ e/ Legendd
’ Traseu cu masina-Veranda Mall: 20-30 min
= Traseu cu masina-Parklake: 35-40 de minute
@ Puncte de plecare si pornire catre mall-uri
[ Mall-uri

1 2 km

For example, at Bucharest’s largest mall (Mega Mall), the entrance is located
near the bus and tram stops; in the case of the Veranda mall, the distance from the
bus and tram stops to the entrance is greater, but a longer ramp has recently been
built, which facilitates access to the mall (Fig. 3 and Fig. 4).
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Fig. 3 and Fig. 4. Mega Mall and Veranda Mall: Personal archive

In most shopping malls, the doors are automatic, but there are also doors with
handles that must be pulled or pushed, which poses a challenge for people using
wheelchairs, canes, or walkers, requiring them to wait for someone else to assist
them. Elevators or platforms are usually easy to find with the help of signs, but
they are not always the right size or can only accommodate one person (Fig. 5, Fig.
6, and Fig. 7).

Fig. 5, 6 and 7: Entrance and escalators at Mega Mall
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Fig. 8,9,10 and 11: Entrance to the Veranda Mall, escalators, moving
walkway, and symbols indicating the level of accessibility: Personal archive

The aisles are wide and well-lit, with signs indicating the stores on each floor,
but some signs are sometimes placed too high, have letters that are too small, or
cannot be accessed by people with visual impairments because they are not
equipped with Braille or light signals (Fig. 8 and Fig. 9). Mega Mall uses STEP-
HEAR technology, which operates using a sensor system and an alert system to
help people with visual impairments and those using wheelchairs find the safest
route (Fig. 10 and Fig. 11). This app must be installed on your phone; it is free for
10S and Android devices.
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Figures 12 si 13: Color among Mega Mall stores: Personal archive
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Fig. 14, 15, 16, 17 and 18: Information signs showing the location of stores on
each floor: Veranda Mall and Megamall Personal archive

In shopping malls, in addition to stores, there are also restaurants, cafes, and
movie theaters with Wi-Fi; however, not all of them have comfortable,
appropriately sized tables and chairs, they are uncomfortable and unstable and do
not allow people with disabilities to use them (Fig. 12—-Fig. 18). Additionally, malls
such as Park Lake and Veranda Mall offer civil registry services and passport
issuance with online booking (Fig. 19).
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Fig.19. Map of services offered by Veranda Mall
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Fig. 27-29: Other activities offered by the Veranda Mall

The restrooms are quite spacious and well-marked (although people with
visual impairments may sometimes have difficulty finding them); people with
mobility impairments can enter with a wheelchair and close the door; the sinks and

hand dryers are located at accessible heights.

Fig. 30-31: Accessible restrooms for people with disabilities: Mega Mall and

Veranda Mall
Among the factors that can pose an obstacle are lighting conditions (if lighting

is too dim, it affects visibility, while adequate lighting enhances comfort). Noise
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levels must be kept low, as loud noise can create orientation problems, especially
for people with visual impairments, and crowding creates problems when foot
traffic is too heavy and people with disabilities cannot move around comfortably;
therefore, they prefer days, when malls are not so crowded.

People with disabilities shared their views on the attitudes of the staff they
interacted with. The attitudes of people with and without disabilities fell into
categories of positive or negative behavior. Not all store customers show sufficient
understanding, often displaying impatience or feeling annoyed.

Some employees are unaware of the needs of people with disabilities and do
not know how to respond, so they often hesitate to assist them and fail to provide
quality services. People with physical disabilities face significant obstacles when
they cannot reach high shelves or do not have enough space to maneuver their
wheelchairs in the aisles of the store in question, thus being forced to ask store staff
for help.
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Fig. 35-36: Areas and entrances inaccessible to people with mobility
impairments: Personal archive

In addition, some people need assistance when trying on clothing or
accessories such as shoes. Direct observations in the field indicate that some people
with physical disabilities encounter difficulties both in selecting these products
based on their characteristics and during the payment process, due to concerns
about potential unfair practices or a lack of transparency on the part of some staff
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members. As for people with hearing impairments, they face barriers to
communication and understanding when there is no staff trained in sign language
or when time is not allocated to provide the necessary information in written form.

There are also people who can interact openly and support them by providing
a sense of security and inclusion in society, which is also beneficial for making
commercial spaces truly inclusive for everyone. Family members and friends of
the individuals in question provide them with more assistance and accompany
them; guide dogs also offer significant help, facilitating unobstructed access.

To support staff, one solution could be to organize training sessions on the
needs of people with disabilities and on how they can be treated equally with all
other members of society throughout this process.

4. DISCUSSIONS

Research has shown that shopping malls are just as important for people with
physical disabilities, as they offer a wide variety of stores in one location, as well
as services such as the Civil Registry Office (Veranda Mall) and passport issuance
(Bucharest Passport Service - Ilfov Park Lake), a range of medical services
(Veranda Mall: pharmacies, X-ray clinics), recreational venues (cafes, restaurants,
movie theaters), and playgrounds for children.

Accessibility for people with disabilities is facilitated by modern information
panels; however, in this case, although Mega Mall has them equipped with
technology, they are not adapted for wheelchair users, whereas Veranda Mall has
panels adapted to their height.

Mega Mall has a system based on the STEP-HEAR app for people with visual
impairments, which helps them navigate more easily and contact specialized staff
with ease. In general, the malls have wide, well-lit aisles, as do the aisles between
store shelves, with the exception of two stores, a sporting goods store and a candy
store in Veranda Mall, which have narrower aisles and are less well-lit.

Additionally, all malls have elevators directly accessible from the parking lot,
but Veranda Mall offers easier accessibility due to an additional elevator entrance
in front of the mall and escalators between floors.

5. CONCLUSIONS

In conclusion, malls are the most popular shopping centers because they offer
a wide variety of goods, including those necessary for the daily lives of people with
physical disabilities. They have wide entrances, spacious aisles, and are well-lit.
The space between the shelves allows for easy access for people in wheelchairs.
They are equipped with modern information kiosks, which are also positioned so
that they can be accessed by people in wheelchairs. There are also areas for
relaxation and leisure in a pleasant, inclusive environment for all members of
society.

Older and smaller malls should be modernized according to a new universal
design that allows people with disabilities to access them. Educating the general
public about the challenges faced by people with disabilities and fostering their
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inclusion in society through public spaces, such as commercial areas is also
essential in this regard to create an environment where these individuals feel
included.

While writing the present article, the author(s), Camelia TEODORESCU, Carmen DOBRESCU
and Alin Florian BUTOI used ChatGPT in order to check the translation of the article. After using
this tool/service, the author(s) reviewed and edited the content as needed and take(s) full
responsibility for the content of the published article.

REFERENCES

Afacan Y., Achieving Inclusion in Public Spaces: A Shopping Mall Case Study, Designing
Inclusive Systems, 2012, pp 85-92

Afghantoloee, A.; Mostafavi, M.A.; Edwards, G.; Gharebaghi, A. Personalized Legibility of an
Indoor Environment for People with Motor Disabilities: A New Framework. ISPRS Int. J.
Geo-Inf. 2020, 9, 649

Auger, C.; Leduc, E.; Labb¢, D.; Guay, C.; Fillion, B.; Bottari, C.; Swaine, B. Mobile Applications
for Participation at the Shopping Mall: Content Analysis and Usability for Persons with
Physical Disabilities and Communication or Cognitive Limitations. /nt. J. Environ. Res.
Public Health 2014, 11, 12777-12794

Chidiac SE, Reda MA, Marjaba GE. Accessibility of the Built Environment for People with Sensory
Disabilities—Review Quality and Representation of Evidence. Buildings. 2024; 14(3):707

Dahan-Oliel, N., Shikako-Thomas, K., Mazer, B. and Majnemer, A. (2016). Adolescents with
disabilities participate in the shopping mall: facilitators and barriers framed according to
the ICF. Disability and Rehabilitation, 38(21), pp-2102-2113.
doi:https://doi.org/10.3109/09638288.2015.1114033,

Eskyté, 1. (2019), When Accessibility of Public Space Excludes. Shopping experience of people
with vision impairments, The Journal of Public Space, 4(4), pp. 37-60.

Goksu, K., Ozbek, K., Ozge, 1., Hiiseyinoglu, Y. and Oflag, B. Barriers and Vulnerability Sources
in Shopping Mall Services: The Perspective of People with Disabilities, Tiketici ve
Tiketim Aragtirmalari Dergisi, 2023, 15(1), 83-112,
doi:https://doi.org/10.15659/ttad.15.1.165

Regulament Parcare PARKLAKE

Santoso, T.B. (2023). Accessibility barriers of wheelchair users in public spaces. Magna Scientia
Advanced Research and Reviews, 8(1), pp. 92-101.

Tullio-Pow S., Hong Yu, Strickfaden M., Do You See What I See? The shopping experiences of
people with visual impairment, Interdisciplinary Journal of Signage and Wayfinding,
2021, 5(1), pp.42-61

Notes on the authors
Student PhD. Carmen Ileana DOBRESCU - Faculty of Geography, University of Bucharest,
Romania, e-mail: carmen.dobrescu@s.unibuc.ro
PhD. Camelia TEODORESCU, Faculty of Geography, University of Bucharest, Romania, author
of studies on culture, heritage and cultural tourism, e-mail: camelia.teodorescu@geo.unibuc.ro
Student PhD. Florian Alin BUTOI - Faculty of Geography, University of Bucharest, Romania, e-
mail: butoiflorianalin@gmail.com

54


mailto:carmen.dobrescu@s.unibuc.ro
mailto:camelia.teodorescu@geo.unibuc.ro
mailto:butoiflorianalin@gmail.com

QUAESTUS MULTIDISCIPLINARY RESEARCH JOURNAL

FOOD SAFETY CONCERNS AND HEALTH
CONSCIOUSNESS CORRELATED (IN)DIRECTLY WITH
THE INTENTION TO PURCHASE IT

Mojca KOGOVSEK

Abstract: The present study’s objective is to determine consumers’ intention to
purchase organic food. Although organic foods have grown in popularity, the
organic food market in Slovenia has not been fully developed. Understanding the
factors of purchase intention is crucial to achieving long-term goals. The current
study is based on an online questionnaire survey completed by a sample of 102
individuals. According to the research results, attitude toward organic food, health
consciousness, and availability of organic food significantly correlate with the
intention to purchase organic food. Identification of factors that determine organic
food purchase might be of great importance for establishing a marketing strategy
that stimulates consumer attitudes towards purchasing organic foods while shaping
effective communication messages.

Key words: food safety concern, health consciousness, ecological awareness,
organic food, purchase intention.

INTRODUCTION

Although organic food is becoming increasingly important, Slovene
organic food market is developing slowly (Slabe et al 2010: 4). Although the
organic food market has shown its highest growth, the market share remains rather
low. The European Union set a very ambitious goal of increasing the share of
organic agricultural land to 20 % by 2030 (Regulation EU 2018/848, 2018). To
achieve the desired target, the organic food demand has to be stimulated, and
consumer confidence stabilized. In this regard, green marketing strategies are an
important tool reaching social responsibility goals, and at the same time, lessening
environmental damage. In addition, organic food consumption will contribute to
maintaining good health (Bagher, Salati, and Ghaffari 2018: 1).

The paper is organized into four sections. After the introduction, the second
section offers a literature review providing insights into the constructs related to
organic purchase intention. The third section presents the research results, while
the final section discusses the practical implications.

LITERATURE REVIEW AND HYPOTHESES

Consumers, when purchasing organic food, consider its origin, sustainable
farming methods, and the food’s nutritional properties. Perceived food quality is
especially important when purchasing organic food. In the future, we expect an
increase in demand for the organic food market (Roman, Sanchez-Siles, and
Siegrist 2017: 50).

Contemporary consumers are highly concerned about food quality and a
healthy diet. The healthiness of organic food is among the key determinants for
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purchasing organic food over conventional food. Consumer behaviour, related to
perceived quality of food, demands precise knowledge. The need to educate and
engage the customer is a strong impetus for developing precise marketing
strategies. Although precise knowledge about the product is highly important, the
most important factor of organic purchase is its availability. Nevertheless, food
purchase is a complex process; there is a need for additional research to gain deeper

insight into the specifics of the organic food demand (Kuhar, Slabe, and Juvancic¢
2011: 19-35).

Demographic variables

Socio-demographic variables impact individuals’ buying behaviour (Singh,
and Verma 2017: 473). Researchers do not offer the same conclusion about the
socio-demographic variables as determinants of intentions to purchase organic
food (Rizzo, Testa, Schifani, and Migliore 2024: 861). Some researchers report
that intention to buy organic food is higher for female and older consumers
compared to younger and male consumers (Roman, Sanchez-Siles, and Siegrist
2017: 48). Rizzo, Testa, Schifani, and Migliore (2024: 859-872) further claim that
organic consumers mostly consider personal welfare to be of lower importance
than social welfare; their consumption is also highly ethical, following the social
responsibility standards. Females more frequently express ethical behaviour. On
the contrary, Singh and Verma (2017: 479—-480) report that there are no significant
differences in organic food purchase intention between male and female
consumers, but that consumers aged 31 to 40 express higher organic food buying
intention than other age groups. Highly educated consumers and those with higher
incomes also express higher organic food purchase behaviours. The influence of
demographics on consumers’ organic purchase intention was examined by testing
the following hypothesis:
Hypothesis 1: Female customers, older customers, and more educated customers
express higher levels of organic food purchase intention.

Perceived risk of GMOs

Although some researchers support genetic engineering, others warn that
genetically modified crops might jeopardise human health and leave a negative
environmental imprint (Padmavathy, and Poyyamoli 2011: 409). Innovation and
research in genetic engineering are profit-oriented, and consequently, there are no
rigorous long-term impacts on human health. Moreover, the results are often biased
(Altieri, 1998: 406N). Each GMO combination carries its own risks. It is rather
astonishing that GMOs do not solve agricultural problems, such as drought
resistance (Gurian-Sherman 2012: 26-27) or substantially higher yields per
hectare, as many researchers do claim (Gurian-Sherman 2009: 33-34). Altieri
(1998: 408N) even warns that: “... transgenic environmental toxins that move
through the food chain and also may end up in the soil and water affecting
invertebrates and probably ecological processes such as nutrient cycling”. The
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influence of perceived risk of GMOs on consumers’ organic purchase intention
was examined by testing the following hypothesis:

Hypothesis 2: Perceived negative impacts of GMOs are negatively related to
organic food purchase intention.

Perceived risk of conventional food

Conventional agriculture uses pesticides, herbicides, and fertilizers, and
leaves a negative impact on soil and groundwater. It is frequently responsible for
soil erosion, water is used at unsustainable rates, and as such, it creates negative
long-term effects on agroecosystems. Humans are exposed to residues of pesticides
in conventionally grown food and through drinking water (Kovacevic, and Lazic
2012: 201-205). The impact of perceived risk of conventional food on consumers’
organic purchase intention was examined by testing the following hypothesis:
Hypothesis 3: Perceived risks of conventional food are negatively related to
intention to purchase organic food.

Attitude toward organic food

Customers hold a certain level of favourable evaluation of organic food.
The degree of positive evaluation of organic food might be related to the degree of
purchase intention. This notion is in line with Bandura’s theory (1991: 248), who
argues within the theory of self-regulation that, when a particular individual’s
behaviour is in his control, intention can predict behaviour. The influence of
consumers’ attitudes toward organic food on purchase intention was examined by
testing the following hypotheses:
Hypothesis 4: Attitude toward organic food is positively related to intention to
purchase organic food.
Hypothesis 4b: Perceived risk of GMOs, perceived risk of conventional food,
knowledge about organic food, and health consciousness are positively related to
attitude toward organic food.

Knowledge about organic food

Padmavathy and Poyyamoli (2011: 408) report that many researchers claim
that organic food is healthier and more nutritious compared to conventionally
grown food. Kovacevic and Lazic (2012: 207) state that organic fruits and
vegetables have higher levels of vitamin C, flavonoids, and antioxidants. Organic
food is without heavy metals, hormones, and pesticides. Organic farming is known
for sustainable agricultural practices and resistance to genetic engineering due to
its unpredictability. Padel and Foster (2005: 612—-623) conclude that marketers
need to attract the attention of existing customers and even convince novices
though strong communication of the benefits of organic foods. Knowledge might
be the most effective tool to raising consumers’ awareness and ultimately achieving
organic market goals. The influence of knowledge about the organic food on
consumers’ purchase intention was examined by testing the following hypothesis:
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Hypothesis 5: Knowledge about organic food is positively related to intention to
purchase organic foods.

Health consciousness

Many researchers, like De Magistris and Gracia (2008: 929) and Singh and
Verma (2017: 480), agree that health consciousness is an important determinant of
consumer purchase intention. Organic food purchase is generally related to levels
of awareness about its health benefits (Padel, and Foster 2005: 619). Health, well-
being, and quality of life are, as Padel and Foster (2005: 618) state, by far the most
important reasons for organic food purchase. The influence of health consciousness
on organic food purchase intention was examined by testing the following
hypothesis:
Hypothesis 6: Health consciousness is positively related to intention to purchase
organic foods.

Availability of organic food

Organic food purchase intention is significantly correlated with its
availability. Some consumers believe that organic food is only limitedly available;
marketers need to inform consumers about the availability of organic products
(Singh, and Verma 2017: 480—481). The perception about the ease of purchasing
organic food might influence behaviour within the Volitional control theory.
According to Ajzen (1985: 12), an individual might be inclined to certain behaviour
when performed with ease. The results of a qualitative study show that consumers
often decide for convenience over healthier organic foods when out of reach (Padel,
and Foster 2005: 624). The influence of the availability of organic food on purchase
intention was examined by testing the following hypothesis:
Hypothesis 7: The availability of organic food is positively related to intention to
purchase organic foods.

RESEARCH METHODOLOGY

Data source and measurement scale

The empirical data have been collected through conducting an online
questionnaire survey. The items of the questionnaire were taken from previous
studies such as Lockie, Lyons, Lawrence, and Mummery (2004: 26), Bagher,
Salati, and Ghaffari (2018: 7), and Michaelidou and Hassan (2008: 177-178). The
survey respondents agreed on the statements on a 5-point Likert scale. The socio-
demographic data on gender, age, and respondents’ education level were also
collected.

Sample and data collection

There were 112 questionnaires, of which 91 % (n = 102) were complete.
The demographic features of the sample are presented in Table 1. The results
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indicate that only 23 % of respondents were males. The majority of the respondents
were younger than 50 and held a tertiary degree.

Table 1: Descriptive statistics

Frequency Percent
Gender
Male 24 23.53
Female 78 76.47
Education
Less than tertiary degree 25 24.51
Tertiary degree 77 75.49
Age
Under 50 years 75 73,53
50 years or more 27 26,47

The survey questions were on a 5-point Likert-type scale ranging from
1 (completely disagree) to 5 (completely agree). The questionnaire encompasses
22 items categorized under seven dimensions.

Table 2 presents the survey instrument, namely the constructs along with their
respective indicators.

Table 2: Constructs with observable items

Construct Indicator Min | Max | Mean | Standard
deviation
Perceived risk of Scientists are going too far with 1 5 3.76 1,13
GMOs cloning and other biotechnologies.
(RGMO) Biotechnology procedures like 1 5 3.77 1.10
cloning and genetic engineering
are against the laws of nature
Releasing GMOs into the 2 5 3.94 0.95
environment is too risky. We
don’t know what will happen.
All foods containing GMOs 1 5 4.40 0.71
should be labelled so that
consumers can make their own
choice.
Perceived risk of The risk of pesticides and other 2 5 4.22 0.77
conventional food chemicals
(RCON) The risk of GMOs 1 5 3.93 0.87
The risk of food irradiation 2 5 3.71 0.99
The risk of preservatives and 1 5 3.98 0.97
artificial colouring
The risk of hormones and 1 5 4.01 0.91
antibiotics in proteins of animal
origin
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Knowledge about Organic foods have lower 1 5 4.23 0.79
organic food (KOF) | chemical residues than
conventional foods
Organic foods have more vitamins 1 5 4.01 1.02
and minerals than conventional
foods
Organic foods are safer to eat than | 2 5 4.19 0.80
conventional foods
Organic food is healthier to eat 3 5 4.37 0.64
than conventionally grown food
Health consciousness | I reflect on my health a lot. 1 5 3.94 0.73
(HO) I am capable to maintaining good 1 5 3.94 0.71
health.
I am alert to changes in my health. 1 5 3.84 0.74
I am usually aware of my health. 1 5 3.94 0.70
I take responsibility for the state 1 5 4.18 0,67
of my health.
Attitude toward I am rather positively inclined 2 5 4.34 0.75
organic food (AOF) | towards organic food.
Availability of Organic food is widespread and 1 5 3.22 0.98
organic food casily available.
(AVOF)
Organic food I intend to purchase organic food 1 5 3.84 1.01
purchase intention within the next week.
(OPI) I frequently purchase organic 1 5 3.72 0.99
food.

The data was entered in the SPSS package, version 14. To analyse the data, Pearson
correlation coefficient and multiple regression analysis were used.

Results and discussion

The main aim of the paper is to examine the factors of consumers’ organic
food purchase intention. To test the hypotheses (H1 — H7), the multiple linear
regression analysis was performed. The regression model predicts the influence of
health consciousness (HC), attitude toward organic food (AOF), availability of
organic food (AVOF), knowledge about the organic food (KOF), perceived risk of
GMOs (RGMO), perceived risk of conventional food (RCON) on organic food
purchase intention (OPI).

The results (Table 3) show that the regression analysis with its independent
variables accounts for 33 % of the variance explained in consumers’ intention to
purchase organic food, F(9, 92) = 6.447, p < 0.000, adjusted R* = 0.327.

Of all the examined factors only three are statistically significant
determinants of consumers’ organic food purchase intention, namely health
consciousness (HC), = 0.44, p <0.01, attitude toward organic food (AOF), =
0.41, p <0.01, availability of organic food (AVOF), = 0.24, p < 0.01, but other
independent variables (namely, knowledge about organic food (KOF), perceived
risk of GMOs (RGMO), perceived risk of conventional food (RCON), as well as
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demographic variables — gender, age, and level of education) are statistically non-
significant.

Table 3: Regression model of organic purchase intention

B t-value

Constant -1.032 -1.314
HC 0.439 3.027%**
AOF 0.415 3.554%%*
AVOF 0.239 2.830%*
KOF 0.106 0.649
RGMO -0.055 -0.420
RCON 0.013 0.100
Gender 0.049 0.254

-0.004 -0.062
Education
Age 0.076 0.667
R? 0.387
Adjusted R? 0.327
F 6.447%**

Legend: B — regression coefficient, ***p < 0,005; **p < 0,01;
Predictors: (constant), HC, AOF, AVOF, KOF, RGMO, RCON, gender, education, age;
dependent variable: OPI

Secondly, to test the hypothesis (H4b) on correlations between attitude toward
organic food (AOF) and other factors, the Pearson correlation coefficient was used
(Table 4).

Table 4: Pearson correlation coefficients

AOF KOF | RGMO | HC | RCON | AVOF
AOF Pearson Correlation 1]0.452%*% | 0.258%* | 0.198*% | 0.306** | 0.221%*
Sig. (2-tailed) 0.000 | 0.009| 0.046| 0.002| 0.026
N 102 102 102 102 102 102
KOF Pearson Correlation | (0.452%* 1| 0.566%* | 0.269** | 0.561%* | 0.269**
Sig. (2-tailed) 0.000 0.000 | 0.006 | 0.000 | 0.006
N 102 102 102 102 102 102
RGMO Pearson Correlation | 0.258** | 0.566** 1] 0.286%* | 0.480%* | 0.251*
Sig. (2-tailed) 0.009 | 0.000 0.004 | 0.000 | 0.011
N 102 102 102 102 102 102
HC Pearson Correlation | 0.198% | 0.269%* | 0.286** 1]0.325%% | 0.222%
Sig. (2-tailed) 0.046 | 0.006 | 0.004 0.001 | 0.025
N 102 102 102 102 102 102
RCON  Pearson Correlation | 0.306** | 0.561%* | 0.480%* | 0.325%* 1| 0.248%
Sig. (2-tailed) 0.002 | 0.000 | 0.000 | 0.001 0.012
N 102 102 102 102 102 102
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AVOF  Pearson Correlation | 0.221%* | 0.269%* | 0.251% | 0.222* | 0.248% 1
Sig. (2-tailed) 0.026 0.006 0.011 0.025 0.012
N 102 102 102 102 102 102

The results have revealed a positive correlation between all five factors and
consumers’ attitude toward organic food (AOF). There was weak positive
correlation between health consciousness (HC) and attitude toward organic food
(AOF), r(100) = 0.198, p < 0.05, weak positive correlation between availability of
organic food (AVOF) and attitude toward organic food (AOF), r(100) =0.221,
p <0.05, moderate positive correlation between knowledge about organic food
(KOF) and attitude toward organic food (AOF), r(100) =0.452, p <0.000, weak
positive correlation between perceived risk of GMOs (RGMO) and attitude toward
organic food (AOF), r(100) = 0.258, p <0.01, and moderate positive correlation

between perceived risk of conventional food (RCON) and attitude toward organic
food (AOF), r(100) = 0.306, p < 0.01.

CONCLUSION WITH DISCUSSION

The main aim of the paper is to examine factors behind consumers’ organic
food purchase intention. Second, it provides insights into the determinants of
attitude towards organic food. The results revealed three factors (attitude toward
organic food, health consciousness, and availability of organic food) that influence
consumers’ intention to purchase organic food. Although several previous studies
report correlation between demographics and organic purchase intention, the
current study does not show a significant influence of demographic variables
(gender, age, and education) on the dependent variable. Similarly, the two
additional variables, namely perceived risk of GMOs and perceived risk of
conventional food, are non-significant.

The results of the study have implications for managers and regulatory
agencies. Managers need to consider that attitude towards organic food, which is a
rather important determinant of organic food purchase intention, is positively
correlated with knowledge about organic food, perceived risks of GMOs, perceived
risks of conventional food, and health consciousness. Building a knowledge base
about organic food through promotion and education, offering precise information
about its nutrition levels and its positive impact on human health compared to
conventional food. Indeed, those who market organic foods need to convey
knowledge about benefits, as well as about the absence of agrochemicals. Among
other guidelines, marketing strategies need to plan how to strengthen consumers’
attitudes towards it. Besides, the market departments need to make it widely
available while communicating it to the communities.

Consumers’ attitudes towards a product are the most important purchasing
factors. Actual purchase depends on the individual’s judgment. Individuals need
precise information to evaluate decisions and act in accordance with their
internalized values. Additionally, environmentally conscious customers make the
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decision not just to benefit from being healthier, but to add to environmental
benefits. This segment evaluates environmental activities as highly important.
Environmental sound purchase is hand in hand with ethical orientation.

For governmental agencies, it might be an important measure to inform the
public, making the wider community aware of the environmental benefits of
organic agriculture and the health benefits of organic food that might enhance
desirable behaviour. One of the most important government goals is the citizens’
health, which, among other determinants, is related to purchasing organic foods.

While writing the present article, the author, Mojca Kogovsek, did not use generative Al.
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