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ABSTRACT

EMPIRICAL INVESTIGATION ON THE DETERMINANTS OF
ORGANIC FOOD PURCHASING BEHAVIOR

Ding Cavlak, Ozge

Ph.D., Department of Business Administration

Supervisor: Prof. Dr. Ozlem Ozdemir

January 2019, 244 pages

The main motivation of this thesis is to reveal the determinants of organic food
purchasing behavior of individuals by improving a psychological model and try to
elicit individuals’ willingness to pay estimates for each attribute of organic foods
in an experimental setting. In the first essay, we aim to reveal the determinants of
organic food purchasing behavior within the Theory of Planned Behavior
framework, and the basic model is extended by incorporating food safety concern,
health consciousness, trust, and organic knowledge as background factors using
Structural Equation Modeling. The utility of the extended model is mainly
confirmed in understanding individuals’ organic food purchasing behavior. The
addition of food safety concern, health consciousness, trust, and organic
knowledge is proven to improve the predictive power of the model and increase
the proportion of explained variance in behavior. In the second essay, we aim to

elicit individuals’ willingness to pay estimates for the attributes of organic foods
v



by conducting an experimental approach. The willingness to pay estimates of
individuals are compared with using three elicitation methods, namely, a
conventional non-hypothetical choice experiment, a non-hypothetical choice
experiment with BDM (Becker-DeGroot-Marschak) treatment, and the BDM
mechanism in which individuals’ reservation prices are elicited. Willingness to
pay estimates are calculated by using Multinomial Logit Model and Tobit Model.
The findings indicate that the willingness to pay estimates of the conventional
non-hypothetical choice experiment and the non-hypothetical choice experiment
with BDM treatment do not significantly differ while the BDM mechanism in
which individuals’ reservation prices are directly elicited differs from those two

methods, and gives more truthful estimations.

Keywords: Organic Food, the Theory of Planned Behavior, Structural Equation
Modeling, Choice Experiment, BDM Mechanism.
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ORGANIK GIDA SATIN ALMA DAVRANISININ
BELIRLEYICILERI UZERINE AMPIRIK BIR INCELEME

Ding Cavlak, Ozge

Doktora, Isletme Bolimii
Tez Yoneticisi: Prof. Dr. Ozlem Ozdemir

Ocak 2019, 244 sayfa

Bu tezin temel motivasyonu, bireylerin organik gida satin alma davraniglarinin
belirleyicilerini psikolojik bir model gelistirerek ortaya koymak ve bireylerin,
organik gidalarin sahip oldugu her bir 6zellik i¢in 6demeye razi olduklar fiyati,
deneysel bir yaklasim kullanarak belirlemektir. Birinci bdliimde, bireylerin
organik gida satin alma davranislarinin belirleyicilerinin, Planlanmis Davranis
Teorisi yaklagimi kullanilarak ortaya konmasi amaglanmaktadir. Daha belirgin bir
bicimde, gida giivenligi endisesi, saglik bilinci, gliven duygusu ve organik bilgi
geri plan faktorler olarak modele dahil edilmis ve temel model, Yapisal Esitlik
Modellemesi kullanilarak genisletilmistir. Genisletilmis modelin, bireylerin
organik gida satin alma davranislarint yordamada olduk¢a basarili oldugu
dogrulanmaktadir. Modele, gida giivenligi ile ilgili endiselerin, saglik bilincinin,
giivenin ve organik bilginin eklenmesi, modelin tahmin giiciinii ve davranistaki

aciklanan varyans oramni arttirmaktadir. Ikinci béliimde, bireylerin, organik
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gidalarin sahip oldugu bir takim 06zellikler icin 6demeye razi olduklar fiyatin,
deneysel bir yaklasim kullanilarak belirlenmesi amaglanmaktadir. Bu dogrultuda,
varsayimsal olmayan bir se¢im deneyi, BDM (Becker-DeGroot-Marschak)
mekanizmasinin  kullanildigi bir se¢im deneyi ve bireylerin 6demeye razi
olduklar1 fiyatlar1 kendilerinin belirledigi BDM mekanizmasi olarak tanimlanan,
i yontem, Cok Terimli Lojit Model ve Tobit Model kullanilarak, karsilagtirilmis
ve gida ftriinleri i¢in daha gergek¢i degerlemeler elde edilmeye g¢alisilmistir.
Caligmanin bulgulari, bireylerin 6demeye razi olduklari fiyatin, geleneksel se¢im
deneyi ve BDM mekanizmasmin kullanildigi se¢im deneyi i¢in onemli bir
farklilik gostermedigini ortaya koymaktadir. Fakat bireylerin 6demeye razi
olduklar fiyatlari, dogrudan kendilerinin belirledigi BDM mekanizmasinin, bu iki
yontemden onemli Ol¢lide farklilik gostererek, daha gercekei tahminler ortaya

koydugu goriilmektedir.

Anahtar Kelimeler: Organik Gida, Planlanmis Davranis Teorisi, Yapisal Esitlik
Modeli, Se¢cim Deneyi, BDM Mekanizmasi.
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CHAPTER 1

FACTORS AFFECTING ORGANIC FOOD PURCHASING
BEHAVIOR: AN EMPIRICAL EVIDENCE FROM TURKEY

1.1.  Introduction

Due to the rapid increase in the world population, a substantial increase
has occurred in food need. Conventional methods in agriculture are generally
preferred to meet these needs, and thus, it is aimed to obtain more outputs by
increasing productivity. Accordingly, the use of pesticides, agricultural
chemicals and hormone have started to be common in agricultural production,
which increases outputs. However, several studies have proved that these
additives threat human health very seriously. Forget et al. (1993) state that
specific control programs are adopted to prevent the fatalities caused by the
pesticide usage in the Third World countries such as Sri Lanka, Algeria,
Malaysia, and Nigeria, which considerably decreases the deaths (Metcalf, 1970;
Ault, 1989). Besides, the number of cancer incidences, chronicle, and vascular
diseases have risen as a result of the increase in pesticide use in developing
countries (Igbedioh, 1991). Further, these chemicals are proven to cause
hormonal disorder, learning and understanding deficiencies, and cancer risk in
children (More, 2003). In addition to the damages on human health, the use of
pesticides, chemicals and synthetic manure in conventional agriculture causes
severe losses in underground waters and soil, and these chemicals cause climate
change by increasing greenhouse gas emissions in the atmosphere (Mendelsohn
and Williams, 2007). Due to the chemicals and pesticides used in conventional
agriculture, ecosystem and biodiversity are also severely affected (Fuller et al.,
2005; Firbank et al., 2008).



When the potential damages of conventional production are considered,
food safety notion has become a challenging topic for both the health of
organisms and the environment. Accordingly, alternative sustainable agriculture
methods have been developed to overcome some possible threats of
conventional methods. These sustainable agriculture methods can be enumerated
as organic farming, bio-dynamic farming, no-tillage farming, urban and peri-
urban farming, natural farming, eco-farming, permaculture, polyculture,
integrated farming system, and floating farming practiced in several areas of the
world (Fukuoka, 1985; Sachchidananda and Rajiv, 1999).

Among these agricultural methods, organic farming is one of the most
popular sustainable agricultural ways adopted in several parts of the world.
Organic agriculture implies that a production system protects health of soil,
groundwater, ecosystem, and humans. Several institutions have conducted
studies related to meaning, purpose, and principles of organic agriculture.
According to the definition of European Commission (2017), organic agriculture
is a farming method that provides the control of crop rotation, green manure, and
compost; bases on mechanical working in soil productivity; rejects or limits the
usage of artificial manure, hormone, pesticide, feed supplement, and genetically
modified organisms. It is aimed to prevent the pollution of water, soil, and
environment, and to provide a positive contribution to the human, animal and
plant health by using clean materials and techniques in organic agriculture. Also,
organic farming is defined as an agricultural production system which considers
the health of humans, animals, plants as a whole without polluting the air, water,
and soil during the production process, and aims to maintain a natural balance
by rejecting the usage of chemicals and pesticides in any stages including
cultivation, harvesting, classification, packing, labeling, storing and
transporting. Organic agriculture is a sustainable ecosystem including the notion
of fairness, social justice and human relations for all organisms (Ministry of
Food, Agriculture and Livestock, Turkey Organic Agriculture Strategic Plan,
2012-2016). Further, instead of using inputs that cause adverse effects, it is based
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on ecological processes, biodiversity, and cycles adapted to local conditions. It
integrates traditions, innovation, and science to provide benefit to the shared
environment, and aims to support fairness and a high-quality life (International
Foundation of Organic Agriculture Movements, IFOAM, 2017).

In this direction, IFOAM determines organic agriculture principles to
carry one step further of agriculture practices on a global scale. These principles
are defined as a set of values that specify how should be approached soil, water,
animals, and plants in the production process, and these values determine the
relationships of the human being with the environment in which they are
interacting. These are defined as principles of health, principles of ecology,
principles of fairness and principles of care. Principles of health emphasize that
the health of humans cannot be thought separately from the health of the
ecosystem since healthy soils generate healthy crops, which affects the health of
animals and humans directly. Health is considered as wholeness and integrity of
living systems with creating a physical, mental, social, and ecological well-
being. Organic agriculture aims to sustain and improve the health of ecosystems
and organisms in farming, processing, distribution, or consumption stages by
providing high quality and nutritious food. In this context, it keeps away from to
use fertilizers, pesticides, animal drugs and food additives that may have
unfavorable health impacts. Principles of ecology state an agricultural
production system based on living ecological systems and cycles by contributing
their sustainability. According to this, there has been a need for a specific
production environment based on ecological processes and recycling. In organic
agriculture, pastoral and wild harvest systems should conform to the cycles and
ecological balances in nature.

Although these cycles have universe qualifications, organic practices
should be adapted to local conditions, ecology, culture, and scale due to the site-
specific conditions. Inputs should be maintained in low level to improve
environmental quality resources by providing recycling of materials and

efficient use of resources. Also, the parties who produce, process, trade, and
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consume organic products should protect and benefit the shared environment
including landscapes, climate, habitats, biodiversity, air, and water. Principles of
fairness mean an agricultural production system considering fair relationships
regarding the shared environment. This principle adopts an understanding that
proposes relationships based on equity, respect, justice, and stewardship of the
shared environment, both among people and in their relations to other living
beings. This principle points out that the parties (farmers, workers, processors,
distributors, traders, and consumers) involved in organic agriculture should
behave in a manner that ensures fairness at all levels and to all parties. Also,
organic agriculture should be able to present a good quality of life, provide food
security, and contribute to a reduction in poverty. In the direction of this
principle, future generations should be considered during the use of natural and
environmental resources in production and consumption. Principles of care state
that organic agriculture should be managed with a responsible and precautionary
approach to protect both existing and future generations’ health. According to
this, practitioners of organic agriculture may aim to improve efficiency and
increase productivity by internal and external demands, but they should behave
very carefully, and should not make a concession from health principle in an
application process. When new approaches and technologies are discussed
regarding organic agriculture, scientific data are used to be able to sustain the
production healthily and safely. In addition to science, practical experiences,
accumulated wisdom, and local information offer valid solutions.

When these principles of organic practices are considered, potential
benefits of these practices are salient for humans, other organisms, and the
environment. Several studies have been conducted to demonstrate the potential
benefits of practicing organic consumption. Consumption of organic food is
found to provide a high incidence of vitamin C, magnesium, iron and phosphor
(Crinnion, 2010). Also, organic food consumption is confirmed to decrease the
risks of non-Hodgkin lymphoma (Bradbury et al., 2014), obesity and
cardiovascular diseases (Forman and Silverstein, 2012). Since organic foods
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contain a low degree of nitrate, organic food consumption reduces cancer risks
related to digestive system (Williams, 2002), and due to the high containing
degree of phenol, they are found to have an antioxidant effect (Asami et al.,
2003). Since genetically modified organisms are not used during the organic
food production, foodborne diseases are less observed.

Also, organic practices are observed to prevent climate change by
decreasing the greenhouse gas emission in the atmosphere and contribute the
environment protection (United Nations Food and Agriculture Organization,
2017). The practices including crop rotation, intercropping, cover crops,
compost and plow consist of the basis of organic farming, protect the animals
and plants in soil improve soil formation and structure, and generate a more
stable system. At the same time, organic agriculture increases the power of
nutrition emission of soil, and this plays an essential role in soil erosion
management. Thus, the productivity of soil is considerably enhanced by
providing bio-diversity of soil and by decreasing losses of nutrition (United
Nations Food and Agriculture Organization, 2017). Pollution of underground
water has become an essential problem in areas that are engaged in conventional
agricultural practices due to the usage of synthetic manures and pesticides. In
contrast with, thanks to the utilization of compost, animal manure and green
manure in organic agriculture, bio-diversity is provided and thus, water can be
effectively absorbed by the soil, which decreases the pollution risk of
underground water (United Nations Food and Agriculture Organization, 2017).

The advantages of organic agriculture practices are known by some of
the consumers and they believe that organically grown foods are much safer and
healthier than their conventional counterparts (Jolly et al., 1989). Further, as well
as health and food-safety concern, environmental awareness leads people to
question conventional agriculture methods (Saba and Messina, 2003). Thus,
individuals, who are aware of those benefits of organic consumption and the
drawbacks of conventional methods, have started to change their dietary habits
especially due to the health and food safety concern. They shift their
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consumption patterns toward more natural, healthy, and environmentally-
friendly products, and they mostly prefer to buy the foods or products from
places organic farms or shops where they can believe much healthier. Therefore,
this study aims to take a closer look at the ongoing discussion.

This changing pattern of consumers causes the adoption of organic
practices in several parts of the world, and organic consumption rates start to
increase across the globe. When per capita consumption is examined in
European Countries, the highest per capita consumption amounts are observed
in Switzerland (262.2 Euro), Denmark (190.7 Euro), Sweden (177.1 Euro),
Luxembourg (170 Euro), Lichtenstein (142.4 Euro), Austria (127 Euro),
Germany (105.9 Euro), France (83.3 Euro), Norway (68.1 Euro) and
Netherlands (63.4 Euro), respectively (Willer and Lernoud, 2017). Further, an
increasing trend in organic consumption is observed among US consumers.
According to the report of the Food Marketing Institute (2006), 44 percent of the
US shoppers purchased organic food in 2001 while this rate reached 51 percent
in 2006. However, contrary to the increasing trend of organic consumption
worldwide, the organic consumption in Turkey remains very limited. The
Ecological Agriculture Organization in Turkey releases that per capita
consumption of organic products was below 1 Euro for Turkey in 2015 (Willer
and Lernoud, 2017). Indeed, Turkey has sufficient production facilities with
arable lands and dynamic workforce for organic production, but these practices
are mostly for export to several countries, in particular, USA, Canada, Australia,
Irag, Switzerland, and Japan. Between 80-85 percent of the organic production
is exported while only 15-20 percent of the organic production remains in the
domestic market (USDA Foreign Agricultural Service, 2016). In spite of the
available production facilities, the inadequate level of organic consumption
becomes a crucial matter for industry, economy, and welfare of the people in the
country. Therefore, this thesis mainly aims to increase the organic use of
individuals in the domestic market by understanding their consumption

behaviors from a psychological perspective.
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For this, one of the most known psychological model, the Theory of
Planned Behavior (TPB), is used to examine the organic food purchasing
behavior of individuals more comprehensively by including additional factors to
the model. The model is expanded by including food safety concern, trust, health
consciousness, individuals’ knowledge about organic foods, and socio-
demographic characteristics as background factors. Thus, the elements can be
identified in predicting organic food purchasing behavior. Further, the mediating
roles of those variables on behavior are reasonably examined as an addition.
Since certain variables may have both direct and indirect impacts on behavior,
to explore those relationships gives a better understanding of explaining actual
behavior.

In this direction, a web-based survey is conducted to the customers of the
farm of Ipek Hanim, which is a local farm in Nazilli, Turkey. A structural
equation modeling with EQS 6 (Equations; Bentler, 1994-2011) software is
performed to validate the measurement model, and the structural model results
are reported indicating the causal relationships among variables.

This study mainly aims to develop a more comprehensive psychological
model in predicting organic food purchasing behavior, which enables us to get a
deeper understanding concerning the motives of individuals in their organic food
purchasing decisions. To understand individuals’ psychological decision making
processes allows policymakers to make the required interventions that may
promote organic food consumption in the domestic market. The increase in
organic food consumption triggers organic production activities, which creates
a social impact throughout the country.

The study also aims to present some implications for policymakers. First,
the study can present how individuals perceive organic products. Then, the
influences of several personal, situational and environmental factors on this
behavior can be deeply understood. Further, motives and barriers to organic
product consumption can be considerably understood. Last, the actions that
should be taken by governments and marketers can be determined for developing
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necessary interventions, and a shift from conventional food to organic
counterparts may be provided through presenting the driving factors that
motivate individuals to buy organic products. Thus, individuals’ organic food
purchasing behavior can be understood in greater detail by developing an
expanded model. The underlying factors motivating individuals to buy organic
food can be revealed as well as possible barriers to prevent them to buy organic
foods. In the literature review part, organic food purchasing behavior of
individuals are considerably examined by addressing several models, individual,
situational, environment-related, and socio-demographic factors. The existing
literature is tried to be examined in detail, and the results of several studies are

mainly discussed.

1.2.  Literature Review

Wide literature exists examining the determinants of organic food
purchasing behavior of individuals, and several models and theories have been
proposed to explain the behavior. Some studies consider the determinants of
organic food consumption by reviewing the literature comprehensively from the
perspective of several models and factors (Verhoef, 2005; Aertens et al., 2009;
Joshi and Rahman, 2015). This dissertation attempts to examine the existing
literature comprehensively by incorporating these review studies with other
empirical studies, and it discusses several models and factors explaining organic
food purchasing behavior of individuals.

1.2.1. Theories and Models

1.2.1.1. Theory of Planned Behavior

The Theory of Planned Behavior (TPB) developed by Ajzen (1991) is a
mostly used psychological model in predicting individuals’ behavior by
predicting behavioral intention driven by attitudes, subjective norms and
perceived behavioral control. The TPB can predict the behavior of individuals
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when that particular behavior is intentional. The actual behavior is driven by the
behavioral intention which is a function of attitudes, subjective norms and
perceived behavioral control. In this context; behavior is referred to the act that
individuals have a choice at will to perform or not perform (Ajzen, 1991).
Intention is not the same concept as the behavior, however, intention can be used
as a proxy for estimating behavior. Attitudes towards the behavior (behavioral
beliefs & outcome evaluations) is a broad individual evaluation regarding the
behavior, and it consists of behavioral beliefs which are the beliefs concerning
the consequences of the behavior and outcome evaluations which are the
negative or positive evaluations about the characteristics of the behavior.
Subjective norms (normative beliefs & motivation to comply) are defined as the
social pressure created by performing the behavior entailing how other people
want the individual to behave. Perceived behavioral control (control beliefs &
influence of control beliefs) has two characteristics: Individuals’ ability to
control the behavior and individual’s confidence to be able to perform or not to
perform the behavior. The TPB model mostly used in health-related behaviors,
pro-environmental behaviors, and green food purchasing behavior is also
comprehensively examined by several researchers in predicting organic food
choice behavior. Saba and Messina (2003) conduct a survey study to examine
the beliefs, attitudes, and intention of individuals towards organic fruits, and
vegetable consumption from the TPB perspective. They draw a causal path
showing the relationships between beliefs, attitudes, intention, and behavior. The
findings of the study reveal that beliefs have significant impacts on attitudes, and
attitudes are found to be significant determinants of intention, which implies that
beliefs play an important role on organic fruits and vegetable consumption in a
considerable extent. Individuals with positive attitudes towards the consumption
of organic fruits and vegetables are also observed to find these products
healthier, environmentally friendly, and tastier. Gracia and de Magistris (2007)
aim to examine the factors affecting organic food purchases of urban consumers

in Southern Italy. For a better understanding of consumers’ organic food choices,
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they use simultaneous models within the TPB framework, and the findings
suggest that attitudes and organic product knowledge are the main determinants
of organic purchasing intention of individuals. Besides, health attitude and
environmental benefits of organic foods are effective both on organic purchasing
intention and behavior. Gotschi et al. (2010) show that social norms are highly
correlated with attitudes, and also with organic products buying behavior. Zia et
al. (2010) aim to find the relationships between a set of variables in predicting
organic food purchasing intention, and positive attitudes are found to have a vital
contribution to predicting organic food purchasing intention, and most
importantly, their findings reveal that friends, family and environmental groups
have no impacts on organic food buying intention among the UK organic food
buyers. Zagata (2012) examines organic product purchasing behavior from the
TPB perspective and shows that attitude towards the behavior and subjective
norms are the most important determinants of organic purchasing behavior. He
reveals that individuals prefer consuming organic products due to positive health
impacts, environmentally friendly production and better taste of organic
products. Han and Stoel (2016) explore the impact of social norms on
consumers’ organic cotton purchasing and fair-trade apparel by classifying them
as injunctive and descriptive. Injunctive norms defined the acts approved by a
certain culture are more influential in encouraging positive attitudes while
descriptive norms shaped according to others’ actions have more influential on
increasing purchase intentions of organic cotton and fair-trade apparel. Scalco et
al. (2017) conduct a review study within the TPB framework by using a meta-
analytic structural equation model. Their results support that attitudes have a
major role in explaining buying intention followed by subjective norms and
perceived behavioral control. In another review study, Han and Stoel (2017)
examine the relationships among the TPB constructs using a meta-analytical
approach to explain socially responsible consumer behavior. Their findings
confirm that attitudes are the strongest determinants of buying intention
followed by social norms and perceived behavioral control, respectively. Also,
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they include additional predictor variables to the model, and the findings reveal
that moral norms, self-identity, and environmental consciousness are found to
be significant factors in explaining buying intention.

Several studies have investigated the organic purchasing intention within
the TPB framework by including additional factors to the model that are believed
to have a significant role in the behavior. For example, Thogersen (2007)
examines organic purchasing behavior by modifying the TPB. In addition to the
TPB constructs (attitudes, social norms, and perceived behavioral control), he
includes beliefs of individuals about the consequences of purchasing organic
food, and he also considers consumers’ values such as desirable goals and
varying importance which will determine the individuals’ preferences. Last,
consumer experience and subjective knowledge about organic food are included
in the model as additional predictors for a better understanding of consumer
decision-making process. Dean et al. (2008) examine the organic purchasing
behavior within the TPB framework specific to organic apples and organic pizza.
Different from the previous studies, they examine the predictive power of both
positive and negative moral norms on purchasing intention. The results
demonstrate that while the positive moral component has a significant role in the
prediction of intention, no evidence can be found regarding negative moral
components for both types of food. Also, affective attitude and subjective norms
are found to have significant impacts on the intention for both foods. Although
perceived behavioral control is found as a significant predictor for the fresh
organic product, it cannot be found as a significant predictor for the organic
processed product. Honkanen et al. (2006) use a modified version of the TPB
which examines the relation between ethical values and attitudes, and the effect
of attitudes on intention of organic food consumption. In their model, they
investigate the impacts of ecological motives, political motives and religious
motives on attitudes toward organic consumption. Their findings suggest that
while ecological and political motives have significant and positive impacts on

attitudes, religious motives have only minor effects on attitudes. Also,
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individuals with higher positive attitudes towards organic food consumption are
more tend to consume organic food as expected. Arvola et al. (2008) investigate
the effects of integrated measures of affective and moral attitudes within the TPB
in explaining the purchasing intention of organic foods. As well as subjective
norms, both affective and moral norms are found to explain a considerable
amount of variation in intention. They assert that incorporating the attitude
measure as affective and moral into the TPB framework is partially supported.
Ruiz de Maya et al. (2011) conduct a comprehensive survey study in eight
European countries to analyze organic products market from the TPB
perspective. In this version of the model, cultural values have a mediating role
in attitudes, social norms and perceived behavioral control. The results suggest
that social norms are the main drivers of intention for organic product
consumption. The effects of social norms are found to be higher for individuals
whose value scores are higher, so these people are more affected by what others
think, which may present a profitable opportunity for companies. Aertens et al.
(2011) investigate the impact of objective and subjective knowledge regarding
organic food on organic consumption. Besides, they focus on the relationship
between knowledge and consumers’ attitudes. Their findings indicate that as the
levels of objective and subjective knowledge regarding organic food increase,
individuals have a more positive attitude towards organic food, and these two
types of knowledge have positive impacts on organic consumption behavior.
Aertens et al. (2011) investigate the impact of objective and subjective
knowledge regarding organic food on organic consumption. Besides, they focus
on the relationship between knowledge and consumers’ attitudes. Their findings
indicate that as the levels of objective and subjective knowledge regarding
organic food increase, individuals have more positive attitude towards organic
food, and these two types of knowledge have positive impacts on organic
consumption behavior. Dean et al. (2012) specifically analyze the effect of
moral norms, self-identity, and past behavior on buying intention for organic
tomatoes and organic tomato sauce within the TPB framework. As their results
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propose, the intention is predicted by attitude, subjective norm, and perceived
behavioral control for fresh tomatoes while only attitude and subjective norm
are found to have a significant impact in predicting intention to buy for tomato
sauce. They further indicate that moral norms and self-identity positively affect
purchasing intention, and past behavior is partially found to have a moderating
effect between self-identity and intention. Urban et al. (2012) examine the
intention to buy organic foods of Czech consumers within the context of the
TPB. They further extend the model by incorporating descriptive norms as an
addition to explain behavioral intention. Attitudes and norms are found as main
driving factors of behavioral intention while the impact of perceived behavioral
control is low. As a further finding, they state that descriptive norms increased
the explained variation of intention. Zhu et al. (2013) aim to reveal how to
promote green food consumption intention of Chinese consumers, and real
consumption behavior by developing a conceptual model based on the TPB.
They define internal influencing factors which are related to consumers’
personal values, and define external influencing factors which are related to
social environmental or governmental management, and also defined context
factors such as purchasing convenience. They demonstrate that internal
influencing factors of consumers mediate the relationships between external
influencing factors. In addition, the relationship between green food
consumption intention and behavior is moderated by purchasing convenience
that also promoted green food consumption intention. Dowd and Burke (2013)
also aim to develop an expanded TPB model to predict the buying intention of
sustainably sourced food in the model employing three-step hierarchical
regression. As their findings suggest, along with the TPB constructs, ethical self-
identity, and moral norms have significant impacts on predicting intention to buy
sustainably sourced food. Next, they add health, retail channels, and ethical
values constructs to the model to obtain a more comprehensive model, and they
find that health, retail channels, and ethical values significantly predict the

intention to purchase sustainably sourced food, yet after the incorporating health,
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retail channels, and ethical values constructs, ethical self-identity is not found as
a significant predictor of purchasing intention for sustainably sourced food. Lee
et al. (2015) aim to develop a more comprehensive model by incorporating
health, trust, sensory appeal, environmental protection, ethical concern, and
price sensitivity into the TPB to explain organic coffee purchasing behavior.
First, health and environmental protection are found to have significant
predictors of attitude and subjective norm while environmental protection is
found to have significant predictor of perceived behavioral control. They further
find that the TPB constructs which are significantly related to purchase intention,
ethical concern and price sensitivity play significant moderating roles in organic
coffee purchasing behavior. Wu and Nguyen (2015) aim to define the factors
affecting consumers’ purchase intention toward ecological fashion for a young
Taiwanese sample within the TPB framework. Their findings illustrate that
purchase intention of ecological fashion are driven by attitudes, control on
availability, subjective norms, and green trust. Yazdanpanah and Forouzani
(2015) aim to measure the contributions of self-identity and moral norms as
additional constructs to the TPB model to predict organic food purchasing
intention of Iranian students. Their results indicate that the main predictor of
organic food purchasing intention is attitude while perceived behavioral control
and subjective norms are not found as significant predictors of purchasing
intention for organic food. They further reveal that including moral norms and
self-identity in the model increases the explanatory power of the original model.
Ham et al. (2015) aim to analyze the specific role of two types of subjective
norms, namely, social and descriptive, to predict intention to purchase green
food for a household sample. They conclude that descriptive norms, which are
identified as the real activities and behaviors that other people are undertaking,
are significant predictors on green food purchasing intention. Social norms,
however, are defined as the perceptions of others opinions regarding the
individual’s behavior, and they are also found to affect green food purchasing
intention significantly as well as attitude and perceived behavioral control. Paul
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et al. (2016) extend the TPB to reach a higher predictive model by incorporating
environmental concern in the model, and they better explain green product
purchasing intention. Their findings suggest that attitudes and perceived
behavioral control have strong explanatory power on purchasing intention while
subjective norms do not. Further, as an additional construct, environmental
concern improves the predictive ability of the model in explaining green product
purchasing intention. Suh et al. (2015) examine the determinants of intention to
organic food purchasing, and their findings reveal that consumer’s past
experience, attitude, subjective norm, trust, and perceived behavioral control are
significant on organic food choice. Yadav and Pathak (2016) aim to extend the
TPB by including additional factors in the model to understand the buying
intentions of young consumers for green products. The findings suggest that
attitude, social norms, perceived behavioral control, environmental concern, and
environmental knowledge have significant impacts on buying intentions of
young consumers. Further, Paul et al. (2016) aim to show the validity of the TPB
in predicting consumers’ green product consumption, and they incorporate
environmental concern in the model to better explain the buying intention.
Consumer attitudes and perceived behavioral control are found to affect
purchasing intention significantly, and a mediating relationship is found between
environmental concern and purchasing intention. Chen and Hung (2016) aim to
examine the determinants of the acceptance of green products within the TPB
framework and extend the model by emphasizing the environment. They find
that attitude, perceived behavioral control, environmental consciousness,
environmental ethics and beliefs of consumers are positively related to their
intention to use green products while there cannot be found any evidence that
social norms and social impression significantly affect intentions towards using
green products. Maichum et al. (2016) investigate the purchase intention of Thai
consumers within an extended framework of the TPB. They conclude that
consumer attitude, subjective norm, and perceived behavioral control

significantly affect purchase intention for green products. In addition,
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environmental concern is found to have a significant impact on consumers’
attitude, perceived behavioral control and purchasing intention for green
products while environmental knowledge has no significant effect on purchasing
intention, rather it has an indirect effect through attitude towards purchasing
green products, subjective norm and perceived behavioral control. Johe and
Bhullar (2016) examine the role of psychological factors, namely, self-identity,
attitudes, perceived behavioral control, and norms in organic consumption. The
findings show that organic identity prime has a significant impact on consumer
intentions with respect to the pro-environmental prime and control conditions.
They further conclude that organic self-identity increases consumer intentions
by affecting their attitudes and group norms. Yadav and Pathak (2017) aim to
understand the consumers’ behavior for green product purchasing behavior from
the TPB perspective. With this purpose, they extend the model by incorporating
additional constructs, namely; perceived value and willingness to pay a premium
for Indian sample. Their findings show that attitude, social norms, and perceived
behavioral control can predict the purchasing behavior of consumers. They
further find that perceived value has a positive impact on the consumer green
purchase intention while willingness to pay a premium cannot be found to affect
purchasing intention of consumers significantly. O'Connor et al. (2017) use an
extended version of the TPB to investigate the fair trade purchasing of
individuals. The proposed model shows that attitude, perceived behavioral
control, self-identity, and moral norm significantly affect purchasing intentions,
and thereby, predict fair trade purchasing behavior.

Although several studies have discussed the direct role of the TPB
constructs on purchasing intention, only a few studies have examined the
mediating roles of them on intention. Several researchers comprehensively study
the moderating and mediating effects of the TPB constructs and other variables.
Tarkiainen and Sundqvist (2005) aim to test the extension of the TPB for organic
food purchasing behavior. They modify the original theory, and they indicate
that subjective norms affect behavioral intention indirectly through attitude
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formation, and they conclude that this version of the model explains the organic
food purchasing better than the original model. Chen (2007) examines the
moderating effects of organic buying motives on behavioral intention in the TPB
framework. The findings demonstrate that food neophobia and food
involvement, which are defined as food-related personality traits, play
moderating roles on the relationship between food choice motives (mood,
natural content, animal welfare, environmental protection, political values, and
religion) and the consumer’s attitude to organic foods. Also, food involvement
has a moderating effect on the relationships between the consumer’s intentions
to purchase organic foods and perceived behavioral control, perceived difficulty
and attitudes to purchasing. Al-Swidi et al. (2014) investigate the applicability
of the TPB on organic food purchasing for both direct and moderating effects of
subjective norms on attitude, perceived behavioral control, and purchase
intention. The findings indicate that subjective norms moderate the relationship
between attitudes and buying intention along with the relationship between
perceived behavior control, and buying intention. Further, subjective norms have
a significant impact on attitude toward buying intention. Kumar et al. (2017) find
that the attitude towards environmentally sustainable products mediates the
relationship between environmental knowledge and purchase intention. Further,
environmental knowledge moderates this mediating relationship. Contrary to
several findings, they cannot find any evidence that social norms significantly
affect purchasing intention for environmentally sustainable products.

1.2.1.2. Norm Activation Theory

The Norm-Activation Theory is developed (Schwartz, 1977) to postulate
how personal norms (self-expectations) are activated, and then, directly affect
altruistic behaviors. Different from the social norms, personal norms are tied to
the self-concept and related to internalized values such as pride, enhanced self-
esteem, security, or self-evaluations. These personal norms are experienced as

feelings of moral obligation (Schwartz, 1977) when thinking of another’s need
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for help, which activates the internalized values and norms. The model proposes
that if individuals are aware of the consequences of their behaviors and they are
ready to take responsibility of the consequences of those actions, they feel
themselves more responsible for the consequences, and they are more tend to
behave in line with the others’ needs (Ebreo et al., 2003). However, in case of a
high personal cost in acting pro-social behavior, pro-social norms will not
increase pro-social behavior defined as the defensive denial (Tyler et al., 1982).
Thus, the model describes the linkage between activators, personal norms, and
behavior (Schwartz, 1977; Schwartz and Howard, 1984). There are four
situational and personality trait factors activating personal norms. First
situational factor, awareness of need, describes that the lack of required and
desired situation of others (Schwartz, 1977). The second one is the situational
responsibility which refers to the feeling of responsibility of individual’s
concerning that need. The third one is identified as efficacy referring the
alleviation of that need. The fourth activator is ability described as the
individual’s perception concerning the existence of the resources or capabilities
that are required to perform the behavior (Harland et al., 2007). Along with these
situational factors, personality trait activators, namely, awareness of
consequences and denial of responsibility, play significant roles on personal
norms. Awareness of consequences means to become aware of the consequences
of one’s action for others, and denial of responsibility refers to the tendency of
an individual’s toward not taking the responsibility regarding the consequences
of one’s action for others (Schwartz, 1977). Thus, personal norms are activated
by these factors, and they have direct impacts on prosocial or altruistic behavior.

This model has successfully been used in several domains in predicting
the behavior whose consequences are interested in others. For example,
Schwartz and David (1976) show that denial of responsibility and perceived
ability have essential roles in helping behavior.

This model is mostly used to explain pro-environmental behaviors. Van

Liere and Dunlop (1978) test how moral norms predict environment-related
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behavior within the norm activation model framework. The findings are a little
different from their expectations since they claim that the individuals who are
aware of the negative consequences of yard-burning for others, and who feel
responsible for their burning are less tend to burn their garden wastes than who
are unaware. Contrary to their expectation, the relationship between awareness
of consequences and yard-burning behavior is weak, but ascription of
responsibility and burning behavior are strongly related to each other in line with
their expectation. Stern et al. (1985) also investigate the activation process of
moral norms for environmental protection in terms of both government and
industry. It is important to note that while judgments regarding the ethical
obligations of industry and awareness of harmful consequences to others and
ascription of responsibility for those consequences are highly associated with
each other in respect to hazardous chemicals, and the government has moral
obligation regardless of not being responsible for the harm. Black et al. (1985)
report that personal variables (attitudes, beliefs, and norms) mediate a causal
relationship between contextual factors (demographic, economic, and structural)
and pro-environmental behavior. Further, Ebreo et al. (2003) test the direct effect
of moral norms on the predictive validity of Schwartz’s norm activation model
for waste reduction behavior. The data indicate that taking responsibility and its
interaction with personal norms have significant impacts on waste reduction
behaviors. In empirical studies, the constructs of the Schwartz’ norm activation
model are not generally considered entirely. However, in addition to awareness
of need and situational responsibility, Harland et al. (2007) also examine the
effects of situational activators, efficacy and ability, personality trait activators,
awareness of consequences and denial of responsibility on pro-environmental
behaviors. The findings reveal that including those factors to the model improves
the model’s predictive ability in explaining pro-environmental behavior, and
personal norms significantly mediate the effects of activators on pro-
environmental behavior. Joireman et al. (2001) extend the norm activation model

by integrating social value orientation and consideration of future consequences
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for pro-environmental behavior. They suggest that pro-socials report higher
involvement than pro-selfs in pro-environmental intentions, and they believe
more in the social consequences of environmental conditions. Further,
participants who have higher consideration of future consequences are more
likely to involve in pro-environmental behavior, such as in the personal, social
and biospheric consequences of environmental conditions. Perceived
consequences medaite the relationship between consideration of future
consequences and pro-environmental intentions and behavior. Also, a strong
positive association is found between perceived social consequences and pro-
environmental intentions.

Thogersen (1999) examines the relationship between environmental
attitudes and moral reasoning for buying attitudes of consumers. The findings
show that personal norms are found to be significant predictors in choosing
environment-friendly packaging. Verplanken and Holland (2002) examine the
value-behavior relationship in environmental friendly consumer choices.
Environmental values and the level of information related to those values
promote environmental friendly consumer choices only if these values are
central to the self-concept.

Hunecke et al. (2001) use the norm activation model for travel mode
choice behavior which is an environmentally related context. They investigate
the interaction between ecological norm orientation and certain external aspects
(fare and subway station range) in an experimental field study. They find that
the mobility-specific personal ecological norm is the strongest determinant of
travel mode choice, and an integrative mechanism including external factors
along with normative ecological orientation explains best the travel mode choice
behavior.

Guagano et al. (1995) assert that Schwartz’ norm activation model can
predict the recycling behavior for households. They make an explanation that
the presence of a bin reduces the personal cost of recycling, and thus, increases

the awareness of households. Increased awareness in households provides
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activation in social and personal norms in households, which affects recycling
behavior. Further, Hopper and Nielsen (1991) examine recycling as an altruistic
behavior, and the roles of social and personal norms in predicting recycling
behavior. Personal norms are found to be affected by social norms, and personal
norms transform into behavior only when awareness of consequences
concerning recycling is high. Vining and Ebreo (1992) examine the changes in
general environmental concern and specific recycling attitudes by using the
constructs of Schwartz’ norm activation model. Social norms are found to be as
more predictive than personal norms in recycling behavior, and personal norms
have direct and multiplicative impacts along with awareness of consequences.

The norm activation model is also used in the adoption of the green
information system. Dalvi-Esfahani et al. (2017) examine the impacts of the
identified factors on the behavioral intention for three different industries
(oil/gas/energy, transportation, and manufacturing and construction) with the
aim of environmental sustainability. As the results propose, personal norms have
a significant impact on intention to adopt green information system. Also, the
awareness of consequences and ascription of responsibility are driving factors
of intention, which are mediated by personal norms.

Klockner and Ohms (2009) try to understand the role of personal
ecological norms in organic food purchasing within the Schwartz’s norm
activation model framework. Their findings indicate that self-reported and the
observed buyers of organic milk are predicted by personal ecological norms,
social norms, and perceived behavioral control. They further find that personal
norms are activated by awareness of need, awareness of consequences, perceived
behavioral control, and social norms. Also, for participants whose personal
ecological norms are stronger, the importance of the price difference between
organic and conventional milk, the lack of knowledge concerning organic milk,

and convenience are less.
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1.2.1.3. Values Theory

The values theory should also be examined in detail since several studies
prove that values are highly associated with behavior (Rokeach, 1973; Schwartz,
1992). When values are compared to attitudes, values are found to be more stable
due to the relation with individual cognitive systems (Rokeach, 1973), and ten
basic human values (self-direction, stimulation, hedonism, achievement, power,
security, conformity, tradition, benevolence, universalism) are presented by
considering various cultural structures in several parts in the World (Schwartz,
1992). The values theory has been widely used to understand the link between
values and consumer behavior, and it is able to explain the behavior better

derived from cultural differences (Beckmann et al., 1999).

1.2.1.3.1. Safety

Harper and Makatouni (2002) state that health and food safety concerns
are the main drivers of organic food purchasing behavior. Also, they reveal that
ethical concern has a significant impact on organic food purchasing decision,
which motivates individuals to purchase organic food. Padel and Foster (2005)
examine the link between values, in particular, safety and health, and consumer
purchasing decisions for organic food and their findings suggest that safety and
health concerns are highly correlated with organic food purchasing decision as
several researchers also point out. Chinnici et al. (2002) postulate that changes
in the family structure, lifestyle characteristics, and increased income induce
significant changes in consumer patterns and food habits. The healthy food
concern in food consumption leads individuals to purchase organic products.
Zanoli and Naspetti (2002) also find that wellbeing and pleasure are the most
critical values in purchasing organic products. Health, good taste, and nourishing
products are observed as essential factors in organic consumption.
Chryssohoidis and Krystallis (2005) examine the food buying behavior of
consumers by dividing personal values as external and internal within the list of

values typology, and they suggest that healthiness is an important motive in food
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buying behavior. Further, health benefits are found to be more strongly
associated with attitudes and behavior toward organic foods than perceived
environmental benefits (Shepherd et al., 2005). In addition, individuals who give
higher importance on health pay more for organic products (Botonaki et al.,
2006). Yiridoe et al. (2005) assert that human health deteriorates over time, and
individuals perceive organic food consumption as insurance or investment in
health, so the findings reveal that health and safety concern are the key
determinants affecting consumers’ choice for organic food. Also, health-
consciousness and safety-consciousness play essential roles in organic product
preferences (Tsakiridou et al., 2009). This finding is also supported by Chen
(2009). He suggests that health concern is the critical motive in purchasing

organic food.

1.2.1.3.2. Hedonism

Another value which has a direct link with organic consumption is
hedonism meaning that pleasure or sensuous gratification for oneself. Several
studies have been conducted indicating the relationship between the taste of the
food and consumption decision. For example, Schifferstein and Oude Ophuis
(1998) find that better taste is the primary reason for organic food purchasing.
McEachern and McClean (2002) suggest that taste is the first motive for organic
food consumption. Grunert and Juhl (1995) examine the explanatory power of
values on environmental attitudes and organic food purchasing within the
perspective of the Values Theory of Schwartz (1992), and which values are
relevant to environmental attitudes and organic food purchasing. Their findings
suggest that specific values are related to purchasing organic food, and there is
a positive linkage between buying organic food and universalism, benevolence
and spirituality; on the other hand, a negative relationship is found between
buying organic food and security, conformity, tradition, and power. Vermeir and
Verbeke (2008) conclude that individuals who have traditional values (e.g., be

humble, devout, respect traditions, no extreme ideas or feelings) are more tend
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to purchase sustainable products while power seekers (influential, preserving the
image, having authority, respect, and power over others) are less tend to buy

them.

1.2.1.3.3. Stimulation

Stimulation which means variation and excitement seeking of an
individual is found to have a significant impact on organic product purchasing
behavior. Stimulation is represented by excitement, novelty, and challenge in
life, and individuals who are motivated by these values are thought to be more
likely to buy organic products since individuals are triggered to purchase organic
products as new products in the market, which is associated to the notion of
Exploratory Buying Behavior Tendency (Aertens et al., 2009). Fotopoulos and
Krystallis (2002a, 2002b) find a significant relationship between organic food
purchasing decision and exploratory food purchasing behavior for Greek
sample. Chinnici et al. (2002) reveal that the group who consumes organic

products occasionally is motivated by curiosity.

1.2.1.3.4. Universalism

Universalism is defined as a motivational goal for understanding,
appreciation, tolerance, and protection for the welfare of all people and nature
(Schwartz, 1992). Thogersen (2007) suggests that individuals with strong
universalism values have more positive attitudes towards organic products. In
addition, Dreezens et al. (2005) find that respondents with high universalism
scores are more tend to buy organically modified goods. Doran (2009) finds a
positive correlation between universalism value and fair trade consumption.
Thogersen et al. (2016) investigate whether a stable value base exists in China
for organic food purchasing within the value-attitude-behavior context. They
conclude that there exists a linkage between attitudes towards organic vegetable

purchasing and universalism value.
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1.2.1.3.5. Benevolence

Benevolence is expressed as preservation and enhancement of the
welfare of individuals with whom is frequently interacting (Schwartz, 1992).
Several researchers investigate the relationship between benevolence and green
product consumption. For example, Doran (2009) examines the linkage between
personal values and fair trade consumption using the Schwartz Value Survey,
and there cannot be found any evidence showing a strong association between
them. Padel and Foster (2005) also report that just a minority of the respondents
indicate that they like to buy organic products with local production since it
promotes the local economy and makes them “feel good”. Further, Ma and Lee
(2012) state that the fair trade purchasers with higher level benevolence values

are more tend to pay attention to the welfare of others than non-purchasers.

1.2.1.3.6. Self-Direction

Self-direction is defined as independent thought and actions such as
choosing, creating and exploring (Schwartz, 1992). Some individuals may
consume organic products with the purpose of diversifying themselves from
others, which is thought to give them a positive self-image and identity (Aertens
etal., 2009). Ma and Lee (2012) find that universalism, benevolence, stimulation
and self-direction values are higher in fair trade purchasers than non-purchasers.
Chryssohoidis and Krystallis (2005) find that internal values such as self-respect
and enjoyment of life are the main drivers of organic products purchasing for

Greek consumers.

1.2.1.3.7. Power

Power value is related to social status and prestige, and control or
dominance over people (Schwartz, 1992). Some studies examining the
relationship between values theory and organic product purchasing behavior find
some strong evidence regarding this relationship. Dreezens et al. (2005) state
that the respondents whose power values are higher give higher rates to
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genetically modified food while they provide lower rates to organically grown
food.

Some researchers have conducted to reveal the relationship between the
TPB and values theory in predicting organic food buying behavior. Vermeir and
Verberke (2008) also discuss the sustainable food consumption from the values
perspective, and they include confidence and personal values to the TPB to gain
better insight regarding the consumers’ intention to prefer sustainable food. The
findings illustrate that a combination of personal attitudes, perceived social
influences, perceived consumer effectiveness and perceived availability explain
variation in intention to consume sustainable food substantially. Thus, the TPB
has been proven as a convenient theory for organic food consumption by several
empirical studies. Especially recent studies establish a link between the TPB and
values theory (Honkanen et al., 2006; Vermeir and Verberke, 2008; Ruiz de
Maya et al., 2011). In addition, Schifferstein and Oude Ophuis (1998) examine
health-related determinants of organic food consumption for a representative
Netherlands sample. Their findings suggest that health attitude which is directly
related to security value affects organic product purchasing behavior positively.
They further emphasize that organic purchasing is part of a lifestyle and result
of an ideology, which is strongly related to the value system. Thus, personality
measures, attitudes and consumption behavior are reported to be affected by the
value system. Ruiz de Maya et al. (2011) analyze the organic product market in
eight European countries within both the Values Theory and the TPB
framework. As the findings proposed, subjective norms are main drivers of
organic consumption, and this effect is found to be higher for the countries

whose scores are higher on Schwartz’ value scale.

1.2.1.4. Means-end Chain Model
The means-end chain model (Gutman, 1982; Reynolds and Gutman,
1988) defines the steps of a decision-making process of consumers, which is

composed of attributes, consequences, and values. The model assumes that
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values, specified as end-states of existence, have crucial roles in determining the
choice pattern, and consumer group variety of products into sets or classes to
decrease the complexity of choices. Further, the model postulates that the actions
of consumers have certain consequences, and they link particular outcomes with
particular actions. These consequences have defined any result (physiological or
psychological) that occurs directly or indirectly to the consumers (sooner or
later) from their behaviors (Gutman, 1982). The means-end chain model is
mostly used in organic product consumption behavior studies. Costa et al. (2004)
show that the means-end chain model gives a better understanding of product
knowledge of consumers, and its behavioral implications for meal choice
although it has some shortcomings. Zanoli and Naspetti (2002) examine the
consumers’ motivations in purchasing organic products, and they employ the
means-end chain approach to link product attributes with consumer needs. On
the contrary to the expectations that organic products are perceived as expensive
and difficult to find, most consumers have a positive perception towards them.
Pleasure and wellbeing are found as the most important values for the consumers
in food choice, and they are highly correlated with health issues. Therefore,
consumers demand good, tasty, and nourishing products. Further, these
consumers are found to be different with respect to their experience and
information levels. Also, Ludviga et al. (2012) try to reveal the consumers’
values in purchasing organic food by conducting to the consumers’ focus groups
and laddering interviews within the means-end chain approach. Their findings
indicate that many consumers perceive organic products as healthy, with good
quality and tasty. At the same time, they consider these products as rather
expensive and of questionable appearance. Further, consumers with higher
concern regarding health and safety issues of the food product, and consumers
with concern on environment-friendly production systems are more tend to
purchase organic products. Fotopoulos et al. (2003) also employ the means-ends
chain methodology with laddering interviews to the consumers regarding

organic wine choice. Their results reveal that the main motives behind organic

27



wine shopping behavior are related to how wine purchase-relevant knowledge is
stored and organized in their memory with regards to the consumers’ personal
values. Padel and Foster (2005) aim to reveal the values that underlie consumers
purchasing decisions of organic food by drawing the data from focus groups and
laddering interviews. Organic products are mostly associated with vegetables
and fruits, and a healthy diet. Further, the price is found as a barrier for most
consumers, and motives and barriers differ according to the product categories.
Lind (2007) aims to find the motivational structure of consumers concerning
unbranded, imported, branded, and locally-organic pork, she tries to find the
product attributes out by identifying the consequences and values within the
means-end chain approach. Purchasing behavior of consumers vary across
product categories, and the price of the product and consumer’s involvement
play crucial roles in organic product choice. Chen et al. (2015) identify the
attributes, consequences, and values that have impacts on consumer perceptions
and adoption of organic rice. Fun and enjoyment in life and security are found

as the most driving values in promoting organic rice purchasing.

1.2.1.5. Health Belief Model

Health belief model (HBM, Rosenstock et al., 1988) was developed with
the aim of presenting health behavior explained by personal beliefs and
perceptions towards disease, and this model aims to offer the strategies in
decreasing the possibilities of this disease. In this direction, individual’s
perception is examined in four basic dimensions, namely, perceived
susceptibility, perceived seriousness, perceived benefit, and perceived barrier.
In addition to these basic dimensions, cues to action, self-efficacy, and certain
mediating factors are included in the model. In this framework; perceived
susceptibility is related to the risk that individuals perceive in engaging the
behavior. The higher the risk perception of individuals, the higher the likelihood
of engaging the behavior to decrease the risk. Perceived seriousness is related to
knowledge and beliefs of individuals relating to results of the disease in engaging
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the behavior. Perceived seriousness is determined by knowledge and beliefs of
individuals concerning results of the disease. Perceived benefit expresses the
individuals’ opinions towards the value or usefulness of new behavior in
decreasing the risk of developing a disease. When individuals believe the new
behavior will reduce the risk of the likelihood of developing a disease, they may
adopt the new behavior. Perceived barrier is defined as the personal difficulties
of individuals in changing the behavior and in adopting the new behavior, and
perceived barrier is evaluated as the most important construct in changing the
behavior (Janz and Becker, 1984). Cues to action are defined as events, people
and things that motivate individuals to change their behaviors. Ilinesses of family
members, media reports, mass media campaigns, and advice from other people
can be evaluated as examples of them (Graham, 2002). Self-efficacy means the
belief in one’s own ability to perform something (Bandura, 1977). If individuals
believe that adopting the new behavior is useful, but they do not believe
accomplishing this, the likelihood of performing the new behavior will decrease.
Modifying factors included in the model in an attempt to examine four basic
constructs state that certain factors such as culture, education level, and past
experiences. These are individual characteristics affecting personal perceptions.
The HBM (Rosenstock et al., 1988) is mostly used to understand health-related
behaviors. For example, Janz and Becker (1984) report several studies using the
HBM for a variety of health behaviors in their review, namely, influenza, breast
cancer, antihypertensive regimens, diabetic regimens, and smoking behavior.
Also, Carpenter (2010) reports a range of health-related studies to show the
effectiveness of the HBM in predicting behavior such as drug taking, dental care,
attend the program, mammogram, and cervical smear test. Further, the model is
employed various domains such as, beliefs about AIDS, use of alcohol and
drugs, unprotected sex (Hingson et al., 1990), dietary intake, smoking, alcohol
consumption, physical activities, weights, hours of sleep (Wacker, 1990),
osteoporosis (Kim et al., 1991; Hazavehei et al., 2007), obesity (Becker et al.,
1977; James et al., 2012), eating disorder (Akey et al., 2013), dental health
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(Buglar et al., 2010), food handling behaviors (Hanson and Benedict, 2002),
recycling behavior (Lindsay and Strathman, 1997), seat belt use (Simsekoglu
and Lajunen, 2008). Since the HBM is proved as a comprehensive model in
explaining a variety of health-related behaviors, it is also preferred to use in
understanding the consumption of organically produced foods. However, there
exist only a few studies on organic food consumption. Yazdanpanah et al. (2015)
aim to evaluate the consumer perception towards safety risk of foods, and they
also examine intentions of consumers towards organically produced foods
within the HBM framework. They further investigate the predictive ability of the
HBM in predicting willingness to use organic foods, and to what extent the
model constructs can best explain organic food purchasing behavior. They find
that self-efficacy, perceived barriers, and perceived benefits are found to have

significant impacts on organic product purchasing motivations of individuals.

1.2.2. Individual Factors

1.2.2.1. Emotions

Laros and Steenkamp (2005) develop a hierarchical model to classify
consumers’ emotions, and they distinguish those emotions into different levels
of detail to better explain consumer behavior. They divide emotions as positive
and negative at the subordinate level. More specifically, they classify them as
four positive (contentment, happiness, love, and pride) and four negative
emotions (sadness, fear, anger, and shame). The respondents are asked thirty-
three specific emotions concerning genetically modified food, functional food,
organic food, and regular food to determine their tendency towards them. The
participants feel very angry and afraid about consumption of genetically
modified foods, which means that they feel energized and powerful rather than
inactive. Further, they assert that risk and uncertainty regarding genetically
modified food lead individuals to have feelings of fear. For the negative

emotions experienced by consumers is quite similar to functional, organic, and

30



regular food, but the respondents are more fearful regarding functional food than
for organic and regular food. For positive ones, the scores of contentment are
quite lower for organic food than functional and regular food.

Verhoef (2005) investigates the effects of emotions, namely, fear,
empathy, and guilt, on consumers’ purchase preferences and frequency of
buying organic meat. He defines emotions as negative or positive affective
reactions to perception situations, and he chooses one goal-directed emotion
(fear), one self-conscious emotion (guilt), and one other-oriented emotion
(empathy) in his model that may have possible impacts on organic meat choice
and buying frequency. According to this, fear is mainly defined as a feeling that
a desire to escape or avoid a noxious event (Rogers, 1975) and he claims that the
fear of health consequences of consuming ordinary meat provides to prefer
organic meat, and increase the buying frequency of organic meat. The results
suggest that fear has a positive impact on organic meat choice. Guilt is described
as an unpleasant feeling related to the acceptance that one violates a personally
relevant moral or social standard (Kugler and Jones, 1992). Consumers may feel
guilty regarding regular meat consumption when this behavior contradicts with
their personal norms or the beliefs of others in the consumers’ environment
(Verhoef, 2005). He posits that there is a positive relationship between the
perceived guilt and organic meat choice and its buying frequency. The findings
reveal that guilt has a positive impact on buying frequency of organic meat.
Empathy is also described as an emotional response elicited by the welfare of
animals in the ordinary meat industry, and the existence of strong evidence that
consumers have empathetic reactions towards animals is asserted (Verhoef,
2005). The results suggest that perceived empathy has a positive impact on both
consumers’ choice and buying frequency of organic meat. Lerner and Keltner
(2000) also examine the influence of fear and anger on an individual’s judgment
and choice. They propose that fearful people make pessimistic judgments
regarding future events while angry people make optimistic judgments. Since
anger and fear are distinctly evaluated on uncertainty and control, their impacts
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are different on risk assessment, and fear predicts higher risk assessments while
anger predicts lower risk assessments. Watson and Spence (2007) propose four
appraisals that define specific emotions on consumer behavior. Outcome
desirability expresses pleasantness and goal consistency, agency including
responsibility and controllability, fairness, and certainty which are found as
antecedents of consumer behavior, and also highly correlated with each other.
Pennings et al. (2002) show that without trust in the information about mad cow
disease, fear and overestimates of risk might reduce beef consumption to a
considerable extent. Kaiser (2006) posits that anticipated feelings of moral regret
as an additional construct to the TPB increases the explanatory power of
individuals’ behavioral intention. Bamberg and Moser (2007) propose that
feeling of guilt is a strong predictor of moral norms, attitude and perceived
behavioral control, which are the antecedents of intention. Further, intention
plays a mediating role between those psycho-social variables with pro-
environmental behavior.

Joshi and Rahman (2015) report a series of researches in their review
studies which examine the factors affecting green purchase behavior. According
to this, environmental concern and responsibility, guilt, and generativity are
found as leading factors influencing consumers’ green purchase behavior
significantly. Different from the related literature, they describe environmental
concern as an emotion in their review study. Padel and Foster (2005) find that
environmental concern has a major role in consumer’s organic purchasing
decision, and it affects purchasing decision positively. This finding is also
supported by Zhao et al. (2014), and they suggest that individuals with a higher
level of environmental concern are more likely to engage in green purchasing
behavior. Environmental responsibility and environmental sensitivity are also
found to positively affect both behavioral intention and sustainable consumption
behavior (Wang et al., 2014). Further, the feeling of guilt is an underlying factor
affecting green purchasing behavior. For example, Young et al. (2010) suggest
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that the guilt from not purchasing the greenest product has a significant impact
on purchasing decision.

Onwezen (2015) proposes that positive private and negative collective
emotions are the most effective factors in explaining the intentions of buying
organic food which is a part of pro-environmental consumption. Besides
emotions aroused by personal experiences, collective emotions are relevant to
groups to which one belongs. He aims to compare the impacts of private versus
collective experienced emotions on buying intentions toward organic food. The
findings reveal that both private and collective emotions have significant impacts
on buying intention towards pro-environmental products and that these impacts

are stronger for positive private emotions and negative collective emotions.

1.2.2.2. Habits

Habits as sets of scripts are based on a history of more and more
automatic decisions (Klockner et al., 2003) have been widely investigated in
predicting human behavior. Triandis (1977, 1980) suggests that habit and
intention are considered as counterparts, and the more habitual an action is, the
less intentional it becomes. Thus, Klockner et al. (2003) try to integrate habits
into the normative decision-making process to predict environmental-related
behavior. Normative models posit that strong habitual behavior causes
limitations on the search for information, and it blocks the norm activation
process that norms are strong predictors of behavior. However, habit is proven
to be a promising addition to normative decision-making. When habits are
located in the attention stage or the evaluation stage, interventional approaches
will be successful in predicting normative behavior. On the other hand, some
studies assert that habits have negative impacts on green purchasing behavior
(Padel and Foster, 2005; Vermeir and Verbeke, 2006; Tsakiridou et al., 2008).
Further, habit is evaluated as one of the most critical obstacles to buy organic
products (Cera-foundation, 2001). Magnusson et al. (2001) refer to the study of
Mathisson and Schollin (1994) who assert that habit is one of the reasons that
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consumers do not purchase organic vegetables. Vuylsteke et al. (2004) argue that
individuals whose attitudes towards organic food are positive may block
purchasing organic food since they are used to purchase non-organic food, and
it is difficult to change their habits due to the low involvement with organic food.
Thogersen and Olender (2006) claim that if consumers typically purchase
groceries in a routine or habitual way, they may not take into account other
alternatives, and they sustain their usual choices as long as they are satisfied,
which seems like one of the reasons of the inadequate level of organic product
purchasing (Grankvist and Biel, 2001). In addition, normal behaviors with
environmental consequences are defined as habitual, and values guide these
behaviors in a more reflective process (Biel et al., 2005). They also assert when
behaviors are habitual, individuals’ decision-making processes are routinized,
and individuals decide with little conscious awareness. Therefore, they suggest
that a behavioral change requires a conscious decision, and propose that different
kinds of information have influential on behavioral choice. Dahlstrand and Biel
(1997) also state that habit is a meaningful concept in determining the factors
that affect environmentally friendly behavior, and they recommend specific
interventions to change habitual non-environmentally friendly behavior to

environmentally friendly behavior.

1.2.2.3. Moral or Personal Norms

Schwartz (1968, 1977) has developed personal or moral norm (used
interchangeably in the literature) notion based on internalized values referring to
whether an individual’s thinking and acting in a certain way is right or wrong.
He also makes a clear distinction between social and personal norms. He defines
social norm as behaving in line with the expectations of other people with a
feeling of social pressure while he defines personal norm as a self-expectation
for a specific situation with a moral obligation feeling (also supported by Ajzen,
1991; Manstead, 2000). Schwartz (1973) states that personal norms

corresponding to those individuals whose convince themselves towards the
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behavior in a certain way are more effective than social norms in predicting
behavior. He further finds that the impact of subjective norms on behavior is
mediated by the personal norms (Schwartz, 1977). Parker et al. (1995) also aim
to extend the TPB by including personal norms to better explain intention to
perform the behavior, and they illustrate that the personal norms are considerably
found to have significant impacts on intentions to perform the behavior. Harland
et al. (1999) explore the impact of personal norms on environmentally relevant
behavior as an additional component to the TPB constructs. They indicate that
personal norms have independent contributions in predicting behavioral
intentions, and they further investigate whether personal norms have
contributions in explaining past behavior as well as attitude, subjective norms,
and perceived behavioral control. Their findings suggest that personal norms
increase explained variance for both intention and past behavior, and adding
personal norms to the model decreases the impacts of attitudes and subjective
norms. Thogersen (1999) investigates the linkage between personal norms and
environmentally related behaviors for Danish consumers, and the findings reveal
that the personal norm is a significant predictor in environment-friendly
packaging choice. He further investigates the relationship between the
behavioral influence of personal norms and direct experience of repeated pro-
social behavior (Thogersen, 2002). The findings confirm that the preferences of
consumers between organic and non-organic red wine highly dependent upon
their personal norms, yet this dependence is highly related to consumers’ direct
experience of buying organic red wine. For the consumers, who did not buy
organic red wine in the past, personal norms only have a marginal effect on
buying preference while for the consumers, who bought organic red wine in the
past, personal norms have strong impacts as is the case with attitudes. Godin et
al. (2005) investigate the predictive power of alignment of intentions with moral
norms when compared to the alignment of intentions with attitudes on health
behavior. The regression analysis results demonstrate that individuals whose

intentions are more aligned with their moral norms are more tend to perform the
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behavior when compared with individuals whose intentions are more aligned
with their attitudes. Further, Kaiser (2006) aims to develop a more reliable
version of the TPB based on composite measures and increases the explanatory
power of the model by including moral norms. He reveals that moral norms are
mediated through people’s attitudes in predicting intentions. Thogersen and
Olander (2006) examine the attitude-norm-behavior relationship in a panel
survey, and their findings reveal that personal norms are the strongest predictor,
and the stronger the personal norms of consumers on organic product purchasing
behavior are, the greater the possibility that they increase their organic product
purchasing. Bamberg and Moser (2007) conduct a meta-analysis to determine
the psycho-social factors of pro-environmental behavior. The results suggest that
personal norm is a significant predictor of pro-environmental behavioral
intention as well as attitude and behavioral control. Bamberg et al. (2007) focus
on the role of the personal norm in public transportation decisions instead of car
usage. They develop a highly integrated model, and there is found evidence that
personal norms depend on both anticipated feelings of guilt and perceived social
norms. Also, Dean et al. (2008) investigate the effects of moral concerns on
intention to purchase organic apple and organic pizza. They conclude that
positive moral component has a significant impact on purchasing intention for
both products. Arvola et al. (2008) examine the effects of integrated measures
of affective and moral attitudes from the TPB perspective in predicting the
purchasing intention of organic foods. Both affective and moral norms are found
to explain a considerable amount of variation in intention along with subjective
norms. Their findings indicate that the impact of moral norms is partially
mediated through attitudes and partially direct. Thogersen (2009) aims to show
the difference between subjective social norms and personal norms in the context
of organic food purchasing and recycling behaviors. He demonstrates that there
is a difference between the two types of norms in terms of embeddedness in the
individuals’ cognitive structures, and the position of personal norms is found to

be stronger in the cognitive structure, which means personal norms have a
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greater influence on behavior. Moser (2015) also finds that the personal norm is
a significant predictor of green product purchasing behavior.

The concept of self-identity which is mostly used as equivalent to moral
norms or personal norms (Conner and Armitage, 1998) has also widely
examined in the literature. Contrary to their claims, Sparks and Shepherd (1992)
find that as well as the TPB variables, self-identity has an independent effect on
behavioral intention to buy organically produced vegetables. Armitage and
Conner (1999a) aim to evaluate the predictive validity and causal associations
of the TPB constructs on low-fat diet behavior. Further, they integrate self-
identity into the model, and the study’s findings demonstrate that the TPB model
explains a considerable amount of variance in intention and behavior for food
choice. Self-identity is found to have a causal impact on intention and behavior.
They further investigate the direct effect of self-identity as a separate construct
on low-fat food eating behavior as well as the TPB variables (Armitage and
Conner, 1999b), and it is found to be a significant predictor in a healthy food
eating intention, in turn, behavior. Michaelidou and Hassan (2008) examine the
role of ethical self-identity in predicting attitude, and organic food purchasing
intention. As their results indicate, ethical self-identity is seen to have a
significant impact on attitude and intention to buy organic food, which suggests
that individuals’ ethical concerns influence their consumption preferences. Zia
et al. (2010) also demonstrate that ethical self-identity plays a crucial role in
forming the intention to buy organic foods. Johe and Bhullar (2016) also
examine the role of psychological determinants in organic consumerism. Their
findings suggest that self-identity has a significant impact on consumers’
attitudes and group norms, which increases consumer intention to buy organic
food.

1.2.2.4. Attitudes
Attitude toward a behavior is the degree to which performance of the
behavior is positively or negatively valued. According to the expectancy-value
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theory (Fishbein and Ajzen, 1975; Ajzen and Fishbein, 2000; Ajzen, 2001; Ajzen
and Fishbein, 2008), attitudes are functions of beliefs and their evaluations
regarding an object. Attitudes are composed of the multiplication for the
assessment of an outcome and the strength of the beliefs described as the
subjective probability while performing the behavior which will lead to the
outcome. Saba and Messina (2003) also follow this approach in their study
which investigates attitudes and beliefs towards the consumption of organic
fruits and vegetables. Consistent with the theory suggested, their findings
indicate that the summed products of beliefs and outcome evaluations have
significant contributions to the prediction of attitudes. They further find that
attitude is a significant determinant of buying intention of organic fruits and
vegetables (also supported by Sparks and Shepherd, 1992), which is a substantial
impact on self-reported consumption. Bredahl (2001) also investigates the
consumer attitudes’ formation towards the production of genetically modified
food and purchasing decisions for genetically modified yogurt and beer by
employing a broad survey study. The attitude towards genetically modified food
production is deeply embedded in more general attitudes held by the consumers,
especially attitude towards nature and attitude towards technology. These
general attitudes affect perceived risks and benefits of the technology. These
general attitudes, which have impacts on beliefs held by consumers regarding
the quality and trustworthiness of the products, also considerably affect
purchasing decisions for genetically modified yogurt and beer. Dreezens et al.
(2005) also examine the role of specific values in predicting the individuals’
attitudes toward genetically modified food and organically grown food. Their
findings indicate that attitudes toward genetically modified food are determined
by the beliefs about these type of food, and power value while attitudes toward
organically grown food are determined by the beliefs about these type of food
and universalism value. Thogersen (2007) develops a model investigating the
determinants of attitude towards buying an organic tomato product. In the model,

individuals’ salient beliefs about the consequences of buying organic tomato are
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stated as a function of attitude. Further, an individual’s general values (specific
to universalism) and experience with buying organic food, in general, are added
to the model as additional predictors. The results demonstrate that the model fits
the data at a satisfactory level, and it explains the variations in the attitudes
adequately. In line with the expectations, attitudes are found to depend primarily
on beliefs about consequences while basic values and past experience have only

marginal contributions to explained variance.

1.2.2.5. Social or Subjective Norms

Subjective norm is defined as the perceived social pressure for a person
to engage or not to engage in a behavior. It is assumed that subjective norm is
determined by the total set of accessible normative beliefs about the expectations
of important referents for this person (Ajzen, 2006). The impact of subjective
norms on environmentally responsible behavior has been emphasized in several
studies. While some researchers find subjective norms positively affect
consumers’ intention to purchase organic food (Chen, 2007; Dean et al., 2008;
Arvolaetal., 2008; Gotschi et al., 2010; Ruiz de Maya et al., 2011; Zagata, 2012;
Suh et al., 2015; Yadav and Pathak, 2016; Maichum et al., 2016), others find no
evidence regarding this relationship (Tarkiainen and Sundqvist, 2005;
Yazdanpanah and Forouzani, 2015; Paul et al., 2016). Also, Bamberg et al.
(2007) assert that subjective norm has no direct impact on intention, instead it
has an indirect effect on behavior mediated by attitude, perceived behavioral

control, moral norm and feelings of guilt.

1.2.2.6. Perceived Behavioral Control

Perceived behavioral control refers to people's perceptions of their ability
to perform a given behavior (Ajzen, 2006). Many studies have found that
perceived behavioral control has significant impact on organic product
purchasing intention (Thogersen, 2007; Dean et al., 2008; Dean et al., 2012;
Ham et al., 2015; Paul et al., 2016; Suh et al., 2015; Yadav and Pathak, 2016;
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Maichum et al., 2016) only a few studies find no evidence regarding a significant

relationship between them (Yazdanpanah and Forouzani, 2015).

1.2.2.7. Personality Traits

In psychological studies, personality plays a vital role in explaining
individuals’ attitudes and behavior due to their stable features which capture how
individuals think, feel, and behave (Bazzani et al., 2017). They investigate the
linkage between personality traits and consumers’ choices for both local and
organic food products by using big five personality traits, namely, openness to
experience, conscientiousness, extraversion, agreeableness, and neuroticism.
Their findings reveal that personality traits may be the underlying reason for
heterogeneity in consumers’ choices for locally produced foods, but not for
organic counterparts.

Chen (2007) investigates whether food-related personal traits play a
moderating role in determining personal food choice. He considers food-related
personality traits as two separate variables, specifically as food neophobia and
food involvement, and he investigates the relationships between two types of
personality traits and consumer’s behavioral intentions to buy organic foods.
Findings from the study reveal that the consumers with higher food involvement
are more likely to hold a positive attitude to organic foods and they are more
intended to purchase organic foods if they are more familiar with them. He
further states that individuals with higher food neophobia are more likely to hold
a positive attitude toward organic foods for political values motive, which
implies that individuals with higher food neophobia may have positive attitudes
only when organic foods are proven safe with certificates and labeled clearly by
the government and the related institutions.

1.2.2.8. Lifestyle Characteristics
The way of life of individuals also has an important role in their
consumption habits and patterns. Gilg et al. (2005) argue that green buying
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incorporates other environmental actions in the context of the development of
sustainable ways of living. Their findings also support their claims which
indicate that the conventional forms of green consumption are related to the other
forms of environmental actions. Nie and Zepeda (2011) divide consumers into
segments based on their food-related lifestyles “which is a mixture of habits,
conventional ways of doing things, and reasoned behavior”. They determine five
components of lifestyle, which can be helpful to explain food purchases, namely,
ways of shopping, quality aspects, cooking methods, consumption situations,
and purchasing motives. In addition, they define the environment and health-
related lifestyles. They point out that certain products such as organic or low-
calorie energy bar may be popular among adventurous consumers due to their
active lifestyle. Gracia and de Magistris (2007) measure lifestyle with two
variables related to specific dietary patterns, specifically, vegetarian and additive
free. Both lifestyle variables, vegetarian and additive free, affect organic product
knowledge positively which is one of the determinants of buying intention for
organic products. Williams and Hammit (2000) suggest that organic buyers are
more tend to engage in health-promoting and environmentally friendly activities
than conventional buyers. Their survey results indicate that organic buyers differ
from conventional buyers with respect to lifestyle characteristics, and they state
that buying organic may represent a lifestyle choice. They exemplify that organic
buyers are more likely to be a vegetarian than conventional buyers, and they
grow their own fruits and vegetables, recycle, and buy environmentally friendly

products.

1.2.3. Situational Factors

After examining several psychological models and factors, the study also
considers some situational factors, namely, barriers and motives, in explaining
organic food purchasing behavior of individuals. As well as internal factors such
as beliefs, habits, values, attitudes, there also exists some external factors

influencing organic purchases of consumers. These are mostly defined as
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motives and barriers that promote or prevent organic products purchasing
behaviors of individuals. Bryla (2016) investigates organic food consumption
with respect to several aspects for a representative Polish sample. The motives,
which are healthiness, ecological character of the product, food safety
considerations, superior taste, and quality assurance, become prominent in
organic food consumption while the barriers which are high price, insufficient
consumer awareness, low availability of organic products, short expiry dates,
and low visibility in the shop are the factors preventing the development of
organic food market.

1.2.3.1. Barriers

1.2.3.1.1. Price

Price is evaluated as the major issue for individuals in buying organic
food, and around half of the consumers report that they would purchase organic
food if they were cheaper (Hill and Lynchehaun, 2002). Furthermore,
Magnusson et al. (2001) posit that the existing price difference is one of the
major obstacles in buying organic food, and they observe that premium prices
can partially explain the low purchase frequency of organic food. This finding is
also supported by several researchers (Lockie et al., 2002; McEachern and
McClean, 2002; Padel and Foster, 2005; Lea and Worsey, 2005; McEachern and
Willock, 2004; Vindigni et al., 2002; Fotopoulos and Krystallis, 2002a;
Botonaki et al., 2006; Zanoli and Naspetti, 2002; O’Donovan and McCarthy,
2002; Chryssohoidis and Krystallis, 2005; Hughner et al., 2007; Bryla, 2016).
Buder et al. (2014) also support the view that price is one of the main barriers
reducing organic product purchasing, but they also assert that the reasons why
consumers do not purchase organic products vary according to product type.
Marian et al. (2014) examine the price effect as a product attribute on the
purchase of the organic product, and they investigate whether price is a critical
barrier for the development of the organic food market. Findings from the study
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reveal that not the only higher price is an important barrier to the purchase of

organic food, but it is also a disadvantage of repeating organic food purchasing.

1.2.3.1.2. Product Availability

Another obstacle in organic food consumption is its low availability.
Chryssohoidis and Krystallis (2005) report that limited availability is the main
factor reducing organic purchases in Greece, and it is even prominent than price
barrier. Lea and Worsey (2005) also agree with this idea, and they assert that
lack of availability is one of the main barriers to organic food purchasing as well
as expense. Botonaki et al. (2006) state that the main reason for not buying
organic produce is that consumers cannot find them in the market. Makatouni
(2002) also reaches the same conclusion that lack of availability is one of the
main obstacles that prevent consumers from purchasing organic food (also
supported by Vindigni et al., 2002; Fotopoulos and Krystallis, 2002b; Worner
and Meier-Ploeger, 1999; O’Donovan and McCarthy, 2002; Zanoli and Naspetti,
2002; Hughner et al., 2007; Buder et al., 2014).

1.2.3.1.3. Lack of Information

Many consumers are not aware of the meaning of the term organic,
certification system and labeling on the products, and many of them do not know
how they identify an organic product. This lack of awareness might be a reason
for the low level of organic purchasing. McEachern and McClean (2002) assert
that consumer knowledge and awareness play crucial roles on the development
of the organic market. Padel and Foster (2005) report that 52 percent of the
respondents just look for the word “organic” instead of its certification label.
Aarset et al. (2004) state that consumers have limited knowledge about the
meaning of the term organic, and they are unaware of organic labeling and
certification process, which is an important barrier to organic purchases.
Botonaki et al. (2006) also support these findings suggesting that the low level

of consumer awareness and knowledge about certification systems in organic
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products block the development of the organic market, which might be attributed
to the poor promotion and the low availability of certified products.
Schleenbecker and Hamm (2013) reveal that consumers’ awareness of organic
labeling process is low, and they demand reliable information to increase their

awareness.

1.2.3.1.4. Lack of Trust

Lack of trust is evaluated as one of the barriers that limits green or
organic purchasing behavior. Chen (2010) defines green trust as “a willingness
to depend on a product, service, or brand based on the belief or expectation
resulting from its credibility, benevolence, and ability about its environmental
performance’’ referring other researchers. Several studies have been conducted
to investigate the impact of trust on consumer green purchase behavior. Gupta
and Ogden (2009) conclude that trust in others is a significant determinant in
discriminating green and non-green buyers. Their findings suggest that green
buyers generally trust more in others meaning that these people are more tend to
engage in green purchasing behavior. Tung et al. (2012) find that the majority of
Taiwanese respondents show a high level of pesticide concern while they show
a low level of trust in organic food. Further, consumers’ trust in organic food
and their concern about pesticides jointly explain the respondents’ willingness
to pay a premium and purchasing behavior. Findings from the study reveal that
lack of trust and confusing organic product certification levels are the main
barriers to limit organic product purchasing behavior. Vermeir and Verbeke
(2008) assert that Belgian respondents, in general, have some doubts concerning
the reliability of the sustainable character of the dairy products. They also posit
confidence has a positive impact on sustainable dairy product purchasing
intention. Their results suggest that individuals with higher level confidence
have more positive attitudes toward buying sustainable dairy products, which is
an antecedent of behavioral intention. Chen and Chang (2012) aim to develop a

framework to investigate the impacts of green perceived value and green
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perceived risk on intention to green purchasing, and they also examine the
mediating role of green trust. Their findings demonstrate while green perceived
value positively affects green trust and green purchase intention, green perceived
risk negatively affects both green trust and green purchase intention. They
further suggest that the relationships between green purchase intention and their
two antecedents (green perceived value and green perceived risk) are partially
mediated by green trust. In addition to the lack of trust concerning the food
claims and characteristics, the lack of trust in the organic certification process
creates a barrier to block organic food purchasing behavior. Padel and Foster
(2005) posit that consumers feel insecure regarding the information on the labels
of organic product, and they report that labeling is made just to provide an extra
charge. Further, around half of the participants report that they mistrust organic
labels (Lea and Worsley, 2005). This finding is also supported by Aarset et al.
(2004), and they assert that many of consumers are unsure about the concept of
organic farmed salmon, and show a considerable amount of distrust in the
regulatory process. Consumers tend to distrust organic labels and certification
bodies, and question genuineness of organic products. Nuttavuthisit and
Thogersen (2017) further posit that consumer trust is a prerequisite for consisting
of a market for credence food. In this direction, they examine how and how much
trust affects consumer decisions in purchasing green food. Their findings reveal
that lack of consumer trust is a barrier to the development of a market for organic
food in Thailand. The focus groups and in-depth interviews demonstrate that
participants’ low level of trust and the survey results reveal that lack of trust
decreases consumer expectations regarding advantages of purchasing organic

food, which reduces the possibility of buying organic food.
1.2.3.1.5. Skepticism

Skepticism is not a kind of personality trait, somewhat it depends on the

context and the content of the communication, and it comes in sight only in some
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specific situations. It is described as that individuals doubt what other people say
or do, but they may be convinced by any evidence or proof (Mohr et al., 1998).

One of the reasons for the lack of consumers’ responsiveness is defined
as confusion and skepticism towards green marketing communications.
Consumers generally do not believe the environmental benefits that appear in
advertisements and on product labels, which prevents the growing potential of
green products (Mohr et al., 1998). Therefore, it is important to note that
skepticism towards information about green products should be considered
while investigating individuals’ green product buying behaviors. Mostafa (2006)
suggests that skepticism towards environmental claims is negatively related to
Egyptian consumers’ intention to buy green products. Also, Albayrak et al.
(2013) find that less skeptical individuals show higher attitudes towards the
intention to buy green products.

1.2.3.2. Motives

1.2.3.2.1. Trust

Trust is also evaluated as a motive providing consumers to purchase
green or organic products. Saba and Messina (2003) investigate the role of trust
in perceived risk and perceived benefit of organic foods. They conclude while
trust has a positive impact on perceived benefit, it negatively affects risk
perception of individuals which might have a significant impact on organic food
consumption behavior. Also, the mediation role of trust on green buying
intention is investigated, and the findings reveal that the relationships between
green purchase intentions and their two antecedents — green perceived value and
green perceived risk — are partially mediated by the green trust (Chen and Chang,
2012).
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1.2.3.2.2. Health

Food safety and health are among the main motives for purchasing
organic food. Botonaki et al. (2006) suggest that the main motivation for
consumers to buy organic products is that they are distinguished as healthier than
the conventional. Consumers with more health conscious are also more willing
to pay extra for organic products. Truong et al. (2012) report that consumers’
willingness to buy positively depends on health and safety. Bryla (2016) also
supports this finding and reports that the most important characteristic of organic
food is its healthiness and safety. Further, most individuals perceive organic food
much healthier than conventional food. Luczka-Bakula (2007) reports that most
consumers perceive organic products as healthy, not containing chemicals,
having high nutritional value and safety. Huber et al. (2012) also state that
consumers perceive organic food as healthier than conventional food. Irene
Goetzke and Spiller (2014) suggest that the desire for health and well-being is a
strong driver in the food market, and health is an important motive for both
functional and organic food consumption (also supported by Lockie et al. 2002;
McEachern and Willock, 2004; Marian et al., 2014).

1.2.3.2.3. Quality

Quality is also assessed a driving force promoting organic product
purchases. Grunert et al. (1993) conceptualize quality as a convenience,
nutritiousness, luxury, naturalness in their food-related lifestyle model, and they
assert that these product attributes play essential roles in predicting organic food
beliefs. Further, Buder et al. (2014) conceptualize quality of the product as taste,
consistency or appearance, and they report that quality is among the most
important motives of organic product purchasing. Bryla (2016) reports that one
of the most important features that motivate consumers to buy an organic product
is its high quality. Achilleas and Anastasios (2008) also state that perceived
quality is one of the key determinants of consumer willingness to pay a higher
price for organic products. Kahl et al. (2012) assert that consumers purchase
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organic food since they believe in the high quality of the product, and they are
ready to pay a high premium for its quality. Gottschalk and Leistner (2013) assert
that consumers have difficulty in thoroughly assessing the quality of food, and
the respondents perceive higher quality of organic foods compared to its
conventional alternative. McEachern and Willock (2004) emphasize quality
standards and quality assurance of the production process referring to the

reliance concerning the use of chemicals and standards of animal welfare.

1.2.3.2.4. Taste

Bryla (2016) reports that one of the most important features that motivate
consumers to buy an organic produce is its natural taste. Also, traditional recipe,
taste, and product uniqueness are stated among the most important determinants
of origin food selection (Bryla, 2015). Organic food is also perceived as more
nutritious and tastes better than conventional food (Dimitri and Dettmann, 2012;
Hasselbach and Roosen, 2015). Marian and Thogersen (2013) also suggest that
consumers’ willingness to pay to an organic product is partly mediated through
taste expectations. The finding that taste plays a significant role in consumer
food preference is mainly supported by several researchers (McEachern and
McClean, 2002; Lockie et al., 2002; McEachern and Willock, 2004; Lea and
Worsey, 2005; Hjelmar, 2011; Gottschalk and Leistner, 2013; Irene Goetzke and
Spiller, 2014; Marian et al., 2014).

1.2.4.  Environment-Related Factors

Verhoef (2005) categorizes environmental concern, green behavior and
perceived consumer effectiveness as environmental variables to represent
environmental attitudes of individuals. Environmental knowledge is also
included in this classification since it is highly related to green, ecological, and

organic consumption.
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1.2.4.1. Environmental Concern

The environmentally concerned and socially conscious consumers are
started to appear in the late 1960s and early 1970s due to a general distrust in
society, industry, modern technology, and oil crisis (Grunert and Juhl, 1995).
Further, Crosby et al. (1981) assert that environmental deterioration attracts
public attention to a considerable extent in the 1970s. He defines environmental
concern as possessing a strong attitude towards the protection of the
environment. Environmental concern is also defined as beliefs about humanity’s
ability to upset the balance of nature, the existence of limits to growth for human
societies, and humanity’s right to control the rest of nature (Dunlap and Van
Liere, 1978). Environmental concern is also more comprehensively defined as
the degree to which people are aware of problems regarding the environment
and support efforts to solve them and/or indicate a willingness to contribute
personally to their solution (Dunlap and Jones, 2002). Environmental concern is
mostly linked with domains such as recycling, energy saving, buying
environmentally friendly products or travel mode choice (Bamberg, 2003). For
example, Chan (1999) demonstrates that Chinese consumers in urban areas are
very concerned about environmental problems, and they are ready to pay 4.5
percent more for a green version of a product. Chan (2001) also asserts that the
emotional attachment of Chinese consumers is strong towards ecological issues,
which may encourage green marketers to find effective ways to convey the pro-
environmental feelings of Chinese consumers into realized purchases.
Schifferstein and Oude Ophuis (1998) also suggest that absence of chemicals,
environment friendliness, and a better taste are the main reasons for buying
organic foods. They also conclude that environmental concern is not a very
strong motive as health concern for buying organic products. However, Bamberg
(2003) asserts that this weak effect might be due to the investigation of the direct
impact on the purchasing behavior. Instead, he questions whether the
environmental concern is an indirect determinant of relevant behavior. When he

includes environmental concern as an antecedent of the TPB variables, it is
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found to affect intention or behavior indirectly. On the other hand, Kim and Choi
(2005) define environmental concern as an attitude, and they investigate its
effect on green purchase behavior within the value-attitude-behavior framework.
Their results suggest that environmental concern is found to have a direct
influence on green purchase behavior. In addition, Vindigni et al. (2002) state
that environmental concern is a major determinant of buying organic food. Bryla
(2016) also states that the ecological (environmentally friendly) character plays

a key role in the process of organic food selection in Poland.

1.2.4.2. Green Behavior

Green behavior or environment-friendly behavior is believed to be an
indicator of ecological or organic consumption behavior. Thogersen (1999)
emphasizes that an individual who has already engaged in an environmentally
friendly behavior is more likely to change the behavior in different domains. He
demonstrates that a positive linkage exists between recycling and waste
avoidance, which are parts of green behavior. Verhoef (2005) also suggests that
consumers’ green behavior in different domains affects organic meat
consumption positively. More specifically, he shows that as parts of green
behaviors, green energy consumption and garbage separation positively affect

organic meat consumption choice.

1.2.4.3. Perceived Consumer Effectiveness

Perceived consumer effectiveness is conceptualized as a measure of the
extent to which a respondent has a belief concerning that an individual is able to
be effective for pollution abatement (Kinnear et al., 1974). More generally, it is
defined as the extent to which the consumer believes that an individual’s attempt
can make a difference. It is also asserted that different from the ecological
attitude and environmental concern, both separate and joint effects of perceived
consumer effectiveness should be investigated on individual and collective

ecological actions. Perceived consumer effectiveness both separately and
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combining with environmental concern is suggested to provide positive support
to pro-environmental behaviors (Ellen et al., 1991). Previous studies have
considered perceived consumer effectiveness as a part of attitude while recent
studies indicate that attitude and perceived consumer effectiveness should be
modeled as separate constructs in predicting environmentally conscious
behavior (Berger and Corbin, 1992). They also suggest that as well as being
perceived consumer effectiveness is a direct predictor of behavior, it has also
moderating role on behavior through attitudes (Berger and Corbin, 1992). They
make an explanation of this subject with an example: When a group of
individuals with high environmental concern believes that only big business,
governments, or in general others can provide effective solutions to
environmental problems, despite their attitude scores are high, their perceived
consumer effectiveness scores are low, thus, they are less likely to take
environmentally friendly actions. Pieters et al. (1998) also support this finding,
and they suggest that if the consumers believe that they are not able to solve the
environmental problem, they are less likely to engage in an environmentally
friendly behavior.

Mostafa (2006) demonstrates that perceived consumer effectiveness is
positively linked with consumers’ intention to purchase green products for an
Egypt sample. Lee and Holden (1999) conclude that perceived consumer
effectiveness is a significant positive predictor of high-cost environmental
behaviors while this is not valid for low-cost environmental behaviors. Verhoef
(2005) also finds that perceived consumer effectiveness has a significant and
positive impact on both choice and purchase frequency of organic meat.
Thogersen (1999) states that the effect of perceived consumer effectiveness on
environment-friendly packaging choice is mediated by personal norms. Kim and
Choi (2005) also indicate that perceived consumer effectiveness has a direct and
positive impact on green purchase behavior, and individuals with higher
perceived consumer effectiveness scores are more likely to engage in the

ecological behavior.

o1



1.2.4.4. Environmental Knowledge

Environmental knowledge is identified as “general knowledge of facts,
concepts, and relationships concerning the natural environment and its major
ecosystems” (Fryxell and Lo, 2003). It also involves what people know about
the environment, the significant relationships related to environmental aspects,
and collective responsibilities that are necessary for sustainable development
(Kaufmann et al., 2012). Two types of knowledge are suggested as abstract and
concrete regarding environmental actions. Abstract knowledge is specified as
the knowledge that is related to problems, causes, and solutions about
environmental issues while concrete knowledge is specified as the behavioral
knowledge that can be acted on (Schahn and Holzer, 1990). Further, Hines et
al. (1987) report in their review study that abstract knowledge is superior in
predicting environmental actions. From a different perspective, Grunert (1993)
classifies knowledge as declarative and procedural. He defines declarative
knowledge as semantic or episodic information which can be verbalized such as
information concerning products, expected consequences of behavior, personal
goals and values while procedural knowledge is defined as stored skills, motoric
or perceptual, which cannot easily be verbalized. His findings reveal that
procedural knowledge is an important aspect of food-related lifestyle.

There has been conducted several studies investigating the relationship
between environmental knowledge and pro-environmental, ecological, green or
organic purchasing behavior. For example, Grunert (1993) finds that there exists
a significant positive linkage between environmental knowledge and organic
food consumption behavior. Bamberg and Moser (2007) emphasize the role of
awareness and knowledge about environmental problems as a major determinant
that affects pro-environmental behavior indirectly through perceived behavioral
control and attitude. Further, consumers who have more knowledge regarding
the issues related to the environmental deterioration along with the advantages
of using renewable energy are more likely to have positive attitudes toward
renewable energy (Bang et al., 2000). Suki (2013) aims to examine the impacts
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of environmental knowledge, healthy food and a healthy lifestyle on young
consumers’ ecological behavior. Findings from the study reveal that healthy way
of life and environmental knowledge jointly affect young consumers’ ecological
behavior such as recycling and buying green products. Cheung et al. (2015) also
find that organic food knowledge has a positive impact on consumers’ attitude
toward organic foods. D’Souza et al. (2006) touch on an important matter that
consumers who purchase green products look for environmental information on
labels. Fraj-Andres and Martinez-Salinas (2007) assert that the individuals’ level
of environmental knowledge has a moderating role in the relationships between
attitudes and ecological behavior, which increases the efficiency of the
relationship between them. Mostafa (2006) also states that environmental
knowledge is positively related to consumers’ intention to purchase green

products.

1.2.5. Socio-demographic Factors

Socio-demographic characteristics of individuals are included in the TPB
model as background factors that are believed to affect behavioral, normative
and control beliefs. Further, in addition to the TPB, the influences of these
characteristics on intention or behavior are examined within the scope of several
models, and they are mostly used as control variables. Based on this, the impacts
of socio-demographic factors have been widely investigated on organic product
purchasing intention and behavior. Although some studies posit that socio-
demographic characteristics have limited influence on organic food preferences
(Gracia and de Magistris, 2007), and some others report that personal values are
stronger predictors than socio-demographic factors on organic food purchases
(Lea and Worsey, 2005; Worner and Meier-Ploeger, 1999), several studies have

been conducted establishing significant relationships between them.
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1.25.1. Age

Several studies have been conducted that investigating the influences of
age on buying organic products, and controversial results have been reached.
Stobbelaar et al. (2007) show that attitude and motivation differentiate between
adult consumers and school children towards organic food. While adolescents
consider animal welfare at most, they do not purchase organic food since they
do not like its taste. However, the most important motive for adults to buy
organic food is found as its taste. Also, older respondents are less likely to place
environmental or ethical influences as the main motivations for buying organic
dairy products (McEachern and McClean, 2002). Younger people are more
likely to believe that organic food is subject to more strict controls, looks better,
is more environmentally friendly and arouses more trust, while older people state
that organic food is more expensive and tastier than conventional food (Bryla,
2016). Older respondents report that they purchase more of sustainably produced
foods than younger respondents, and they are more likely to buy these products
in the future (Robinson and Smith, 2002).

In addition, individuals whose ages are between 45-54 are most tend to
purchase organic vegetables (Mintel, 2000), the individuals whose ages are
between 18-25 have positive attitude towards purchasing organic products at
most, and they are more likely to buy an organic product for the next time
(Magnusson et al., 2001).

On the contrary, there have been conducted some studies which age has
no impact or just a small impact on organic food buying. Although Magnusson
etal. (2001) assert that individuals whose ages are between 18-25 have a positive
attitude towards purchasing organic products at most, no significant differences
are found between age groups in terms of purchase frequency. Lockie et al.
(2004) also state that increasing age has a small negative influence on growing

rates of organic consumption.
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1.25.2. Gender

Gender differences have been mostly investigated on organic product
purchasing behavior. In general, women are expected to be more likely to buy
these types of products. One possible reason might be that with mothering
instinct, they are willing to feed their children with more healthy food. Focus
group data indicate that women have a higher responsibility for feeding their
children, and they are more concerned about what their children eat than what
they eat themselves (Lockie et al., 2002).

Attitudes towards buying organic products generally seem to be higher
in female consumers than males. Stobbelaar et al. (2007) examine the
adolescents’ attitudes towards organic food, and they find that nutritional value,
animal and environmental friendliness of the products are more important for
girls than boys. However, their responses giving the statements about organic
products indicate that there is only a slight difference between girls and boys.
Gotschi et al. (2007) also assert that adolescent girls are more tend to have a
positive attitude toward organic products, and organic products are much
preferable by girls than boys.

Lea and Worsey (2005) demonstrate that women are more favorable
toward organic food than men, and women report that they are more agreeable
that organic food is more nutritional than conventional food. Further, gender is
found as a major determinant of commitment to the consumption of organic
food, and women are found to be more likely to consume organic food (Lockie
etal., 2004). McEachern and McClean (2002) support this finding by suggesting
that females purchase organic produce more than males. Women think that
organic food has better quality, is healthier, arouses more trust and is subject to
more strict controls, and they have higher propensity to buy organic food (Bryla,
2016).

An interesting finding from the study of Aertens et al. (2011) suggests
while female gender has a significantly positive impact on attitude towards
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organic vegetables, it does not have any significant effect on the likelihood of
actual organic vegetable consumption.

However, opposing views also exist asserting that no significant
differences are found between women and men (Magnusson et al., 2001).
Robinson and Smith (2002) suggest that although females have more supportive
attitudes towards sustainably produced food than males, gender cannot found to

be related to past purchases and intention to buy these foods.

1.2.5.3. Family Income

Organic food purchasing is generally associated with income because
individuals find organic products more expensive. Gracia and de Magistris
(2007) conclude that income affects organic product purchasing positively.
Several studies support this finding, and they suggest that income plays a
significant positive role in explaining organic product purchases (Fotopoulos
and Krystallis, 2002b; Hill and Lynchehaun, 2002; Tsakiridou et al., 2006).
Family income is also found to have a moderating effect on the relationship
between green food consumption intention and behavior (Zhu et al., 2013).

On the opposite side, Lockie et al. (2004) assert that income has only a
slight impact on the level of organic food consumption. Bryla (2016) also
suggests that income is not a primary determinant of attitudes toward organic
food. Individuals who have lower income believe that organic food is more
environmentally friendly and is subject to more strict controls, while individuals
with higher income believe that organic food is more expensive and tastier than
conventional food. He further reports that high quality and healthiness are

primary reasons for both types of individuals.

1.2.5.4. Family Structure

Family structure is also one of the important characteristics determining
the tendency to buy organic products. Generally, it is expected that families with
children are more likely to buy organic products. Riefer and Hamm (2008) give
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a deeper understanding of organic food consumption in families by examining
the theoretical concept of the family cycle specific to organic food expenditures,
and they show to what extent organic food consumption in families underlies
changes in these expenditures. They also investigate how the casual conditions
for pregnancy, the feeding of babies with complementary food, children’s
adolescence, and a new partner are associated with organic food expenditures
based on qualitative interviews. They suggest that mothers change their dietary
habits after having a baby and they start to buy organic products with the
mothering instinct.

Further, pregnant women and mothers of young children report that they
increase their organic food consumption since they perceive organic food
healthier and fewer residues of chemical treatments. On the other hand, mothers
of juvenile children state that their organic food consumption decreases since the
juvenile children may take their own decisions, and their food choices may be
different from their parents.

In addition, the number of children in the household is found to play an
important role in organic purchasing behavior. The findings demonstrate that the
families that have children are more tend to purchase organic products
(McEachern and Willock, 2004; Freyer and Haberkorn; 2008; Yue et al., 2008).
Aertens et al. (2011) suggest that the likelihood of consuming organic vegetables
is significantly and positively influenced by the presence of children in the
household. Robinson and Smith (2002) state that while married couples are more
tend to buy sustainably produced food in the past, and intend to buy in the future,
single people feel more confident in their ability to buy these products.

Contrary to the several findings, Magnusson et al. (2001) assert that no
significant differences are found between those with and those without children

in terms of organic food buying behavior.
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1.2.5.5. Education Level

Stobbelaar et al. (2007) assert that higher educated individuals think that
organic foods are more animal-friendly, environment-friendly, healthy, not
expensive and nice, and they have more positive attitudes than lower educated
counterparts. Also, a positive relationship is found between education level and
organic product purchasing behavior (Jolly, 1991). Bryla (2016) reports that
better-educated people mostly respond that organic food is more expensive and
healthier while low educated respondents mostly report that organic food arouses
a feeling of trust more and they are ready to pay a higher price. Zhu et al. (2013)
also suggest that education plays a mediating role in green food consumption
intention, which implies that higher educated people are more likely to consume
green food.

On the other hand, Lockie et al. (2004) find that the increasing level of
education has minor negative effects on rates of organic consumption.
Thompson and Kidwell (1998) also find a negative relationship between
education level and organic product purchasing behavior.

Magnusson et al. (2001) assert that no significant differences are found

between educational groups.

1.3. The Model and Hypotheses Development

The Theory of Planned Behavior (TPB) is an extended form of the
Theory of Reasoned Action (TRA) that aims to explain human behavior. In this
regard, initially, the antecedent theory will be discussed. The TRA (Fishbein and
Ajzen, 1975) asserts that human behavior is driven by behavioral intention which
is a function of the individuals’ attitude toward that behavior and their subjective
norms. Fishbein and Ajzen (1975) describe the attitude toward behavior as the
degree of positive or negative emotions of individuals regarding that behavior.
This attitude is determined via an individual’s evaluation of consequences as
well as the desirability of these consequences about the behavior. Subjective
norm is described as the perceptions of individuals regarding whether other
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people think he/she should engage in that behavior. Thus, attitude toward the
behavior and the subjective norms together compose behavioral intention which
is an antecedent of the actual behavior.

Even though being a well-established model, the TRA also has some
limitations. One of the main limitations of the original model is that people have
incomplete volitional control. More specifically, in the TRA, the central factor
is the intention to perform a specific behavior. Intentions are assumed to capture
the motivational factors that affect the behavior. Further, they indicate how hard
people are willing to try and how much they are planning to make an effort to
perform the behavior. In general, as the intention is stronger to engage in a
behavior, the likelihood of the performance will be higher. However, behavioral
intention can be meaningful to predict the behavior only if the behavior in
question is under volitional control, which means performing the behavior
should depend on the will of the individual.

As long as individuals have the necessary opportunities and resources,
and they have the intention to perform the behavior, behavioral achievement can
be reached (Ajzen, 1991). Thus, behavioral achievement can be seen to depend
on both intention and behavioral control, which needs to be revised the original
model, and therefore, the extended version of the TRA defined as the Theory of
Planned Behavior was developed (Ajzen, 1991) to deeply understand human
behavior. The TPB can predict and explain an individual’s behavior when the
behavior is intentional. Thus, this model gives a better insight into the linkage
between intention and behavior. According to this, behavioral intention can be
defined as an intention to try performing a particular behavior (Ajzen, 1985).
Intentions can only be expected to predict a person’s attempt to perform a
behavior, but not necessarily its actual performance. If the intention measure
cannot predict the actual behavior, it might change after it is evaluated. Thus, the
central factor in the TPB becomes the intention to perform a given behavior. The
intention is assumed to capture the motivational factors that might affect a
behavior, and it indicates how hard people are willing to make an effort to
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perform the behavior. Generally, it is accepted that the stronger the intention to
engage in a behavior, the more likely its performance should be. However,
behavioral intention can predict the actual behavior only if the behavior in
question is under volitional control (Ajzen, 1991).

Along with a desire to perform or not perform a behavior, performance
depends on some non-motivational factors such as time, skill, and money, which
express individuals’ actual control over the behavior. If an individual has
sufficient opportunities and resources and intends to perform the behavior, he or
she can realize it. Thus, behavioral achievement depends jointly on motivation
(intention) and ability (behavioral control). Behavioral control has both a direct
influence on actual behavior, and it also affects actual behavior via intention. In
consequence, the perceived behavioral control component is included in the
model as well as attitude and subjective norms in predicting behavior as
illustrated in Figure 1;

Attitudes
toward
Rehavinr

Subjective
Norms

Behavior

Perceived
Behavioral
Control

Figure 1. The Theory of Planned Behavior (Ajzen, 1991)

According to the TPB, perceived behavioral control and behavioral
intention should be used together to predict behavioral achievement, which has

two rationales. First, when the intention is held to be constant, the effort
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expended to perform the behavior to reach a successful conclusion is likely to
increase with perceived behavioral control. For example, although two
individuals that have equally strong intentions to learn ski and both try to do, the
individual who is more confident about doing that activity is more likely to exert
effort than the individual who has doubts from own ability. The second rationale
in explaining the direct linkage between perceived behavioral control and
behavioral achievement is that perceived behavioral control can generally be
used as a measure of actual control, but this depends on the accuracy of the
perceptions. When an individual has little information regarding the behavior,
or requirements and available resources change in performing the behavior, or
some uncommon elements are in question, behavioral control may not be
realistic anymore, which may result in inaccurate behavioral predictions.
However, as long as perceived behavioral control is realistic, it can be used in
predicting behavior and gives successful results.

Perceived behavioral control is defined as the people’s perception of the
ease or difficulty of performing the behavior of interest. While locus of control
is a generalized expectancy that remains stable across situations and forms of
action, perceived behavioral control can change across situations and actions.
Thus, individuals may generally believe that the realized outcomes are
determined by their own behavior (internal locus of control), but at the same
time, they may also believe that the probability of becoming a commercial
airplane pilot is very low, which indicates low perceived behavioral control
(Ajzen, 1991).

The TPB posits that attitudes toward the behavior, subjective norms and
perceived behavioral control are mainly determined by behavioral beliefs,
normative beliefs and control beliefs, respectively. Also, the model makes a clear

differentiation among these constructs as indicated in Figure 2.
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Figure 2. Extended Theory of Planned Behavior (Ajzen and Fishbein, 2005)

Behavioral beliefs are the subjective probabilities that the behavior will
produce a given outcome. These beliefs provide positive or negative evaluations
of individuals about performing the behavior, which determines attitude toward
the behavior. In other words, attitude toward the behavior is determined by
accessible beliefs and the subjective values of the expected outcomes. Thus,
attitude toward the behavior (Ag) is determined by beliefs about the outcome of
the behavior (b) and the subjective evaluation of the expected outcome (e) as

shown in the following equation.

n
AB = Z bl' e;
i=1

Normative beliefs refer to the perceived behavioral expectations of such
important referent individuals or groups as the person’s spouse, family, friends,

and other people around him or her. The strength of normative beliefs of referent
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groups (n) along with the motivation to comply with the different referents (m)

determines the prevailing subjective norm as indicated in the following equation.

n
SN = Z n; m;
i=1

Control beliefs refer to the available factors that may have an influence
on the performance of the behavior. Perceived behavioral control is determined
by the total set of accessible control beliefs. Perceived behavioral control
(control beliefs & influence of control beliefs) has two characteristics:
Individuals’ ability to control the behavior and individual’s confidence to be able
to perform or not to perform the behavior. Specifically, the strength of each
control belief (c) is weighted by the perceived power (p) of the control factor,
and the products are aggregated, as indicated in the following equation. To the
extent that it is an accurate reflection of actual behavioral control, perceived

behavioral control can, along with intention, be used to predict behavior.

n
PBC = Z CiDi
i=1

Last, intentions are expected to lead to the performance of the behavior
to the extent that people are in fact capable of doing so, which means they have
actual control over the behavior. Actual behavioral control refers to the extent to
which a person has the skills, resources, and other prerequisites needed to
perform a given behavior, so it is expected to moderate the effect of intention on
behavior. However, it might be difficult to measure actual behavioral control in
applications, so perceived behavioral control is generally preferred to use as a
proxy for actual control under the assumption that perceptions of control
represent actual control considerably well (Ajzen, 2015).

As well as the main constructs of the theory itself, the TPB incorporates
the influences of other factors such as personality traits, general attitudes, life
values, intelligence, and emotions in individual level; demographic

characteristics, culture, and law in social level; knowledge, media, and
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intervention in information level. These factors are considered as background
factors which have indirect influences on intention and behavior, through
behavioral, normative, and control beliefs.

In sum, the intention is the immediate antecedent of actual behavior.
Also, perceived behavioral control has both a direct influence on actual behavior
and it mediates the effect of intention on actual behavior. Behavioral, normative
and control beliefs are underlying factors in predicting the behavior, and these
beliefs may change as a function of a wide range of background factors (Ajzen
and Fishbein, 2005).

The TPB is mostly applied to consumer behavior studies. Two major
conceptual and research paradigms in consumer behavior are discussed namely,
behavioral decision theory and the theories of reasoned action and planned
behavior. Although behavioral decision theories assume that individuals are
rational in their decisions, there has been made a great discussion about
individuals’ decisions can be biased because of their limited cognitive capacity
and limited knowledge, which expresses bounded rationality notion of Simon
(1955, 1956). In a similar vein, the TPB also assumes that individuals are not
rational in their decision-making processes. Since beliefs shape individuals’
behaviors, they may include inaccuracies, biases, and irrationalities (Ajzen,
2008).

1.3.1. The Extended Theory of Planned Behavior

The present study is an attempt to comprehensively examine organic
food purchasing behavior of individuals by using an extended version of the
Theory of Planned Behavior.

In this direction, attitudes toward organic food purchasing, subjective
norms and perceived behavioral control are expected to explain behavioral
intention which is a proxy for actual behavior which is organic food purchasing
behavior. Also, these dimensions are determined by behavioral, normative and

control beliefs of individuals, and these beliefs are expected to be determined by
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background factors. In the scope of the current study, individual and situational
factors are defined as health consciousness, food safety concern and trust; socio-
demographic factors are defined as gender, age, family income, family structure,
and education level of individuals, and individuals’ knowledge regarding
organic foods is elicited in information level. Last, direct impacts of perceived
behavioral control and trust are examined on actual behavior.

The current study aims to contribute to the theory of Ajzen and Fishbein
(2005) by incorporating food safety concern, health consciousness, trust, and
organic knowledge as background factors for organic food purchasing behavior
of individuals. Thus, the predictive ability of the extended model will be aimed
to be improved. Further, the direct impact of trust on actual behavior is examined
to fill the intention-behavior gap. Since the TPB focuses mainly on the
motivational processes, which determines the formation of a behavioral
intention and less on the volitional processes, we extend the model by
investigating the role of trust considering volitional processes determining how
behavioral intentions are transformed into actual behavior (Conner and
Armitage, 1998).

Thus, the model will take into account both motivational and volitional
influences by including the trust as a separate construct. Last, along with the
latent variable model, the observed variable model is also used to get a better
understanding of individuals’ organic food purchasing behavior, and socio-
demographic characteristics are included in the model. The extended model is

portrayed in Figure 3 as follows;
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Figure 3. The Extended Theory of Planned Behavior

1.3.2. The Hypothesized Model and Hypotheses Development

As the original Theory of Planned Behavior suggested, attitudes toward
organic food purchasing, subjective norms and perceived behavioral control are
expected to explain behavioral intention positively. Further, perceived
behavioral control and intention are supposed to have positive impacts on actual

organic food purchasing behavior.

Hai(a) = Consumer attitude is positively associated with behavioral intention to

buy organic food.

Hi(b) = Subjective norm is positively associated with behavioral intention to

buy organic food.

Hai(c) = Perceived behavioral control is positively associated with behavioral
intention to buy organic food.
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Hai(d) = Perceived behavioral control is positively associated with actual organic

food purchasing behavior.

Hi(e) = Behavioral intention is positively associated with actual organic food
purchasing behavior.

The background factors that are thought to have significant impacts on
organic food purchasing behavior are preferred based on the studies in the related
literature. Food safety concern is mostly found as one of the main driving forces
of organic food purchasing behavior (Harper and Makatouni, 2002; Botonaki et
al., 2006). Food safety is defined as consumers’ concern regarding residues in
food caused by chemical sprays, fertilizers, artificial additives, and
preservatives, which might be linked to farming methods (Yee et al., 2005).
Generally, food safety concern in organic food context is conceptualized as
pesticide residues, hormones and natural toxins (Canavari et al., 2002; Honkanen
et al., 2006). Perceived food safety risks are found to differ between organic and
conventional food buyers especially for pesticide-related risks, and organic
buyers seem to perceive higher pesticide-residue risk than conventional buyers
for conventionally grown food (Williams and Hammit, 2000; Hammit, 1990).
They also show that organic food buyers are ready to pay higher prices than
conventional buyers to eliminate food safety risk. Michaelidou and Hassan
(2008) claim that food safety might be an important indicator of attitude and
purchase intention to organic food and food safety is found as one of the most
important predictors of attitude toward organic food. As previous literature
highlighted, food safety concern might be an essential predictor of organic food
buying, and it might be inter-correlated with other constructs in the model.

Therefore, we incorporate food safety concern in our model.

Hz(a) = Food safety concern is positively associated with the attitude towards

organic food purchasing behavior.
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Hz(b) = Food safety concern is positively associated with subjective norms.

Hz(c) = Food safety concern is positively associated with the perceived

behavioral control.

Further, health consciousness assesses the degree of readiness to
undertake health actions (Becker and Maiman, 1975; Becker et al., 1977), and it
Is considered as a quite significant psychographic determinant in predicting a
variety of health attitudes and behaviors (Hong, 2009). Michaelidou and Hassan
(2008) assert that health-conscious individuals are more aware and concerned
about their state of well-being, and are more motivated to improve and maintain
their health and quality of life. Several studies have revealed that health is the
primary motive for the purchase of organic food (Grankvist and Biel, 2001,
Lockie et al., 2002; Harper and Makatouni, 2002; Yiridoe et al., 2005). The
health concern is also found to have a direct link with organic food purchasing
decision (Padel and Foster, 2005; Chen, 2009). Further, health consciousness
has been found as a significant determinant in predicting attitude, intention, and
purchase of organic foods (Magnusson et al., 2003, 2001; Tsakiridou et al., 2009;
Hsu et al., 2016). The organic food buyers appear to be health conscious, and
they feel responsible for their own health, and they think that food intake has an
influence on their health. Further, organic food buyers appreciate safe, healthy
and natural foods, and they are more willing to buy organic foods Schifferstein
and Oude Ophuis, 1998). Consumers with more health conscious are also more
willing to pay extra for organic products (Botonaki et al., 2006).

In this sense, we believe that health-consciousness is one of the
significant determinants of attitude toward organic food, and in turn, organic
food buying decision. Thus, we measure health consciousness with three
dimensions, namely, self-health awareness, personal responsibility, and health
motivation (Hong, 2009). This scale is formed with the purpose of bringing a

different approach to diverse health-related issues. This approach attempts to
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directly measure the underlying psychological traits of health-consciousness,

which has greater power in predicting various health behavior (Hong, 2009).

Hs(a)= Health consciousness is positively associated with the attitude towards
organic food purchasing behavior.

Hs(b)= Health consciousness is positively associated with subjective norms.

Hs(c)= Health consciousness is positively associated with the perceived

behavioral control.

Trust is defined as a psychological state comprising the intention to
accept vulnerability based on positive expectations of the intentions or behaviors
of another (Rousseau et al., 1998). Many consumers have a large amount of
distrust in regulatory processes in buying organic products, and they are even
skeptic about independent certifiers and the government’s role. It is evident that
current labeling schemes seem ineffective and might be confusing to most
consumers (Aarset et al., 2004). Approximately half of the consumers have
mistrust on organic labels (Lea and Worsey, 2005). Therefore, rather than
labeling and certification system, it is crucial that consumers should believe that
their producers and food suppliers operate by sustainable quality. Nuttavuthisit
and Thogersen (2017) propose that trust has a considerable influence on organic
food buying behavior by using the TPB framework. Since the TPB focuses
mainly on the motivational processes, which determines the formation of a
behavioral intention and less on the volitional processes, they extend the model
by investigating the role of trust considering volitional processes determining
how behavioral intentions are transformed into actual behavior (Conner and
Armitage, 1998). Thus, the model could take into account both motivational and
volitional influences by including the trust as a separate construct. Their findings
reveal that trust is an important volition predictor in explaining green buying that
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might fill the intention-behavior gap. Bonn et al. (2016) suggest that the
relationships between consumer perceptions regarding sustainable practices
conducted by organic wine retailers and behavioral intentions of consumers are
moderated by trust, which implies that this moderating relationship has an effect
on intention to buy organic wine. The present study also investigates the role of

trust as a unique construct on organic food purchasing behavior.

Ha(a) = Trust is positively associated with the attitude towards organic food

purchasing behavior.

Ha(b) = Trust is positively associated with subjective norms.

Ha(c) = Trust is positively associated with the perceived behavioral control.

Ha(d) = Trust is positively associated with actual behavior.

Organic food purchasing behavior is also associated with organic product
knowledge of individuals. Gracia and de Magistris (2007) suggest that organic
product knowledge is one of the main determinants of organic purchasing
intention of individuals. Aertens et al. (2011) indicate that levels of objective
and subjective knowledge regarding organic food increase, individuals have
more positive attitudes toward organic food, and these two types of knowledge
have positive impacts on organic consumption behavior. McEachern and
McClean (2002) also assert that consumer knowledge and awareness play crucial
roles in the development of the organic market. Botonaki et al. (2006) also
support these findings and suggest that the low level of consumer awareness and
knowledge about certification systems in organic products block the
development of the organic market. In light of these findings, we include

individuals’ knowledge about organic products into the model.
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Hs(a) = Knowledge is positively associated with the attitude toward organic food

purchasing behavior.

Hs(b) = Knowledge is positively associated with subjective norms.

Hs(c) = Knowledge is positively associated with the perceived behavioral

control.

1.4. Methodology

1.4.1. Questionnaire Design and Measurement

In the scope of the study, the Theory of Planned Behavior scale; health
consciousness scale (Hong, 2009); trust scale (Holden, 1990); food-safety
concern scale (Michaelidou and Hassan, 2008) are used. Further, socio-
demographic characteristics (age, gender, family income, education level,
family structure), and individuals’ knowledge concerning organic products will
be measured. The items are rated on a seven-point Likert scale (1=completely
disagree; 7=completely agree).

The questionnaire consists of two parts. The first part comprises socio-
demographic factors (age, gender, education level, family income, marital status,
and family structure); food purchasing habits (supermarkets, hypermarkets,
grocery stores, local markets, ecologic or organic farms); and their purchase
frequency. The second part includes the items with seven-point Likert type scale
from 1 (I completely disagree) to 7 (I completely agree), which measures
attitudes, subjective norms, perceived behavioral control, intention, beliefs,

trust, food-safety concern, health consciousness, organic knowledge.
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1.4.1.1. The TPB Constructs

In this thesis, we examine individuals’ organic food purchasing behavior
by using the Theory of Planned Behavior approach, which provides us a
conceptual framework. From this point of view, we adopt the constructs of the
TPB to organic food purchasing behavior.

Attitude toward organic food purchasing behavior (measured with five
items); subjective norms (measured with three items); perceived behavioral
control (measured with five items); beliefs about outcomes of consuming
organic food and individuals’ evaluations of those outcomes (measured with two
items); beliefs about expectations of important referent individuals or groups
(measured with two items); individuals’ ability to control the organic food
purchasing behavior and individual’s confidence to be able to perform or not to
perform this behavior (measured with two items); behavioral intention
(measured with two items) by using a seven-point Likert scale ranging from 1=I
completely agree to 7=I completely disagree as illustrated in Table 1. Also,
behavior is measured whether individuals are going to purchase organic food or
not in a near future are elicited.

These items are formulated based on Ajzen’s (2006) questionnaire
construction manual. Also, we benefit from the questionnaire of Al-Swidi et al.
(2014) when constructing the questionnaire. Table 1 illustrates the direct
measures of attitude toward the behavior, subjective norms, and perceived
behavioral control. Further, it shows antecedents of these direct measures which
are behavioral beliefs, normative beliefs, and control beliefs. Finally, behavioral
intention as a proxy of actual organic purchasing behavior is elicited, and last,
the actual behavior is asked. The construct items of the TPB is portrayed in Table

1 as follows;
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Table 1. The Theory of Planned Behavior Items

Codes Items Constructs
ATT1 Organic food consumption is better for my health
Organic food consumption prevents pollution of underground water and
ATT2 soil
Organic food consumption decreases harmful gas emissions in the Attitudes
ATT3 atmosphere
ATT4 Organic food is tastier than others
ATT5 Organic food is more nutritious than others
I think that organic food consumption becomes widespread among
SN1  people around me
Individuals around me (family, friends, significant other) encourage me  Subjective
SN2  to consume organic food Norms
Individuals around me (family, friends, significant other) provide me
SN3  necessary support for organic consumption (money, time, knowledge)
PBC1 Organic food purchasing is completely under my control
PBC2 Organic food purchasing is easy for me .
. . - . Perceived
PBC3 | have enough financial capability to purchase organic food Behavioral
PBC4 | have enough time to purchase organic food
. . Control
I have enough knowledge and awareness about where organic food is
PBC5 purchased
bl I think that organic food consumption is better for my health Behavioral
el It is good that organic food consumption is better for my health Beliefs
nl People around me think that I should consume organic food .
. Normative
When it comes to matters of my health, | want to do what people around :
: Beliefs
ml me think I should do
Low availability of organic food makes my organic food consumption
o Control
cl difficult (R) Beliefs
pl The possibility of difficulty to access organic food is high (R)
INT1 | think consuming organic food in the near future .
. . . Behavioral
INT2 1 would like to consume organic food regularly in the near future | .
ntention
B I have been purchasing organic foods at regular basis Behavior

1.4.1.2. Health Consciousness Scale

Health consciousness assesses the degree of readiness to undertake health

actions (Becker and Maiman, 1975; Becker et al., 1977), and it is considered as

a quite significant psychographic determinant in predicting a variety of health
attitudes and behaviors (Hong, 2009). Michaelidou and Hassan (2008) assert that

health-conscious individuals are more aware and concerned about their state of

well-being, and are more motivated to improve and maintain their health and

quality of life.
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Several studies have revealed that health is the primary motive for the
purchase of organic food (Grankvist and Biel, 2001; Lockie et al., 2002; Harper
and Makatouni, 2002; Yiridoe et al., 2005). The health concern is also found to
have a direct link with organic food purchasing decision (Padel and Foster, 2005;
Chen, 2009).

Further, health consciousness has been found as a significant determinant
in predicting attitude, intention, and purchase of organic foods (Magnusson et
al., 2003, 2001; Tsakiridou et al., 2009; Hsu et al., 2016).

The organic food buyers appear to be health conscious, and they feel
responsible for their own health, and they think that food intake has an influence
on their health. Further, organic food buyers appreciate safe, healthy and natural
foods, and they are more willing to buy organic foods (Schifferstein and Oude
Ophuis, 1998). Consumers with more health conscious are also more willing to
pay extra for organic products (Botonaki et al., 2006).

In this sense, we believe that health-consciousness is one of the
significant determinants of attitude toward organic food, and in turn, organic
food buying decision. Thus, we benefit from the health consciousness scale
measured with three dimensions, namely, self-health awareness, personal
responsibility, and health motivation (Hong, 2009). This scale is formed with the
purpose of bringing a different approach to diverse health-related issues. This
approach attempts to directly measure the underlying psychological traits of
health consciousness, which has greater power in predicting various health
behavior (Hong, 2009).

Table 2. Health Consciousness Scale

Code Item Construct
HC1 [I’m very self-conscious about my health Self-health
HC2 I’'m concerned about my health all the time Awareness
HC3 | take responsibility for the state of my health Personal
HC4 1 only worry about my health when 1 get sick (R) Responsibility
HC5 Living life without disease and illness is very important to me

HC6 My health depends on how well | take care of myself Health Motivation

HC7 Living life in the best possible health is very important to me
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1.4.1.3.Food Safety Concern Scale

Most researchers have found that food safety is one of the most important
motives for organic food buying. Food safety is defined as consumers’ concern
regarding residues in food caused by chemical sprays, fertilizers, artificial
additives, and preservatives, which might be linked to farming methods (Yee et
al.,, 2005). Generally, food safety concern in organic food context is
conceptualized as pesticide residues, hormones and natural toxins (Canavari et
al., 2002; Honkanen et al., 2006). Perceived food safety risks are found to differ
between organic and conventional food buyers especially for pesticide-related
risks, and organic buyers seem to perceive higher pesticide-residue risk than
conventional buyers for conventionally grown food (Williams and Hammit,
2000; Hammit, 1990). They also show that organic food buyers are ready to pay
higher prices than conventional buyers to eliminate food safety risk.
Michaelidou and Hassan (2008) claim that food safety might be an important
indicator of attitude and purchase intention to organic food and food safety is
found as one of the most important predictors of attitude toward organic food.

As previous literature highlighted, food safety concern might be an
important predictor of organic food buying, and it might be inter-correlated with
other constructs in the model. Therefore, we incorporate food safety concern in
our model, and we measure it with a three-item scale adopted from Michaelidou
and Hassan (2008).

Table 3. Food Safety Concern Scale

Code Item

FSC1 Nowadays most foods contain residues from chemical sprays and fertilizers

FSC2 I am very concerned about the number of artificial additives and preservatives in food
FSC3 The quality and safety of meat nowadays concern me
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1.4.1.4. Trust Scale

Trust is defined as a psychological state comprising the intention to
accept vulnerability based on positive expectations of the intentions or behaviors
of another (Rousseau et al., 1998). Many consumers have a large amount of
distrust in regulatory processes in buying organic products, and they are even
skeptic about independent certifiers and the government’s role. It is evident that
current labeling schemes seem ineffective and might be confusing to most
consumers (Aarset et al., 2004). Approximately half of the consumers have
mistrust on organic labels (Lea and Worsey, 2005). Therefore, rather than
labeling and certification system, it is crucial that consumers should believe that
their producers and food suppliers operate in accordance with sustainable
quality. Nuttavuthisit and Thogersen (2017) propose that trust has a considerable
influence on organic food buying behavior by using the TPB framework. Since
the TPB focuses mainly on the motivational processes, which determines the
formation of a behavioral intention and less on the volitional processes, they
extend the model by investigating the role of trust considering volitional
processes determining how behavioral intentions are transformed into actual
behavior (Conner and Armitage, 1998). Thus, the model could take into account
both motivational and volitional influences by including the trust as a separate
construct. Their findings reveal that trust is an important volition predictor in
explaining green buying that might fill the intention-behavior gap.

Bonn et al. (2016) suggest that the relationships between consumer
perceptions regarding sustainable practices conducted by organic wine retailers
and behavioral intentions of consumers are moderated by trust, which implies
that this moderating relationship has an effect on intention to buy organic wine.

The present study also investigates the role of trust as a unique construct
on organic food purchasing behavior by using three-item trust scale adopted by
Holden (1990).
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Table 4. Trust Scale

Code Item

TRS1 | trust organic food suppliers efforts and commitments for sustainable practices
TRS2 Organic food suppliers are reliable

TRS3 Organic food suppliers have standards regarding honesty and morality

1.4.1.5. Organic Knowledge Scale

Organic food purchasing behavior is also associated with organic product
knowledge of individuals. Gracia and de Magistris (2007) suggest that organic
product knowledge is one of the main determinants of organic purchasing
intention of individuals. Aertens et al. (2011) suggest that as the levels of
objective and subjective knowledge regarding organic food increase, individuals
have more positive attitudes toward organic food, and these two types of
knowledge have positive impacts on organic consumption behavior. McEachern
and McClean (2002) also assert that consumer knowledge and awareness play
crucial roles in the development of the organic market. Botonaki et al. (2006)
also support these findings and suggest that the low level of consumer awareness
and knowledge about certification systems in organic products block the
development of the organic market. In the light of these findings, we include
knowledge about organic products into the model, and the seven-point Likert

scale is formed as follows;

Table 5. Organic Knowledge

Code Item

OK1 Organic food consumption reduces the risk of chronicle and vascular diseases
OK2 Organic food consumption reduces the risk of certain types of cancers

OK3 Organic food consumption reduces the risk of hormonal disorder in children
OK4 Organic food consumption reduces the risk of learning disorder in children
OK5 Organic food consumption provides minerals and vitamins

OK6 Organic agriculture considers animal and plant health

OK7 Organic agriculture limits the usage of synthetic manure and hormone
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1.4.1.6. Socio-Demographic Characteristics

The influences of socio-demographic characteristics on organic food
purchasing behavior are commonly investigated by several researchers. Gender,
family income, age, family structure, and education level are among the most
used variables in predicting organic food purchasing behavior of individuals.
The motives of buying organic foods and individuals’ attitudes toward buying
organic foods are found to vary across age groups (Stobbelaar et al., 2007;
McEachern and McClean, 2002; Bryla, 2016; Robinson and Smith, 2002).
Gender differences have also been mostly investigated on organic product
purchasing behavior. Females are generally found to have more positive
attitudes toward buying organic products, and they are more likely to purchase
organic products than males (Stobbelaar et al., 2007; Lea and Worsey, 2005;
Lockie et al., 2004; McEachern and McClean, 2002). Further, family income is
generally found to be a significant determinant of organic product purchasing
behavior (Fotopoulos and Krystallis, 2002b; Hill and Lynchehaun, 2002;
Tsakiridou et al., 2006). Family structure also plays an important role in
predicting organic product buying behavior. There is ample evidence that
mothers change their dietary habits after having a baby and start to consume
more of organic products with the mothering instinct (Reifer and Hamm, 2008).
Besides, families with children are more likely to purchase organic products
(McEachern and Willock, 2004; Freyer and Haberkorn; 2008; Yue et al., 2008).
The effect of education level on buying organic products is a controversial issue.
While some suggest that higher educated people believe that organic foods are
more animal and environment friendly, healthy, not expensive and nice, and they
have more positive attitudes toward buying organic foods than lower educated
people (Stobbelaar et al., 2007), others find negative linkages between education
level and organic food purchases (Lockie et al., 2004; Thompson and Kidwell,
1998), and some cannot find any significant relationship between them
(Magnusson et al., 2001). In our study, socio-demographic characteristics of
participants are measured that is presented in Table 6.
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Table 6. Socio-Demographic Characteristics and Shopping Habits

Variable Measurement

Age In years

Gender 1=female O=male

Family income <3000TL
3000TL-6000TL
6000TL-9000TL
>9000TL

Education level High school
Associate Degree
Undergraduate
Graduate
Others

Number of children Open-ended question

Number of people in household
Food purchase behavior

Open-ended question

I purchase at specialty shops
I purchase at supermarkets

I purchase at marketplaces

I purchase at organic and
ecologic farms and markets

The frequency of food shopping in a month never
once a month
once a week
more than once a week

1.4.2. Pilot Study

A pilot study was conducted to understand individuals’ perceptions Of
organic food, and their purchasing habits. A questionnaire was employed to the
academic staff, administrative staff, and techno polis personnel of the Middle
East Technical University (METU) by obtaining the ethical approval of the
METU Human Research Ethics Committee, and 51 people participated in the
web-based survey. Most of the participants were academics (66.7 percent), and
the percentage of staff (17.6 percent) and techno polis personal (15.7 percent)
was quite similar. While 49 percent of the participants were female, 51 percent

of the participants were male, and mean age of them was 40.6.
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Since this study aims to find the underlying reasons behind organic food
purchasing, it is important to reach people familiar with the organic food, so the
sample of the pilot study was chosen from the METU members. These people
are more likely to be environmentally friendly, socially aware, and health-
conscious, which reflects specific characteristics of typical organic food buyers.

At the very beginning of the questionnaire, the participants are asked a
series of prescreened questions to determine whether they are food-purchase
decision makers or not. Besides, 67.2 percent of the participants purchased
organic food, and dairy products, egg, chicken, olive, certain fruit, and vegetable
were among the most reported organic products that they purchased.

Then, they were asked whether they have heard organic food concept
before, and all of the participants stated that they were aware of this concept.
Next, they were asked to define organic food concept as an open-ended question,
and 88 percent of the participants responded to this question. Further, they were
asked “what comes to your mind when you hear the organic term?”, and again
88 percent of the participants responded the question. These two questions are
essential in understanding the participants’ perceptions of organic food. Organic
food was mostly defined as natural, chemical-free, hormone-free, non-additive,
and pesticide-free.

Further, organic food means that it does not include agricultural
chemicals, synthetic manure, and it is not genetically modified. Organic
agriculture is defined as the agricultural activities done with natural seeds by the
participants. In addition, they considerably perceive organic foods as healthier,
but expensive at the same time. They stated that they were not sure about the
information on the organic labels. Some of them are skeptic about the reliability

of organic certification system.

1.4.3. Sampling and Data Collection
The results of the pilot study imply that organic concept defines organic

activities in which agricultural chemicals, synthetic manure, hormone, and
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fertilizers are mainly rejected. It also describes the agricultural activities with
natural seeds. Therefore, this study targets individuals who adopt the above
definition of organic food. Further, the sample of the current study should consist
of food-purchase decision makers. Therefore, data will be collected via a web-
based survey conducted to the customers of the farm of Ipek Hanim which is a
local farm in Nazilli, Turkey. The owner of the farm is Pinar Kaftancioglu, and
in her farm, she engages in agricultural activities and produces natural food. She
does not believe in obtaining organic certification, but the products that she
produces are grown and processed in traditional ways. This understanding is also
compatible with organic food perception of our pilot sample. Therefore, the term
“organic” is defined as the activities in which agricultural chemicals, synthetic
manure, hormone, and fertilizers are rejected and the agricultural activities with
natural seeds.

The link of the survey has been sent out to the customers, and 594 people
responded to the questionnaire within two weeks. The sample includes 523
female and 71 male respondents, and the mean age of the respondents is 42.31
with a range of 23-82 years. Family income of more than half (54.9 percent) of
the sample is higher than 9,000TL. The proportion of married respondents is
84.7 percent while 15.3 percent is single. 53.9 percent of the respondents have a
bachelor’s degree, 25.9 percent of the respondents have a master’s degree, and
9.8 percent have a doctorate degree. While the average number of children that
the respondents have is 1.10, mean number of people in the household is 3.06.
The proportion of people who go food shopping once a week is 41.2 percent
while the percentage of going food shopping more than once a week is 55.8.
Table 7 illustrates the demographic characteristics of the respondents in more
detail.
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Table 7. Demographic Characteristics of the Respondents

Standard Error

Variable Definition Mean of Mean
Gender female=1; male=2 1.12 0.013
Age age in years 42.31 0.396
Family Income (Turkish less than 3,000TL=1; 3,001TL- 3.31 0.036
Lira) 6,000TL=2;

6,001TL-9,000TL=3; more than

9,000TL=4
Education Level elementary school=1; middle 5.30 0.037

school=2;

high school=3; associate's degree=4;
bachelor's degree=5; master's
degree=6; doctorate=7

Marital Status married=1; not married=2 1.15 0.015
Number of Children open ended 1.10 0.032
Number of People in

Household open ended 3.06 0.041
Food shopping never=1; once in a month=2; once in  3.52 0.023
frequency a week=3;

more than once in a week=4

Full Sample =594

1.5. Analyses

1.5.1. Method

Data are aimed to be analyzed through structural equation modeling
(SEM) with EQS 6 (Equations; Bentler, 1994-2011) software. SEM is a
confirmatory approach rather than exploratory testing the hypothesized model
in a simultaneous analysis of the entire system of variables (Byrne, 1994). The
variables used in the scope of these models cannot be directly observed, and they
are named latent variables represented by a large number of variables. SEM
gathers the regression models revealing the causal relationships among
variables, and the factor analysis examining latent factor structures under a
single roof (Siimer, 2000). Thus, the hypothesized model can enable us to test
statistically in a simultaneous analysis of the entire system of variables to show
to what extent it is compatible with the data (Byrne, 1994). Further, SEM
provides a series of advantages to the researchers. First, it presents a

confirmatory approach to the data analysis rather than exploratory, and in turn,
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it is used for inferential purposes rather than descriptive. Second, SEM is mostly
preferred due to obtaining very close values to the population parameters by
minimizing the measurement error (Siimer, 2000). Third, the SEM approach
incorporates both observed and unobserved variables different from previous
multivariate methods which are only based on observed variables. Last, SEM
methodology also reveals indirect effects between variables as well as point
estimations (Byrne, 1994). Due to those features of the SEM approach, it
becomes a commonly used methodology in several research areas.

In behavioral studies, researchers mostly try to measure theoretical
constructs that cannot be directly observed. These unobserved measures are
called latent variables which require being linked to observed variables to be
able to be measured. These latent variables might be both exogenous and
endogenous: Exogenous latent variables refer to independent variables that
cause fluctuations in the values of other latent variables in the model, and the
changes in the values of exogenous variables cannot be explained by the model.
Instead, they are considered to be affected by other factors external to the model.
Background variables such as gender, age, and socioeconomic status are
considered as examples of such external factors. On the other hand, endogenous
latent variables refer to dependent variables and, these are affected by the
exogenous variables in the model directly or indirectly. Fluctuation in the values
of endogenous variables can be explained by the model since all latent variables
that have impacts on them are included in the model specification (Byrne, 1994).

Factor analysis is a well-known method that investigates the relationship
between observed and latent variables. In this approach, the covariation among
a series of observed variables is mainly examined to collect information on their
underlying latent constructs. Basically, factor analysis can be employed with
either exploratory or confirmatory purpose. In exploratory factor analysis (EFA),
the linkage between the observed variables and latent variables is unknown or
uncertain, so it focuses on determining how and to what extent these two types

of variables are related with each other. Generally, researchers aim to find the
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minimum number of factors that identifies covariation among observed
variables. On the other hand, confirmatory factor analysis (CFA) is generally
preferred to be used when the researcher has some knowledge about the
underlying latent variable structure. Since having a priori knowledge about the
theory, researchers can establish the relationships between observed variables
and their underlying factors. Since the CFA model only concentrates on the
relationship between factors and their measured variables, it represents a
measurement model within the SEM framework (Byrne, 1994).

Contrary to the factor analytic model, the full latent variable model
focuses on the specification of the regression structure among the latent
variables. For that, researchers have a chance to understand the impact of one
latent construct on another in the modeling of causal direction. Thus, it involves
both the measurement model and structural model. The measurement model
indicates that the linkage between the latent variables and their observed
measures while the structural model indicates the linkage among only the latent
variables themselves. To test the measurement model, confirmatory factor
analysis is generally used, and it can be seen how strong the relationships among
observed variables are in defining latent variables.

1.5.2. Conceptual Model

Since the structural equation modeling results for the proposed model are
not very reliable due to the condition code reported the linear dependency
problem for behavioral, normative, and control beliefs which are the immediate
antecedents of attitudes, subjective norms, and perceived behavioral control,
respectively, are excluded from the model. The first reason for this extraction is
that when they are included in the model, the model fit results become very poor.
This is probably due to the very high number of parameters which may result in
unreliable estimate results. Another reason is that these constructs are highly
associated with their consecutive latent constructs, which may create a linear

dependency problem between variables, which violates the multicollinearity
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assumption which is one of the structural equation modeling assumptions. When
covariance matrix among the variables is analyzed, the EQS program gives a
warning that the covariance matrix may not be positive definite that may indicate
high correlation among variables. When the correlations are analyzed between
behavioral beliefs and attitudes (.989), and normative beliefs and subjective
norms (0.821), the correlation coefficients between those constructs are
extremely high which is suggested to be extracted from the model (Simsek,
2007). This version of the model without considering beliefs are also preferred
by several researchers (Kaiser et al., 2005; Haustein and Hunecke, 2007;
Albayrak, 2008).

Therefore, beliefs are excluded from the model, and the background
factors are hypothesized to have impacts on attitudes, subjective norms, and
perceived behavioral control as portrayed in Figure 4;

oagomd )
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Individual Behavior

Health
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Food Safety
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Trust /
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Norms

Intention > Behavior

Social - =
Age
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Behavioral
Information Control
Individuals’

knowledge about

organic foods

Figure 4. Conceptual Model
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1.5.3. Results for the Basic TPB Model

1.5.3.1. Measurement Model for the Basic TPB Model

Confirmatory factor analysis (CFA) is a powerful technique that
examines the nature and relationships among latent variables. CFA tests the prior
hypotheses between observed and latent variables (Jackson et al., 2009). Thus,
CFA enables us to understand whether the latent variables can adequately
explain related observed variables. CFA has an essential role in structural
equation modeling and path analyses, and before conducting those analyses, the
validity of the constructs should be examined. CFA tests the validity of the
measurement model that investigates whether the measured variables can
accurately reflect the corresponding constructs before examining the structural
model.

According to the TPB, behavioral intentions and perceived behavioral
control are the immediate antecedents of organic food purchasing behavior. As
well as the direct effect of perceived behavioral control, it has also an indirect
effect on behavior mediated by behavioral intention. Further, attitudes toward
organic food purchasing and subjective norms are the antecedents of intention
which has a direct impact on actual behavior. Before examining the dependency
relationships in the structural equation model, the measurement model that
represents a set of observed variables as multiple indicators of latent variables
which cannot be observed will be examined (McDonald and Ho, 2002) for only
the basic TPB constructs.

Attitudes (ATT, measured with five items), subjective norms (SN,
measured with three items), perceived behavioral control (PBC, measured with
five items), and intention (INT, measured with two items) are included in the
model measured with seven-point Likert type scale from 1 (I completely
disagree) to 7 (I completely agree). For each latent construct, one of the loadings

of indicators is fixed to 1, and other loadings, error terms of observed variables,
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and covariances between the latent constructs are freely estimated in order to be

able to perform simultaneous estimates.

1.5.3.2. Multivariate Normality of the Basic TPB

Bentler (2005) suggests in practice that if normalized estimate value is
smaller than 5, then the data are accepted as multivariate normal, and maximum
likelihood estimation can be used. However, in the present analysis, normalized
estimate value is higher than 5 (Mardia’s (1970, 1974) coefficient = 164.9794;
normalized estimate = 83.7687), and the data do not follow a multivariate normal
distribution. In this case, robust statistics (Satorra and Bentler, 1988, 1994) and
robust standard errors (Bentler and Dijkstra, 1985) which are corrected for non-

normality in large samples can be used.

1.5.3.3. Model Fit Results of the Basic TPB Model

Since the data do not follow a multivariate normal distribution, Satorra-
Bentler (S-B) Scaled Chi-Square statistic, and model fit indices corrected for
nonnormal data are used. As shown in Table 8, the model fit results seem quite
poor, and it needs to be modified.

Table 8. Model Fit Results of the Baseline Model

Model Test Recommended

Fit Index Statistics Level Reference
S-B Scaled Chi-Square 403.2731,
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.000 > 0.05

Wheaton et al., 1977
Tabachnick and Fidell,

<5 2007
CMIN/df 4.115 <2 Carmines and Mclver,
<2or3 1981
<3 Kline, 1998

Comparative Fit Index
(CFI) 0.845 >0.95 Hu and Bentler, 1999

Root Mean-Square Error of
Approximation (RMSEA)

90% Confidence Interval of
RMSEA 0.065-0.080

0.072 <0.06 Hu and Bentler, 1999
<0.05 Browne and Cudeck, 1993
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1.5.3.4. Factor Loadings of the Basic TPB

Factor loadings should be detected whether they can explain well the
corresponding constructs. Factor loadings are the estimates that represent the
direct effects of factors on indicators and are interpreted as regression
coefficients (Kline, 1998). The standardized factor loadings are estimated
correlations between the indicator and its factor, and the squared standardized
loadings are proportions of explained variance or R square. Ideally, a CFA model
should explain the majority of the variation (R Square > .50) of each indicator
(Kline, 1998). According to this, the proportion of explained variance for the
indicators of ATT1 (.487), SN1 (.262), PBCL1 (.462) is lower than the proposed
value (.50). These indicators with a low proportion of explained variance may
reduce the model fit, so these indicators should be extracted from the analysis to
improve the model fit. However, the explained variance of ATT1 and PBC1 are
very close to the value of .50, so extracting these items may cause information

loss, so we remove only SN1 whose R square value is very low.

Table 9. Standardized Factor Loadings and Explained Variances

Indicators Factor Loadings R-Square
ATT1 0.698 0.487
ATT2 0.928 0.861
ATT3 0.880 0.774
ATT4 0.787 0.620
ATTS 0.872 0.760

SN1 0.512 0.262
SN2 0.897 0.805
SN3 0.788 0.621
PBC1 0.679 0.462
PBC2 0.795 0.632
PBC3 0.830 0.689
PBC4 0.748 0.559
PBC5 0.782 0.611
INT1 0.911 0.829
INT2 0.900 0.810

Note: ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; INT, intention.

88



1.5.3.5. Model Modification

The hypothesized model does not fit, so the model can be improved by
adding covariances between the errors in accordance with the theoretical
framework, as well as excluding the indicators with a low proportion of
explained variance. Table 10 illustrates the Lagrange Multiplier test results for

the required modifications.

Table 10. Cumulative Multivariate Statistics

Step Parameter Chi-Square Df Probability
1 E9, E8 120.745 1 0.000
2 E4, E3 192.42 2 0.000
3 E12, E11 231.071 3 0.000
4 E14, E10 268.068 4 0.000
5 E15, E10 286.992 5 0.000
6 E16, E12 304.274 6 0.000
7 E7, E2 316.981 7 0.000
8 E7, E5 331.192 8 0.000
9 El4, E4 342.62 9 0.000
10 E3,El 352.212 10 0.000
11 E7, E6 360.709 11 0.000
12 E11, E2 367.654 12 0.000
13 E10, E1 374.608 13 0.000
14 ES, E4 380.778 14 0.000
15 E10, E9 386.605 15 0.000
16 E12, E9 394.732 16 0.000
17 E15,E9 400.63 17 0.000
18 E5, E3 405.532 18 0.000
19 E10, E2 409.791 19 0.000
20 E11, E10 413.742 20 0.000

Note: Es represent error terms

1.5.3.6. Model Fit Results for the Modified Model

After extracting the indicators with a low proportion of explained
variance, and modifying the model according to the suggested covariances (E1-
E3, E3-E4, E8-E9, E11-E12), the modified model could improve in a certain

extent. Table 11 shows the fit indices of the modified model.
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Table 11. Model Fit of the Modified Model

Model Test Recommended

Fit Index Statistics Level Reference
S-B Scaled Chi-Square 155.0501,
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.000 >0.05

Wheaton et al., 1977
Tabachnick and Fidell,

<5 2007
CMIN/df 2.769 <2 Carmines and Mclver,
<2or3 1981
<3 Kline, 1998

Comparative Fit Index
(CFI) 0.937 >0.95 Hu and Bentler, 1999

Root Mean-Square Error of

SO 0.055 <0.06 Hu and Bentler, 1999
Approximation (RMSEA) <0.05 Browne and Cudeck, 1993
90% Confidence Interval of
RMSEA 0.044-0.065

However, model fit indices do not meet the recommended levels, so the
model still requires to be improved. For this reason, the TPB will be expanded
by including several background factors that are thought to have significant
impacts on the model constructs. Thus, the model is aimed to be improved. In
this direction, knowledge about organic foods (OK), food safety concern (FSC),
health consciousness (HC), trust (TRS), and socio-demographic factors of the
participants are included into the model.

1.5.4. Results for the Extended TPB Model

1.5.4.1. Measurement Model of the Extended TPB Model

After including the latent variables which are food safety concern, health
consciousness, and trust into the model, the CFA is again performed. Since the
data do not follow a multivariate normal distribution (normalized Mardia’s
coefficient = 184.2982 > 5), robust statistics are used. Since R-square values of
HC3 and HC4 are smaller than 0.50, they are extracted from the model suggested
by (Cohen et al., 1983). After these items are extracted, the CFA results will be

reported for the extended model.
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Figure 5. Measurement Model for the Extended TPB Model
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1.5.4.2. Convergent Validity

Convergent validity refers to the extent to which measures of the same
construct are correlated. The items that are indicators of a specific construct
should share a high proportion of variance in common. Standardized factor
loadings (standardized regression estimates) are used to evaluate the convergent
validity, so factor loadings of 0.7 and higher are considered as good convergent
validity, and factor loadings of 0.5 and higher are considered as acceptable
convergent validity. According to Table 13, all the factor loadings are higher
than 0.7, which is accepted as a good construct validity.

In addition, average variance extracted (AVE) values are calculated by
dividing the sum of squared factor loadings to the number of items in each
construct. As a rule of thumb, AVE values with higher than 0.50 indicate good
convergent validity. Table 12 demonstrates the AVE values, which are all higher

than 0.50, and reports good convergent validity.

1.5.4.3. Discriminant Validity

Discriminant validity refers to the extent to which construct are distinct, in
other words; it provides empirical evidence that a construct is unique. Therefore,
discriminant validity is tested by comparing maximum shared variance (MSV)
with AVE for each construct. MSV is identified as the square of inter-correlation
between two constructs. If MSV values are less than AVE values for each
construct, then the discriminant validity can be confirmed.

For all constructs, MSV values are less than AVE values, except the
squared correlation between SA-HM which are the constructs of health
consciousness, which the high correlation between them is already expected.
Thus, discriminant validity is confirmed in the proposed model.
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Table 12. Discriminant Validity

Average Variance

Factors Correlations Squared Correlation (MSV) Extracted (AVE)
ATT-SN 0.233 0.054

ATT-PBC 0.611 0.373

ATT-INT 0.649 0.421

ATT-SA 0.753 0.567

ATT-HM 0.783 0.613

ATT-TRS 0.423 0.179

ATT-FSC 0.672 0.452 0.717
SN-PBC 0.302 0.091

SN-INT 0.268 0.072

SN-SA 0.231 0.053

SN-HM 0.22 0.048

SN-TRS 0.201 0.040

SN-FSC 0.15 0.023 0.753
PBC-INT 0.575 0.331

PBC-SA 0.731 0.534

PBC-HM 0.548 0.300

PBC-TRS 0.613 0.376

PBC-FSC 0.462 0.213 0.586
INT-SA 0.576 0.332

INT-HM 0.546 0.298

INT-TRS 0.386 0.149

INT-FSC 0.484 0.234 0.820
SA-HM 0.862 0.743

SA-TRS 0.518 0.268

SA-FSC 0.674 0.454 0.663
HM-TRS 0.399 0.159

HM-FSC 0.667 0.445 0.922
TRS-FSC 0.319 0.102 0.928

Note: ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; INT, intention;
SA, self-health awareness; HM, health motivation; TRS, trust; FSC, food safety concern.

1.5.4.4. Reliability of the Extended Model

Since the hypothesized model has more than one-factor structure,
Cronbach's alpha is not preferred since it may over- or under-estimate scale
reliability (Raykov, 1997), so composite reliability measure, rho coefficient,
which estimates the reliability of construct measurement is mostly preferred in
CFA models (Raykov, 1997, 2004), and may lead to higher estimates of true

reliability (Cronbach's Alpha=0.941; Reliability Coefficient Rho=0.973). As a
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rule of thumb, the reliability coefficient rho which is higher than 0.70 is accepted
as areliable construct. Also, AVE of 0.50 and higher values are accepted as good
model reliability. Further, construct reliability of 0.70, and higher values indicate

good construct reliability.

Table 13. Reliability of the Measurement Model

Standardized

Regression Average Variance Extracted Construct Reliability
Items Estimates (AVE) (CR)
ATT1L 0.79
ATT2 0.94
ATT3 0.865
ATT4 0.755
ATTS 0.87 0.717 0.926
SN2 0.792
SN3 0.937 0.753 0.858
PBC1 0.715
PBC2 0.732
PBC3 0.776
PBC4 0.757
PBC5 0.841 0.586 0.876
INT1 0.927
INT2 0.884 0.820 0.901
HC1 0.781
HC2 0.728
HC5 0.863
HC6 0.749
HC7 0.933 0.663 0.907
TRS1 0.907
TRS2 0.984
TRS3 0.988 0.922 0.973
FSC1 0.923
FSC2 0.988
FSC3 0.978 0.928 0.975

Note: ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; INT, intention;
HC, health consciousness; TRS, trust; FSC, food safety concern.
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1.5.4.5. Distribution of the Residuals for the Extended Model

Besides multivariate normality assumption, residuals should also be
normally distributed. To detect this assumption, standardized residual
information can be used, and average off-diagonal residuals whose values are
higher than 2.58 are considered large (Joreskog and Sorbom, 1988). Average
off-diagonal absolute standardized residual is equal to 0.025 indicating very
good fit with the data.

In addition, the normality assumption for residuals can be detected from
the distribution of standardized residuals. If the total percentage between the
range of -0.1-0.0 and 0.0-0.1 is greater than 0.90, then the residuals can be
inferred to be normally distributed. In this case, the total percentage is 98.76

indicating the residuals are normally distributed.

1.5.4.6. Model Fit Results for the Measurement Model

According to the Satorra-Bentler Scaled Chi-Square, the proposed model
does not fit with the data. However, the chi-square tests generally give
significant results, and it is sensitive to sample size, so other fit indices should
be examined. Instead Satorra-Bentler Scaled Chi-Square value, Chi-
square/degrees of freedom (CMIN/df) value is generally preferred to interpret,
and it is found to be smaller than suggested values. Also, Root Mean Error of
Approximation and its confidence interval are within the recommended levels.
However, Comparative Fit Index is not very adequate for the proposed model,
S0 it needs to be further investigated whether the proposed model can be

improved by using modification indices.
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Table 14. Model Fit Results of the Measurement Model

Model Test Recommended

Fit Index Statistics Level Reference
S-B Scaled Chi-Square 521.8012,
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.000 >0.05

Wheaton et al., 1977
Tabachnick and Fidell,

<5 2007
CMIN/df 1.739 <2 Carmines and Mclver,
<2or3 1981
<3 Kline, 1998
Comparative Fit Index (CFI) 0.922 >0.95 Hu and Bentler, 1999
Root Mean-Square Error of
SO 0.043 <0.06 Hu and Bentler, 1999
Approximation (RMSEA) <0.05  Browne and Cudeck, 1993

90% Confidence Interval of
RMSEA 0.038-0.048

1.5.4.7. Model Modification of the Measurement Model

The hypothesized model does fit according to most of the indices except
CFl, so the model can be improved by adding covariance between error terms
only if we can theoretically explain. For this, the Lagrange Multiplier Test (LM
Test) is performed to understand whether the model can be improved. The
multivariate LM Test suggests the below modifications between error terms
(Table 15), and when the proposed modifications are made, chi-square value
drops and their significance are also reported.

It is important to note that we can add covariances between the error
terms if there is a unique relationship between those two items. The suggested
covariances are shown in Table 15. The first suggested covariance is between
E4 and E3, and these error terms belong to the items of attitude, so that we can
add a covariance between them. Then, covariances between E12-E11 and E14-
E10 are suggested, which are the error terms of perceived behavioral control
items. Last, the covariance between E3 and E1 is suggested. After the suggested
covariances are added to the model (E3-E4, E11-E12, E10-E14, E1-E3),

respectively, the proposed model fit results will be reported.
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Table 15. Multivariate Lagrange Multiplier Cumulative Test Statistics

Step Parameter Chi-Square Df Probability
1 E4, E3 75.803* 1 0.000
2 E12, E11 116.603* 2 0.000
3 E14, E10 148.013* 3 0.000
4 E15, E10 168.623* 4 0.000
5 E21, E19 188.441* 5 0.000
6 E16, E12 205.392* 6 0.000
7 El4, E4 217.738* 7 0.000
8 E26, E3 229.747* 8 0.000
9 E19, El11 240.85* 9 0.000
10 E24, E10 251.918* 10 0.000
11 E21, El 262.468* 11 0.000
12 E18, E12 270.945* 12 0.000
13 E12, E8 279.425* 13 0.000
14 E10, E9 289.757* 14 0.000
15 E22, E15 298.202* 15 0.000
16 E23, E18 305.837* 16 0.000
17 E3, E1 313.342* 17 0.000

Note: Es represent error terms

1.5.4.8. Model Fit Results of the Modified Model

After modifying the proposed model, S-B Chi-square (416.594),
CMIN/df (1.71), CFI (0.951), RMSEA (0.035), Cl of RMSEA (0.029-0.040) are
reported in Table 16. Except for chi-square value, all the fit indices meet the

recommended levels, which implies that the model fit is pretty good.

Table 16. Model Fit of the Modified Model

Model Test Recommended
Fit Index Statistics Level Reference

S-B Scaled Chi-Square 416.5940,
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.000 > 0.05

<5 Wheaton et al., 1977

<2 Tabachnick and Fidell, 2007
CMIN/df 1.7 <2o0r3 Carmines and Mclver, 1981

<3 Kline, 1998
Comparative Fit Index
(CFI) 0.951 >0.95 Hu and Bentler, 1999
Root Mean-Square Error of 0.035 <0.06 Hu and Bentler, 1999
Approximation (RMSEA) ' <0.05 Browne and Cudeck, 1993
90% Confidence Interval
of RMSEA 0.029-0.040
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1.5.4.9. Factor Loadings of the Extended Model

Robust estimate results suggest that all the items of the model are
significantly explained by the corresponding constructs as Table 17 indicates.
Further, all R-square values are higher than 0.50 which is a desirable condition
in improving the model fit.

Table 17. Robust Estimates for the Measurement Model

Test R

Parameter Unstandardized SE  Statistic Standardized Square
Attitude—ATT1 1.000 - - 0.708 0.501
Attitude—ATT2 1.009* 0.040 25.021 0.943 0.890
Attitude—ATT3 1.018* 0.035 29.086 0.862 0.743
Attitude—ATT4 1.027* 0.035 29.269 0.750 0.562
Attitude—ATTS5 1.079* 0.036 30.271 0.870 0.756
Subjective Norm— SN2 1.000 - - 0.776 0.602
Subjective Norm—SN3 1.297* 0.125 10.388 0.957 0.916
Perceived Behavioral

Control—PBCl1 1.000 - - 0.713 0.509
Perceived Behavioral

Control—PBC2 1.035* 0.058 17.814 0.733 0.537
Perceived Behavioral

Control—PBC3 1.284* 0.072 17.784 0.774 0.599
Perceived Behavioral

Control-PBC4 1.073* 0.060 17.800 0.757 0.574
Perceived Behavioral

Control-=PBC5 1.223* 0.070 17.473 0.841 0.708
Intention—INT1 1.000 - - 0.912 0.832
Intention—INT2 0.914* 0.029 31.415 0.899 0.808
Health Consciousness—HC1 1.000 - - 0.781 0.610
Health Consciousness—HC?2 0.997* 0.037 27.001 0.727 0.529
Health Consciousness—HC5 1.000 - - 0.866 0.750
Health Consciousness—HC6 0.968* 0.039 24.508 0.743 0.552
Health Consciousness—HC7 1.037* 0.027 38.302 0.932 0.868
Food Safety Concern—FSCl1 1.000 - - 0.907 0.823
Food Safety Concern—FSC2 1.014* 0.015 67.859 0.985 0.969
Food Safety Concern—FSC3 1.015* 0.015 69.240 0.988 0.976
Trust—TRS1 1.000 - - 0.923 0.852
Trust—TRS2 1.034* 0.022 46.211 0.988 0.976
Trust—TRS3 1.066* 0.022 48.823 0.978 0.956

* represents significance at the 5 per cent
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1.5.5. Structural Model for the Extended TPB Model

Since the data do not follow a multivariate normal distribution
(normalized estimate of Mardia’s coefficient = 187.4964 > 5), maximum
likelihood estimates results cannot be used. Instead, robust statistics will be
reported. Along with multivariate normality assumption, residuals should also
be normally distributed. To detect this assumption, standardized residual
information can be used, and average off-diagonal residuals whose values are
higher than 2.58 are considered large (Joreskog and Sorbom, 1988). Average
off-diagonal value is equal to 0.0278 which indicates a very good fit with the
data. In addition, normality assumption for residuals is detected from the
distribution of standardized residuals. Since the total percentage between the
range of -0.1-0.0 and 0.0-0.1 is higher than 0.90 percent (98.26 percent), the
residuals can be inferred to be normally distributed.

Also, the model includes covariances between independent variables as
Table 18 suggested. The relationships between knowledge and food safety
concern; knowledge and trust; food safety concern and health consciousness;

food safety concern and trust are found to be significant.

Table 18. Covariances between Independent Variables

Food Safety Concern Health Consciousness Trust
.870* -.003 .739*

Knowledge (.167; 5.212) (.178; .-015) (.116; 6.322)
-.672* .583*

Food Safety Concern (.290; -2.317) (.125; 4.651)
112

Health Consciousness (.135; .827)

*p < .05; left hand side value of the paranthesis indicates standard error of estimate, right hand
side value of the paranthesis indicates test statistic.

As the original model of the TPB asserts that attitudes, subjective norms,
and perceived behavioral control are the predictors of behavioral intention, and
intention predicts actual behavior. In this study, health consciousness, food
safety concern, trust, knowledge about organic foods, and socio-demographic
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factors are incorporated to the model as background factors, and they are
expected to affect attitudes, subjective norms, and perceived behavioral control
significantly. Further, the trust factor is supposed to have both direct and indirect
effects on actual behavior.

Since gender, income, age, and the number of children in the family
cannot be found any significant impact on model constructs, and their inclusion
reduces the model fit in a considerable extent, socio-demographic factors are
excluded from the model. They are going to be later examined in the scope of
the observed variable model. In addition, knowledge about organic foods of
individuals is added to the model as a manifest variable as calculating the mean
scores of the responses.

Further, food safety concern, health consciousness (self-health
awareness and health motivation), and trust are included to the model as
immediate antecedents of attitudes, subjective norms, and perceived behavioral
control. Also, as the original TPB model suggested, perceived behavioral control
has a direct impact on actual behavior as well as its indirect impact mediated by
behavioral intention.

This study also claims that trust has a direct impact on actual behavior as
well as its indirect effect. The structural model is portrayed as below after adding
the covariances between the exogenous variables. Also, the model is seen to be
improved after adding a path from food safety concern to self-health awareness
and health motivation which are the constructs of health consciousness. It also
includes covariances between error terms as the modification indices suggested

in confirmatory factor analysis.

1.5.5.1. Model Fit Results of the Extended TPB
Structural model fit results portrayed in Table 19 indicates the excellent
fit between the hypothesized model and the data. Execpt Satorra-Bentler Chi-

square value (sensitive to sample size), all the fit indices meet the recommended
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levels (CMIN/df = 1.562; CFI = 0.957; RMSEA = 0.031; Cl of RMSEA = 0.025-
0.036).

Table 19. Model Fit Results of the Structural Model

Model Test Recommended

Fit Index Statistics Level Reference
S-B Scaled Chi-Square 454.6449 :
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.000 >0.05
Wheaton et al., 1977
Tabachnick and Fidell,
CMIN/df 1.562 <5 2007
<2 Carmines and Mclver,
<2or3 1981
<3 Kline, 1998
Comparative Fit Index
(CFI) 0.957 >0.95 Hu and Bentler, 1999
Root Mean-Square Error of 0.031
Approximation (RMSEA) ' <0.06 Hu and Bentler, 1999
<0.05 Browne and Cudeck, 1993
90% Confidence Interval of
RMSEA 0.025-0.036

1.5.5.2. Path Estimates of the Extended TPB Model

As the prior hypothesized model suggested, food safety concern, health
consciousness, trust, and knowledge level are the antecedents of the attitudes,
subjective norms, and perceived behavioral control, and these background
factors have indirect effects on intention and actual behavior.

Also, trust is asserted to have a direct impact on actual behavior as
suggested by Nuttavuthisit and Thogersen (2017) based on the TPB framework.
In addition, perceived behavioral control is expected to have a direct impact on
actual behavior as the TPB hypothesized (Ajzen, 1991).

Path estimates demonstrate the significant causal paths between
constructs and their proportion of explained variances (Table 20). In line with

the original TPB model, attitudes, subjective norms, and perceived behavioral
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control have significant impacts on behavioral intention, and the explained
portion of variance is 48.1 percent, which is a slightly low value requiring further
investigation. Thus, the hypotheses Hi(a), Hi(b), and Hai(c) are confirmed.

Further, attitude is predicted by health consciousness, food safety
concern, and knowledge about organic food that individuals have, and these
constructs can predict 75.1 percent of the variation in attitude while trust has no
significant impact on attitude. Thus, while the hypotheses Hz(a), H3(a), and Hs(a)
are confirmed, Ha(a) is rejected.

Subjective norms can only be predicted by knowledge about organic food
that individuals have, and other background factors cannot be found to have any
significant impact on subjective norms. Thus, only the hypothesis Hs(b) is
confirmed while the others, Hz(b), Hs(b), and Ha(b), are rejected. Further,
knowledge about organic products can pedict 8.1 percent of the variation in
subjective norms.

Perceived behavioral control is significantly predicted by health
consciousness, food safety concern, and trust, yet knowledge has no significant
impact on perceived behavioral control. Thus, while the hypotheses Ha(c), Hs(c),
and Ha(c) are confirmed, Hs(c) is rejected. Further, health consciousness, food
safety concern, and trust can predict 56 percent of the variation in perceived
behavioral control.

Actual behavior is driven only by behavioral intention, and the explained
proportion of variance in actual behavior is 91.6 percent which is a considerably
high percentage in predicting behavior.

However, contrary to the hypotheses, trust and perceived behavioral
control have no direct impact on behavior which needs to be further investigated.
Thus, while the hypotheses Hi(d) and Ha(d) are rejected, only Hi(e) is
confirmed. When we examine only the direct effect on behavior rather than

indirect, the direct impact of trust on behavior turns to be significant.
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Table 20. Robust Estimates of the Structural Model

Test R

Parameter Unstandardized SE  Statistics Standardized Square
Knowledge— Attitude 277 0.058 4.8 0.336

Health

Consciousness— Attitude 462* 0.095 4.861 0.43

0.751

Food Safety

Concern— Attitude .568* 0.124 4.566 0.729
Trust—Attitude 0.007 0.019 0.388 0.012
Knowledge—Subjective

Norms .184* 0.088 2.089 0.154

Health

Consciousness— Subjective

Norms 0.183 0.148 1.24 0.118 0.081
Food Safety

Concern—Subjective

Norms 0.155 0.131 0.88 0.102

Trust— Subjective Norms 0.091 0.05 1.815 0.09
Knowledge—Perceived

Behavioral Control -0.055 0.069 -0.798 -0.056

Food Safety

Concern—Perceived

Behavioral Control .632* 0.14 4,521 0.675

0.56

Health

Consciousness—Perceived

Behavioral Control .621* 0.119 5.229 0.48
Trust—Perceived

Behavioral Control 291* 0.041 7.032 0.381
Attitude—Intention .657* 0.066 9.897 0.455

Subjective

Norms— Intention .089* 0.038 2.359 0.089 0.481
Perceived Behavioral

Control—Intention .334* 0.072 4.626 0.278
Intention—Behavior .983* 0.058 16.924 0.934

Perceived Behavioral 0.916
Control—Behavior 0.013 0.06 0.218 0.01 '
Trust—Behavior 0.041 0.022 1.831 0.042
*n <.05

The structural model with path estimates and all the factor loadings is

shown in Figure 6. The path coefficients with stars indicate the significant

directional relationships between constructs. The covariances between

independent variables are ignored to avoid overloading the figure. Also, the

paths from food safety concern to self-health awareness and health motivation

are also significant, yet it is ignored to avoid overloading the figure.
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1.5.6. Chi-Square Difference between Nested and Comparison Models
As we infer that the model fit indices could improve to the recommended
levels, yet chi-square difference tests should be performed to understand
whether there is a significant improvement happened after modification. The
nested model identifies the model before modification, and the comparison
model identifies the model after modification. For this, first, scaling correction
should be calculated to find chi-square Satorra-Bentler difference value since
the data are not normally distributed. This value is compared to the value from
the Chi-Square Distribution Table according to the difference between degrees
of freedom for the two models, and the stated probability level (df difference =
4, probability = 0.05, table value = 9.49). Since calculated Chi-square Satorra-
Bentler difference is higher than the distribution value (54.11 > 9.49), a

significant improvement in the model can be observed.

Table 21. Chi-Square Difference Test

Df (nested) 247
Df (comparison) 243
Satorra-Bentler Nested Chi-Square 521.8012
Satorra-Bentler Comparison Chi-Square 416.594
ML Nested Chi-Square 723.477
ML Comparison Chi-Square 567.326
Scaling Correction 2.89
Chi-Square S-B difference 54.11

Note: Df, degrees of freedom; ML, maximum likelihood

1.5.7. Observed Variable Model

Since the hypothesized model includes the high number of parameters,
there could be some parameter specification problems, so the direct and indirect
relationships between trust and behavior, and perceived behavioral control and
behavior will be later examined in path analysis performed for observed
variables in a more detailed manner. Besides the latent variable model, the

observed variable model will also be examined to see the directional effects
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among variables as well as indirect effects, and socio-demographic
characteristics will also be examined. Thus, the hypothesized relationships
among variables can be clarified. For this, all latent variables were converted
manifest variables by calculating the mean scores of all indicators of
corresponding latent variables. In this model, attitudes, subjective norms,
perceived behavioral control, intention, and actual behavior are endogenous
variables, so they have error terms, and rest of the variables are exogenous
variables, and since they do not have directed arc ending on them, they do not
have error terms. All exogenous variables were added covariances, yet they

were ignored to avoid overloading the figure.

Age T

Gender
—|  Attitudes

Family Income

Number of Subiecti
- ubjective > .
Children — NJorms Intention 8643 Benavior
Knowledge
Perceived
Health e Behavioral

Consciousness Control

Food Safety
Concern

_
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Figure 7. Observed Variable Model
Note. * p < .05.
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As the hypothesized model suggested, health consciousness, trust, food
safety concern, knowledge about organic foods, and socio-demographic factors
are considered as antecedents of attitudes, subjective norms, and perceived
behavioral control. Different from the latent variable model, socio-demographic
factors, which are age, gender, family income, and the number of children are
included in the model. Further, the model postulates that attitudes, subjective
norms, and perceived behavioral control are predictors of behavioral intention,
and they are also thought to have indirect effects on actual behavior mediated
by behavioral intention. Last, actual behavior is expected to be predicted by
intention, perceived behavioral control and trust.

First, path analysis results will be reported, and significant paths among
the variables are identified. Then, the model fit results will be reported, and
whether the proposed model and the data fit well will be examined. Last, the
correlations between the variables will be calculated by including both direct
and indirect effects.

Table 22 demonstrates the correlations among independent variables
and their significance. The absolute correlations which are close to 1.0 imply
identification problem which indicates linear dependency (Bollen, 1989).

However, no identification and linear dependency problem are detected.

Table 22. Correlations among Independent Variables

AGE GENDER INC CHILD KNWL HC TRST FSC

AGE 1.000
GENDER  0.233* 1.000
INC 0.020 0.005 1.000

CHILD 0.189* 0.104* 0.222*  1.000

KNW 0.004 -0.031 -0.052  -0.004 1.000

HC 0.034 -0.034 -0.015 -0.060 0.673* 1.000

TRS 0.064 -0.076  -0.094* -0.087* 0.415* 0.392* 1.000

FSC 0.014 -0.061 0.056  -0.037 0.616* 0.597* 0.311* 1.000

Note: AGE, age; INC, family income; CHILD, number of children in the household; KNW,
knowledge about organic food; HC, health consciousness; TRS, trust; FSC, food safety concern;
*p<0.05.
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1.5.7.1. Multivariate Normality

According to the maximum likelihood estimation technique used in
SEM procedure, data should distribute multivariate normal. To detect both
univariate and multivariate non-normality, skewness and kurtosis of the
measured variables should be examined. If there exists significant outliers in
the data, skewness, and kurtosis will be higher than they should be. To test the
multivariate normality, Mardia’s coefficients of multivariate skewness and
kurtosis are suggested (Bonett, 2002). If the sample is considerably large and
multivariate normal, the Mardia’s normalized estimate is distributed as a unit
normal indicating that large positive values reflect significant positive kurtosis
and large negative values reflect significant negative kurtosis (Byrne, 1994).

Bentler (2005) suggests in practice that if normalized estimate value is
smaller than 5, then the data are accepted as multivariate normal. In this case,
maximum likelihood estimation can be used. However, in the present analysis,
normalized estimate value is higher than 5 (80.5632), and the data do not
distribute multivariate normal. In this case, robust statistics (Satorra and
Bentler, 1988; 1994) and robust standard errors (Bentler and Dijkstra, 1985)

which are corrected for non-normality in large samples can be used.

1.5.7.2. Distributions of Residuals

Besides multivariate normality assumption, residuals should also be
normally distributed. To detect this assumption, standardized residual
information can be used, and average off-diagonal residuals whose values are
higher than 2.58 are considered large (Joreskog and Sorbom, 1988). Average
off-diagonal value is equal to 0.0092 which indicates very good fit with the data.

In addition, the normality assumption for residuals can be detected from
the distribution of standardized residuals. If the total percentage between the
range of -0.1-0.0 and 0.0-0.1 is higher than 0.90, then the residuals can be
inferred that normally distributed. In this case, the total percentage is 100, which
indicates that residuals are normally distributed.
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Further, the standardized residual covariance matrix, which indicates the

difference between the hypothesized and sample covariance matrix, should be

examined to detect residuals. Residuals should be small and centered around

zero. The frequency distribution of residual covariances should be symmetrical.

Non-symmetrical frequency distribution indicates a poor-fitting model. Table

23 demonstrates the residual covariance matrix indicating the associations

among the observed variables.

Except for the covariance between behavior and age, all residual

covariances are close to zero which implies that the population covariance

between any deviations in initial status and rate of change is small. The high

covariance between behavior and age might be an indicator of modification is

needed between error terms.

Table 23. Residual Covariance Matrix

ATT SN PBC INT AGE GEND INC CHILD KNWL HC TRS FSC BEH
ATT 0.000
SN 0.090 0.000
PBC 0.000 0.116 0.000
INT 0.008 0.078 0.010 0.013
AGE 0.000 0.000 0.000 -0.871 0.000
GEND 0.000 0.000 0.000 0.014 0.000 0.000
INC 0.000 0.000 0.000 0.000 0.000 0.000 0.000
CHILD 0.000 0.000 0.000 -0.035 0.000 0.000 0.000 0.000
KNW  0.000 0.000 0.000 0.103 0.000 0.000 0.000 0.000 0.000
HC 0.000 0.000 0.000 0.067 0.000 0.000 0.000 0.000 0.000 0.000
TRS 0.000 0.000 0.000 0.045 0.000 0.000 0.000 0.000 0.000 0.000 0.000
FSC 0.000 0.000 0.000 0.106 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000
BEH -0.001 0.124 0.010 0.015 -1.324 0.022 0.016 -0.022  0.099 0.082 0.043 0.079 0.017

Note: ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; INT, intention;
AGE, age; INC, family income; CHILD, number of children in household; KNW, knowledge
about organic food; HC, health consciousness; TRS, trust; FSC, food safety concern; BEH,

behavior.
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1.5.7.3. Multicollinearity or Singularity

If some of the variables in the model are perfect linear combinations of
one another or they are extremely highly correlated, the covariance matrices
cannot be inverted since their determinants are extremely low, which may
indicate a multicollinearity or singularity problem. SEM procedure aborts when
the covariance matrix is singular. In the current study, there are extremely high
correlations between attitudes and behavioral beliefs, subjective norms, and
normative beliefs, perceive behavioral control and control beliefs, which creates
a linear dependence. Therefore, behavioral beliefs, normative beliefs, and
control beliefs are also extracted from the observed varaible model as in the
latent variable model to get adequate analysis results.

1.5.7.4. Model Fit Results of the Observed Variable Model

Since the data do not follow a multivariate normal distribution, we
cannot use maximum likelihood estimates. If this assumption is violated, the
results of the hypothesis testing may mislead, and test statistics may not provide
adequate evaluations of the model (Hu et al., 1992). While some argue that other
estimation methods can be used when the normality assumption does not hold
(Byrne, 1994), some suggest that using the corrected test statistics may be more
appropriate than using different modes of estimation (Chou et al., 1991; Hu et
al., 1992). Since multivariate normality assumption does not hold, robust
statistics which are corrected for non-normal data should be interpreted. Table
24 portrays the model fit indices for the proposed model. Chi-Square test
statistic represents the discrepancy between the sample covariance matrix and
the fitted covariance matrix (Hu and Bentler, 1998). The null hypothesis asserts
that there is no difference between the hypothesized model and perfect fit.
Therefore, higher probabilities associated with chi-square imply that a closer fit
between the hypothesized model and perfect fit (Bollen, 1989). When Satorra-
Bentler Scaled Chi-Square value of 33.5904, and its probability value of

110



0.00948 < 0.05 are examined, the null hypothesis is said to be rejected which
indicates that the fit of the data to the hypothesized model is not entirely
adequate. Since Chi-Square likelihood ratio test is sensitive to sample size, the
null hypothesis is generally rejected. In practice, chi-square/degrees of freedom
value is used to test the model test to reduce the sensitivity of the chi-square to
the sample size. The model value of CMIN/df (1.976) is smaller than cut-off
points which most of the researchers suggested indicating a good fit. Also, the
comparative fit index (CFI) which compares nested models is reported in Table
4. This index represents the difference between independence (worst model)
and hypothesized models. Thus, the difference between the two models is
expected to be high. CFI value (0.987) which is higher than 0.95 is accepted as
an excellent fit, and it can be trusted even in small samples. Root Mean Square
Error of Approximation (RMSEA) compares the hypothesized and the saturated
(best) models, so the discrepancy between the two models is expected to be low
as much as possible and close to zero. It is also considered as one of the most
informative criteria in covariance structure modeling for three reasons (Byrne,
1994). First, it seems to be adequately sensitive to model misspecification (Hu
and Bentler, 1998). Second, generally used interpretive guidelines suggest
appropriate results about model quality (Hu and Bentler, 1998, 1999). Third, it
is possible to calculate confidence intervals for RMSEA values. Also, the
confidence interval of RMSEA is reported, and 90 percent confident that the
true RMSEA value in the population falls within the bounds of 0.020 and 0.061,
which represents a reasonable degree of precision. Narrower confidence
intervals represent a more adequate model fit. However, confidence intervals
may be severely affected by sample size and model complexity (MacCallum et
al., 1996). When sample size is small, and the number of parameters is high, the
confidence interval might be wide, so that larger sample sizes would give

narrower confidence intervals.

111



Table 24. Model Fit Results of the Observed Variable Model

Model Test Recommended

Fit Index Statistics Level Reference
S-B Scaled Chi-Square 33.5904,
Probability Value for the significant non-significant Hair et al. 2006
Chi-Square Statistics 0.00948 >0.05
<5 Wheaton et al., 1977
CMIN/df 1.976 <2 Tabachnick and Fidell, 2007
<2o0r3 Carmines and Mclver, 1981
<3 Kline, 1998

Comparative Fit Index
(CFI) 0.987 > 0.95 Hu and Bentler, 1999

Root Mean-Square Error of

R 0.041 <0.06 Hu and Bentler, 1999
Approximation (RMSEA) <0.05 Browne and Cudeck, 1993
90% Confidence Interval of
RMSEA 0.020-0.061

N=594

1.5.7.5. Path Estimates of the Observed Variable Model

Table 25 demonstrates the significant causal paths estimates, standard
errors, and R squares. According to this, attitudes are predicted by knowledge
about organic food, health consciousness, and food safety concern. There
cannot be found any evidence that the rest of the background variables have a
significant impact on attitudes. Further, subjective norms are predicted only by
family income, health consciousness, and knowledge about organic food.
Perceived behavioral control is predicted by family income, health
consciousness, and knowledge about organic food, age, and trust. While the
intention is predicted by attitudes, subjective norms, and perceived behavioral
control, actual behavior is driven by intention, perceived behavioral control and
trust. As well as the direct effects of trust and perceived behavioral control on
actual behavior, their indirect effects should also be considered, so we will
calculate indirect impacts of trust and perceived behavioral control on actual
behavior, and then we will report the total effects.
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Table 25. Robust Estimates of the Observed Variable Model

Parameter Unstandardized SE Sta-ll;?:'ctics Standardized Sql?are
Knowledge — Attitude 0.426* 0.052 8.257 0.476
Health Consciousness — Attitude 0.251* 0051 4953 0.255 0.651
Food Safety Concern — Attitude 0.121* 0.041 2.907 0.144
Family Income — Subjective Norms 0.142* 0.064 2.219 0.097
Knowledge — Subjective Norms 0.223* 0065  3.455 0.191 0.162
Health Consciousness — Subjective Norms 0.278* 0.069 4.05 0.271
Age — Perceived Behavioral Control 0.020* 0.004 4.602 0.143
Family Income — Perceived Behavioral Control 0.146* 0.051 2.868 0.093
Knowledge — Perceived Behavioral Control 0.121* 0.061 1.991 0.101 0.463
Health Consciousness — Perceived Behavioral
Control 0.335* 0.068 4.918 0.255
Trust — Perceived Behavioral Control 0.340* 0.038 8.941 0.389
Attitude — Intention 0.588* 0.049 12.01 0.463
Subjective Norms — Intention 0.084* 0.030 2.855 0.087 0.424
Perceived Behavioral Control — Intention 0.220* 0.041 5.388 0.231
Perceived Behavioral Control — Behavior 0.084* 0.033 2.574 0.08
Intention — Behavior 0.957* 0051 18916 0.864 0.862
Trust — Behavior 0.041* 0.018 2.262 0.044

*p < .05

Table 26 shows the direct, indirect, and total effects as both
unstandardized and standardized. Indirect effects are estimated statistically as
the product of direct effects (Kline, 1998). Since trust affects organic food
purchasing behavior mediated by perceived behavioral control and intention,
the indirect effect of trust on actual behavior is calculated as the products of
0.389x0.231x0.864 (0.078) for standardized coefficients and 0.340x0.22x0.957
(0.072) for unstandardized coefficients. The total effect of trust on actual
behavior is equal to the sum of the direct and indirect effects found as 0.122 for
standardized and 0.113 for unstandardized values. Perceived behavioral control
also has both indirect and direct effects on actual behavior. The indirect effect
of perceived behavioral control on actual behavior is calculated as the products
of 0.231x0.864 (0.2) for standardized coefficients and 0.22x0.957 (0.21) for

unstandardized coefficients. The total effect of perceived behavioral control on
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actual behavior is equal to sum of the direct and indirect effects found as 0.28
for standardized and 0.294 for unstandardized values. They are also interpreted
just as path coefficients. As a rule of thumb (Cohen et al., 1983) if all
unstandardized path coefficients are statistically significant at the same level of
a, then the whole indirect effect can be taken as statistically significant at the
same level of a, too. Based on this information, the indirect effects are accepted

as significant on the endogenous variable which is actual behavior.

Table 26. Decompositions for Effects of Exogenous on Endogenous
Variables

Causal Variable

Trust Perceived Behavioral Control
Endogenous Variable Unst. St. Unst. St.
Behavior
Direct 0.041* 0.044 0.084* 0.08
Total Indirect 0.072* 0.078 0.21* 0.2
Total 0.113* 0.122 0.294* 0.28
*p<0.05

1.6. Conclusion

The purpose of this thesis is to reveal the significant factors that affect
individuals’ organic food purchasing behavior. More specifically, it examines
the impacts of food safety concern, health consciousness, trust, organic
knowledge, and socio-demographic characteristics of individuals as additional
factors within the Theory of Planned Behavior framework. A total of 594
consumers responded to the web-based survey from the farm of Ipek Hanim,
which is a local farm in Nazilli, Turkey. A structural equation modeling with
EQS software version 6.1 is performed to validate the measurement model, and
the structural model results are reported indicating the causal relationships
among variables.

The utility of the extended Theory of Planned Behavior is mainly

confirmed in understanding individuals’ organic food purchasing behavior. The
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addition of food safety concern, health consciousness, trust, organic knowledge,
and socio-demographic characteristics (only for the observed variable model)
is proven to improve the predictive power of the model and increase the
proportion of explained variance in actual behavior. The latent variable model
fits well with the data, and the path estimates reveal that organic knowledge,
health consciousness, and food safety concern are found to have significant
positive impacts on attitudes while food safety concern, health consciousness,
and trust have positive impacts on perceived behavioral control. On the other
hand, only organic knowledge of individuals has a significant positive impact
on subjective norms. Further, as the TPB suggested, attitudes, subjective norms
and perceived behavioral control predict intention to purchase organic food
significantly, and the attitudes toward organic food emerges as the most
important factor followed by perceived behavioral control and subjective
norms. Last, actual organic food purchasing behavior can only be explained by
behavioral intention, and intention can explain a large proportion of variation
(91.6 percent) in actual behavior. However, when the path from the trust to
perceived behavioral control is extracted, trust has a significant direct impact
on behavior. Otherwise, it affects actual behavior via perceived behavioral
control, which implies a mediating relationship.

In the observed variable model, socio-demographic characteristics are
included in the model to gain better insight in explaining organic food
purchasing behavior of individuals. The hypothesized model fits well with the
data, and the findings suggest that organic knowledge, health consciousness,
and food safety concern have positive impacts on attitudes in line with the
results of the latent variable model. Also, organic knowledge, health
consciousness, and family income affect subjective norms positively. Age,
family income, organic knowledge, health consciousness, and trust factors also
have positive impacts on perceived behavioral control. Further, in line with the
TPB, attitudes, subjective norms, and perceived behavioral control are found to

have positive impacts on behavioral intention to engage in organic food
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purchasing behavior. Different from the latent variable model results, along
with the behavioral intention, perceived behavioral control and trust have
positive direct impacts on actual organic food purchasing behavior of
individuals as the hypothesized model suggested. Further, the relationship
between trust and behavior is mediated by perceived behavioral control and
intention.

The current study aims to contribute to the existing literature in several
aspects. First, the main contribution of the study is to examine the extension of
the TPB by incorporating food safety concern, health consciousness, trust, and
organic knowledge as background factors for organic food purchasing behavior
of individuals. Thus, the predictive ability of the extended model could be
improved. Second, the direct impact of trust on actual behavior is examined to
fill the intention-behavior gap. Since the TPB focuses mainly on the
motivational processes, which determines the formation of a behavioral
intention and less on the volitional processes, we extend the model by
investigating the role of trust considering volitional processes determining how
behavioral intentions are transformed into actual behavior (Conner and
Armitage, 1998). Thus, the model could take into account both motivational and
volitional influences by including the trust as a separate construct. Third, along
with the latent variable model, the observed variable model is also used to get a
better understanding of individuals’ organic food purchasing behavior, and
socio-demographic characteristics are included in the model. As a background
factor, family income is found to positively affect subjective norms and
perceived behavioral control while age is found to have a positive impact on
perceived behavioral control. In other words, as family income increases,
individuals feel to have more control over their organic food purchasing
decisions, which removes an important barrier in organic food purchasing.
These background factors that are incorporated into the TPB model help us to

get a better understanding the origins of attitudes, subjective norms, and
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perceived behavioral control. Thus, we could get better insight into individuals’
organic food decision making.

However, there is some discrepancy between the results of latent and
observed variable models. In the structural model, trust and perceived
behavioral control are found to have significant indirect effects on actual
behavior. However, contrary to the expectations, no significant direct effect on
behavior could be found. In the observed variable approach, both direct and
indirect impacts of trust and perceived behavioral control are found to be
significant on actual behavior. The discrepancy between two findings in
mediation models can be attributable to the accuracy precision trade-off in the
latent variable approach. Latent variable models consider the measurement
error by separating the variance common to all the indicators of a corresponding
construct from the variance unique to a corresponding indicator. This separation
enables that latent variables are free from the measurement error. Further, the
estimates of direct and indirect effects in mediation analysis are not statistically
biased (Hoyle and Kenny, 1999; Kline, 2004), which leads to an increase in
accuracy. However, this increase in accuracy generally reduces the precision in
latent variable models since the standard error of unbiased estimates of latent
variables are mostly larger than those of the biased estimates produced by
observed variable models. Therefore, latent variable models give more accurate
estimates in mediation analysis, yet these estimates are more likely to vary
across studies. Although the latent variable approach can boost power by
reducing the estimates caused by measurement error, larger standard errors
reduce power, which may cancel the power boost provided by a larger estimated
effect. Thus, one can observe an apparent significant indirect effect based on a
biased observed variable approach, yet one can observe a larger unbiased
estimate in latent variable approach, which is no longer statistically significant
(Ledgerwood and Shrout, 2011).

As a concluding remark, the present study draws attention to the key

determinants that identify organic food purchasing behavior of individuals from
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a psychological framework. By doing so, it reveals the dependency
relationships among constructs, and finally, it defines the steps of a
psychological decision-making, which helps us to understand better
individuals’ decision making processes for organic food purchasing, which
enables us to get a deeper understanding concerning the motives of individuals
while making organic food purchasing decisions. To understand individuals’
psychological decision-making processes enables policymakers to make the
required interventions that may increase organic food consumption in the
domestic market. The increase in organic food consumption triggers organic
production activities, which creates a social impact throughout the country.

One of the potential limitations of the study is that we had to extract
behavioral, normative, and control beliefs from the model. Since the correlation
between behavioral beliefs and attitudes, and normative beliefs and subjective
norms are extremely high, model fit results seem quite poor. Therefore, we
could not identify the impacts of belief components on the model constructs.
Belief composites may be considered in predicting organic food purchasing
behavior for further researches.

Another limitation is that the sample of the study consists of only the
consumers who have already purchased any kind of organic food. Since we
investigate the motivations of individuals in organic food consumption, we only
collect the data from organic food consumers. However, it is also crucial to
reach the consumers who have not purchased any organic food before, and the
possible reasons why these consumers do not prefer organic foods should be
detected, and potential barriers should be explicitly presented. Since the main
aim of the study is to become widespread of the organic and locally grown food
market, potential barriers to prevent organic food purchasing should also be
detected in detail. Further, the sample of the study may not be very
representative since only the customers of the Ipek Hanim’s Farm were included
in the study. Due to the financial limitations, only a part of organic consumers

participated in this study. It would be better to conduct this study throughout
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Turkey, and a more representative sample should be analyzed for further

researches.

1.7.  Managerial Implications

The findings of the study suggest some specific managerial implications
for organic and local food producers. As the study’s findings revealed, several
concepts motivate consumers to buy organic food. Specifically, health is
considered one of the central issues in individuals’ food purchasing decisions.
The people who have higher health consciousness much prefer organic food due
to their self-health awareness and health motivation. Therefore, local organic
food producers should emphasize the contributions of organic food
consumption to individuals’ health and well-being. Producers could refer to
scientific studies or technical information to inform individuals regarding the
potential health benefits of organic foods such as richer in vitamins and minerals
(Lee and Goudeau, 2014), and to reduce the risk of the specific type of cancers
such as non-Hodgkin lymphoma (Bradbury et al., 2014).

Food safety is another concept while individuals are engaged in food
buying decisions. It is evident that there is a public concern over food safety
issues, specifically pesticide residues on food (Williams and Hammit, 2001).
Consumers perceive higher risks associated with consumption and production
of conventionally grown products, and they perceive a significant reduction in
pesticide-related risks when they consume organically grown products rather
than conventional (Williams and Hammit, 2001). Our results also reveal that
the individuals who have higher food safety concern much prefer to buy organic
foods. This finding may suggest a recommendation to the government agencies
to take necessary precautions. More specifically, they should regulate
agricultural activities by controlling the usage of synthetic manure, hormones,
and pesticides in food production more strictly to reduce food safety concern of

consumers. Further, organic food producers should showcase that there could
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be a significant reduction in pesticide-related risks when consuming organic
foods.

Another concept promoting individuals to buy organic food is trust to
the other parties, in other words, the higher trustability of food supplier leads
individuals to buy organic foods more. Trust is a prerequisite for the relationship
building that is necessary to encourage organic purchasing (Cheng et al., 2008;
Bonn et al.,, 2016) and some studies assert that a higher level of trust is
associated with better relationships between buyers and sellers (Doney and
Cannon, 1997; Emiliani, 2000). Our findings also suggest that trust does not
have only an indirect effect on actual behavior mediated by perceived
behavioral control and intention, but also it has a direct impact on behavior.
This finding implies that commitment to retailers or producers is essential in
purchasing organic food. For this, they need to establish more powerful
relationships with customers. Since trust is based mostly on interpersonal
relations or references rather than evidence particularly pronounced in Eastern
cultures (Kantamaturapoj et al., 2012), personal trust should be relatively more
important in practice while system trust is less critical in the studied culture
(Nuttavuthisit and Thogersen, 2017). Although authorized institutions label
certified organic products, a group of people may not trust enough this labeling
system. Instead, they prefer to shop from local farms making production in line
with organic principles without any labeling that they trusted. Therefore,
policymakers should also consider this pattern of consumers, and should
promote the local production that consumers have trusted.

Last, knowledge about organic food that individuals have also played
an important role in buying organic food. This finding may offer valuable
implications for policymakers. They should inform consumers regarding the
potential benefits such as individual health, environmental benefits, and animal
welfare of organic foods. As our study’s findings suggested, the individuals,
who have more information about organic food, also much prefer to buy organic

food. Biel et al. (2005) suggest that a behavioral change requires a conscious
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decision, which means individuals take action depending on what is present in
their mind. Therefore, prompted information presented to the individuals may
be beneficial while possible new decisions are made.

Another important finding is the strong positive correlation between
attitude and intention to buy organic food which might be a useful implication
for these local firms. Our findings suggest that knowledge about organic foods
affects individuals’ attitudes toward organic food purchasing behavior
positively. It is a challenging and long-term process to change individuals’
attitudes, so the local firms may provide required information about organic
food through electronic, printed or social media, and they should make regular
campaigns to deepen consumer understanding of organic food. As well as health
benefits of organic food, consumers should also be informed that organic
production practices are beneficial for the environment, animal and plant health,
underground water and soil. Thus, individuals’ attitudes may change by
building trust in organic food (Chen and Hung, 2016), which considerably
contributes to sustainable agricultural activities.

Subjective norm is also found to be a significant predictor of intention
to buy organic food. Dahlstrand and Biel (1997) support this finding, and they
assert that social norms are not only influential in an early phase of behavioral
change, but they may also be important in terms of proceeding with new
behavior. Further, they suggest that information campaign may help to stimulate
behavioral change. These efforts may also develop the organic market.

Last, perceived behavioral control implying the perception of ease or
difficulty in performing the behavior is found to have a significant influence on
intention. Therefore, local producers should be careful about the potential
barriers such as high prices and lack of availability that prevent consumers from
buying organic products and repeat purchasing.
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CHAPTER 2

INDIVIDUAL VALUATIONS FOR ORGANIC EGG PRODUCT: AN
EXPERIMENTAL EVIDENCE

2.1. Introduction

The first essay in this thesis deals with the motivations of individuals in
buying organic food, and which factors are influential in their buying decisions.
As the findings suggested, attitudes, subjective norms, and perceived behavioral
control variables, which are the constructs of the Theory of Planned Behavior
(TPB, Ajzen, 1991), are found to be significant on buying intentions of
individuals, and in turn, actual behavior. As well as the TPB constructs, trust,
food safety concern, health consciousness, and knowledge about organic food
are found to have significant impacts on organic food purchasing behavior. The
inclusion of these factors to the original TPB model also provides better model
fit results, and the model could considerably be improved. Thus, organic food
choice of individuals could be better understood from a psychological
perspective based on a well-established theory.

However, it is still unknown how much individuals are ready to pay for
the benefits that organic foods proposed. To understand for which attribute
individuals are willing to pay more and how much they are ready to pay, an
experimental investigation is performed in this second essay. The present study
aims to compare consumers’ willingness to pay estimates for each attribute in a
conventional non-hypothetical choice experiment, a non-hypothetical choice
experiment with the Becker-DeGroot-Marschak (hereafter BDM, Becker,
DeGroot, and Marschak, 1964) treatment, and their reservation prices elicited

with the BDM mechanism to attain accurate valuations.
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This study contributes to the organic food market in Turkey in several
aspects. First, eliciting truthful willingness to pay estimates from individuals is
of great importance. Even if the experiment has a non-hypothetical nature,
which means the individuals are given real economic incentives, individuals
may not make their food choice preferences as in the real-life situation.
Therefore, the second essay tries to obtain more realistic valuations for food
products by comparing three elicitation methods, which are the conventional
non-hypothetical choice experiment, the non-hypothetical choice experiment
with BDM treatment, and BDM mechanism in which individuals give their
reservation prices. Then, we suggest that the prompted information related to
the attributes of the product plays a significant role and it increases the
individuals’ valuations. Last, we reveal the individuals’ valuations on organic
products in attribute basis.

Individuals’ consumption patterns have started to change due to food
safety, health, environmental, and some other concerns. Alternative production
methods for food products are increasingly developed to eliminate these
concerns. However, the ones who have these concerns are quite confused
regarding how they make choices among those alternatives, and how much
these products are trustworthy. For organic production method, certain
requirements and regulations are determined during the production and
processing, and some institutions certify these products. For example, the
United States Department of Agriculture (USDA) developed some standards
for organic food products, and these products are certified with USDA labeling.
Further, the European Union (EU) regulated organic food production,
certification, and labeling by determining certain principles and procedures. In
Turkey, organic agricultural activities are also regulated by the Republic of
Turkey Ministry of Food, Agriculture and Livestock and these products should
be certified with organic labeling. As well as certified organic foods, there are
local producers and farmers that make products with organic grains, but some

of them are not certified. Non-certified organic means that the production
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system or farm that produces the food products is not certified by a third party,
but the farm still used organic production methods (Zheng, 2014). In the present
study, we also try to examine the factors that significantly affect individuals’
organic food preferences, and how they value them for each attribute they
proposed. For this, we propose two product alternatives to the participants of
the study. Since the term “organic” can be used both the products with certified
and the products made with organic grains, we have made a distinction between
them, and we categorize the products as organic with certified (authorized
certification) and grown organically but not certified (local organic). Thus,
individuals’ preferences for different types of organic products are elicited, and
the study discusses whether individuals trust organic products with certified or
they prefer to buy locally produced ones with organic grains and whether they
are willing to pay a price premium.

As it is well known, the products that are named as organic, green,
locally produced, and eco-friendly are more expensive than their conventional
counterparts. Therefore, people should be convinced that these products have a
number of benefits such as for individual health, society, other organisms, and
the environment to pay a price premium. However, it is not known that how
individuals value the associated attributes of these products, and which
characteristics have priorities for them. The study also examines the food choice
of individuals by eliciting their willingness to pay for each attribute including
health, environmental friendliness, and animal welfare claims. The health claim
is one of the most critical motives in organic product preferences of individuals.
Organic food consumption is found to provide high incidence of vitamin C,
magnesium, iron, and phosphor (Crinnion, 2010) to decrease the risks of non-
Hodgkin lymphoma (Bradbury et al., 2014), obesity and cardiovascular diseases
(Forman and Silverstein, 2012). Further, since organic foods contain a low
degree of nitrate, organic food consumption decreases the cancer risks related
to digestive system (Williams, 2002). Another attribute which is highly

important for consumers is whether the products are environmentally friendly.
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Organic practices are observed to prevent global warming, and thus, climate
change by decreasing the greenhouse gas emission in the atmosphere and
contribute the environment protection (United Nations Food and Agriculture
Organization, 2017). Further, organic practices protect animal health by using
clean materials and techniques in agriculture.

Last, the effect of information is measured on individuals’ preferences
and valuations by eliciting their willingness to pay a within-subject information
treatment. Thus, whether the prompted information about certification system
of product labels, trust to producers, production methods, health claim,
environmentally friendly claim, and animal welfare claim of the organic
products significantly affect individuals’ valuation is mainly examined.

The remainder of the study is organized as follows: Some background
information regarding consumer willingness to pay for organic and locally
produced organic products is given, followed by a presentation of the
experimental design, sample, econometric model, and results. Last, conclusions

and discussions are presented.

2.2. Background Information on Consumers' Willingness to Pay

There is an extant literature examining how individuals value organic
and locally produced products and the attributes associated with these products.
Jolly (1991) reports that consumers are willing to pay a 37 percent price
premium for organic products in the US. In addition, Goldman and Clancy
(1991) state that an important part of the survey participants in New York is
ready to pay a 100 percent price premium for a residue-free product. Millock et
al. (2002) also report that respondents are willing to pay a price premium for
organic products in Denmark. Batte et al. (2007) suggest that consumers are
willing to pay premium prices for organic foods, even those with less than 100
percent organic ingredients. Loureiro and Hine (2002) suggest that products

with locally grown, GMO-free, and organic labels can be sold at premium
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prices. Hu et al. (2009) posit that local products and organic formulations
generally receive positive willingness to pay across all products.

The certification system is also valued by individuals. Loureiro and
Umberger (2007) highlight that consumers give more value to certification of
USDA food safety inspection than any of the other choice set attributes,
including country-of-origin labeling, traceability, and tenderness. Yue et al.
(2009) conclude that 75 percent of the participants are willing to pay more for
organic than for conventional apples given the identical appearance. Campell et
al. (2010) also assert that organic labeling generates a premium.

An increasing number of studies investigate consumer preferences
among organic, locally produced, and conventional foods, and try to understand
why consumers prefer these products, and how they value them. Further, the
increasing popularity of the local food orientation leads researchers to
investigate willingness to pay (WTP) of individuals for locally grown food
products (Darby et al., 2008; de Magistris and Gracia, 2008; Goodman, 2003;
Hu et al., 2009; Sacchi et al., 2015; Seyfang, 2006; Bazzani et al., 2017).
Contrary to organic foods, there is no universally determined definition for local
food (Bazzani and Canavari, 2013; Gracia, 2014; Bazzani et al., 2017).
However, as several researchers suggested, the local food concept has widely
been associated with organic production (Campbell et al., 2013; Zepeda and
Deal, 2009) although organic foods are not necessarily produced locally
(Bazzani et al., 2017). Although some individuals perceive local and organic
food products are similar, some others can make a distinction between them,
and their preferences differ from others. Further, while some individuals trust
the labels of the organic certification system, the others trust the relationship
that is established with the owners of the local farms even if they have no
organic certification. Since the organic food market has become relatively
standardized and globalized, consumer preferences shift from organic to local
food products (Adams and Salois, 2010; Campbell et al., 2013). Besides, local
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food is defined by some parts as the “new organic” (Adams and Salois, 2010;
Campbell et al., 2013).

Health claim and food safety of organic, natural, and local products are
considered among the most important attributes in food preference (Huang,
1996; Botonaki et al., 2006; Truong et al., 2012; Bryla, 2016; Lockie et al.,
2002; McEachern and Willock, 2004; Marian et al., 2014; McEachern and
McClean, 2002; Michaelidou and Hassan, 2008). Since individuals perceive
these products are healthier and safer, they are willing to pay more on them.
Truong et al. (2012) report that consumers’ willingness to buy are positively
associated with health and safety issues. Chang et al. (2012) investigate
marginal WTP for four salient attributes including taste, price, soy protein, and
health claims. While taste is found as the dominating attribute driving
consumers’ WTP for soy food products, consumers give little additional value
for a specific health claim. Canavari and Nayga (2009) assess consumers’
willingness to pay for genetically-modified food products with two types of
benefits which are reduced pesticides and nutritionally enhanced. Their findings
suggest that the majority of Italian consumers are not willing to buy genetically-
modified food products even if they are nutritionally enhanced. Knowledge of
science and trust in scientists are found to affect Italian consumers’ willingness
to buy GM products consistently. D'Souza et al. (2007) suggest that consumers
are willing to pay a higher price for green goods only if the quality is higher
than conventional goods.

Consumers are also becoming more aware of the environmental issues
(Vermeir and Verbeke, 2006; De Marchi et al., 2016), and they are more
informed about the possible damages of the conventional agricultural
production methods for the environment. Therefore, these consumers are more
likely to pay higher price premiums than those are unaware of the
environmental problems caused by agricultural activities. Several findings
reveal that consumers give higher values to organic products not just due to the

health issues, but also because they perceive them to be more environmentally
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friendly (Williams and Hammit, 2000, 2001; De Marchi et al., 2016).
Individuals are ready to pay more for reducing undesirable environmental
effects of fish farming, and they are willing to pay a premium for eco-labeled
farmed seafood.

Animal-welfare which is one of the moral issues in food buying is
mainly considered by consumers, and many consumers shift their attention to
buy organic or local food. Animal welfare considered as one of the ethical
considerations in making food choice has a strong influence on willingness to
pay (Bennett et al., 2002). Individuals with highly concerned about animal-
welfare are more likely to pay a higher price premium for animal welfare-
labeled salmon (Olesen et al., 2010). Solgaard and Yang (2011) report that
about half of the Danish respondents are willing to pay a price premium for
farmed seafood with animal welfare traits.

Information also plays an essential role in individuals’ buying decisions.
Gracia and de Magistris (2007) suggest that organic product knowledge is one
of the main determinants of organic purchasing intention of individuals. As the
levels of objective knowledge regarding organic food increases, individuals
have a more positive attitude towards organic food, which has a positive impact
on organic consumption behavior (Aertens et al., 2011). Gifford and Bernard
(2011) compare individuals’ valuations for organic and natural chicken breasts
before and after information treatment regarding USDA standards for labeled
products in an auction experiment setting. Their findings suggest that 50 percent
of the subjects give considerably higher bids for organic chicken breast after
receiving information. Loureiro et al. (2002) also find that willingness to pay of
consumers are higher for eco-friendly labeled apples. Bienenfeld (2014) finds
that organic informational treatments positively shift consumers’ willingness to
pay for organic attributes, and when consumers are prompted with information
regarding official certification, premiums become higher.

The influences of socio-demographic factors have been widely

examined on the willingness to pay of individuals for organic, natural, and local
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products. For example, Thompson and Kidwell (1998) find that families with
children are more likely to purchase organic products than those without
children. Govindasamy and Italia (1999) conclude that females with higher
annual incomes, younger individuals, and those who usually or always buy
organic produce are more likely to pay a premium for organically grown fresh
produce. They also state that the likelihood of paying a premium decreases as
the number of individuals in the household increases. Hu et al. (2009) find that
younger and more educated consumers would like to pay more for an organic
product. On the other hand, Loureiro and Hine (2002) find a negative
relationship between age and willingness to pay for organic food.

Further, willingness to pay of individuals may differ across elicitation
methods. For example, Lusk and Schroeder (2006) reveal that WTP estimations
for beef steaks in their CE are found to be more than twice as high as that in a
BDM experiment. Also, a significant difference in WTP estimates for cured
ham is found between CE and kth price auction (Gracia et al., 2011).
Hamukwala et al. (2018) also compare BDM method and non-hypothetical
choice experiment in estimating willingness to pay for a non-market good. In
the BDM experiment, the group of individuals with more training opportunities
than the others gives higher bids. On the other hand, in the non-hypothetical
choice experiment, they reduce the estimated WTP due to their lexicographic
behavior. On the other hand, Banerji et al. (2018) make a comparison of
consumers’ WTP among BDM, kth price auction, and CE, and they find no
evidence of economically meaningful differences in WTP.

2.3. Methodology

2.3.1. Questionnaire
Before eliciting individuals’ willingness to pay for the presented
products and attributes, a short questionnaire is employed to reveal their

perceptions about the importance of the given attributes of organic products.
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The participants are introduced 14 items (adapted from Krystallis et al., 2006)
related to organic products, including price, health claim, environmentally
friendliness, animal welfare, and they are asked to rate the items on importance
by using the five-point Likert scale ranging from 1 = very low importance 5 =
very high importance. Further, their actual organic food purchasing behavior
and its frequency are asked. Then, their knowledge level about organic products
and their trust levels on organic product certification are asked by using the
seven-point Likert-type scale. Further, their risk attitudes, in general, are asked
by using the eleven-point Likert-type scale from 0 to 10. Socio-demographic
profiles (age, gender, income) of the participants are also elicited.

2.3.2. Product

Organic meat, poultry, and eggs are made from animals raised under
organic practices defined by USDA’s national organic standards. All
organically raised herds and flocks must be raised separately from their
conventional counterparts. These animals cannot receive growth-producing
hormones or antibiotics. They may get preventive medical care, such as
vaccines, and dietary supplements of vitamins and minerals. They should be
feed 100 percent organically grown feed, free of animal byproducts. Living
conditions must be provided suitable for animals’ health and natural behavior.
Outdoors, shade, exercise areas, fresh air, and direct sunlight should be
accessible and suitable to their species and stage of production. The producer
must manage manure in a way that does not contribute to soil, water, or crop
contamination. (Dimitri and Oberholtzer, 2009). In the scope of the current
study, the egg product was chosen since it was a regularly consumed product
by nearly all kinds of people. Also, it is available in conventional and natural
product supermarkets, marketplaces, and local farmers market, and it can be

produced by using different types of production principles.
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2.3.3. Experimental Design

2.3.3.1. Choice Experiment

Choice Experiment (CE) is one of the most common stated-preference
approach preferred in food marketing to elicit individuals’ WTP for a certain
good or service by considering different attributes and attribute levels (Gao and
Schroeder, 2009; Bazzani et al., 2017). The frequent use of CEs might be
attributable to certain factors. First, CEs are considered as flexible since they
enable to a simultaneous valuation of various attributes. Second, CEs are
consistent with the random utility theory (Ben-Akiva and Lerman, 1985) and
Lancaster’s (1966) theory of consumer’s demand suggesting that individuals
can derive utility from consumption of attributes embodied in a good. Third,
CE scenarios mimic consumers’ actual purchasing decision (Lusk and
Schroeder, 2004). Since CE scenarios can closely reflect real life situations,
they are less prone to hypothetical bias in WTP estimates (Lusk and Schroeder,
2004).

Lusk and Schroeder (2004) designed an experimental market with pre-
determined prices to elicit WTP of individuals for differing quality attributes.
They proposed five types of beef to the subjects of the study, and the subjects
made their choices for seventeen pricing scenarios. The study also compared
non-hypothetical and hypothetical responses to CE scenarios in terms of
incentive compatibility. In both treatments, procedures and scenarios are all
identical, yet in hypothetical scenarios, the subjects were told that an actual
payment for the steak would not occur. To induce real economic incentives, the
subjects assigned to the non-hypothetical treatment were given information
about when they responded to all the questions in the CE, one of the questions
would be randomly drawn as binding, and each subject had to purchase the steak
they chose in the binding scenario and pay the posted price in that scenario. In
the experiment instructions, the subjects were informed that an actual payment

would occur for the binding scenario, and each scenario should be carefully
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evaluated. Further, each scenario had an equal chance to be a binding scenario,
and they were informed that they could also choose the no-buy option. If they
chose the no-buy option in the binding scenario, no purchase would be made.
The non-hypothetical choice experiments are very close to real life situations
that consumers faced in grocery stores every day (Alfnes et al., 2006).

Several researchers posit that hypothetical choice experiments may not
reflect the real choices of the individuals, and they lead hypothetical bias in the
estimations of individuals’ preferences (Cameron et al., 2002). Since
individuals are not incentivized with an economic commitment, they are more
likely to pay higher prices than they would actually pay (Lusk and Shogren,
2004). Several studies have shown that individuals’ willingness to pay is
significantly higher in hypothetical studies than non-hypothetical studies
(Chang et al., 2009; Lusk and Schroeder, 2004; Yue et al., 2009). On the other
hand, Zanoli (1998) asserts that surveys generally underestimate the real
amount of the premiums because of the respondents’ free-riding behavior. In
the real market, consumers often pay much more premiums for organic
products. Therefore, several researchers have started to use non-hypothetical or
real choice experiments in order to reduce the hypothetical bias by giving the
participants of the study real economic incentives (Gracia, 2014; Lusk and
Schroeder, 2004; Alfnes et al., 2006; Lusk et al., 2008; Chang et al., 2009). In
real choice experiments, in general, after all the choice scenarios have
completed, one of them is randomly drawn as binding, and each participant has
to buy the chosen alternative in the binding choice scenario and pay the price
for the selected option. This procedure has been employed by several studies,
and they show that giving real economic incentives provides truthfully for
revealing their preferences (Alfnes et al., 2006; Chang et al., 2009; Lusk and
Schroeder, 2004).

The current study also employs a non-hypothetical choice experiment
where the subjects are presented different choices among two egg product

alternatives differentiated by five attribute categories: type of product (organic
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with certified and grown organically but not certified), price (13TL, 17TL,
21TL, 25TL), health claim (yes, no), environmental friendliness (yes, no), and
animal welfare (yes, no). Certified organic products are labeled by the
institutions authorized by the Ministry of Food, Agriculture, and Livestock of
Turkey. The products that have an organic logo on them must be satisfied with
certain requirements including organic farming, distribution, and processing.
The products grown organically, but not certified are also compatible with
organic agricultural practices, and these products are generally produced by the
local farmers, and producers by using local grains without using any fertilizers,
chemicals, and hormones during the production processes. The health claim is
specified in general as that organic food consumption decreases the risk of
chronicle and vascular diseases, certain types of cancers, a hormonal disorder
in children, learning disorder in children.

Specific to organic egg product, the health claim is specified as that the
egg product contains omega three fatty acids and a higher level of A+E vitamins
with a positive influence on the cardiovascular system (Zakowska-Biemans and
Tekien, 2017). The environmentally friendly claim is specified in general as
that since fertilizers and chemicals are not used during the production of organic
food products, environmental pollution decreases. Carbon output in the
atmosphere which results in global warming reduces, and provides a public
benefit. Specific to egg organic egg product, environmentally friendly claim is
specified as that organic egg products produce less carbon output in the
atmosphere than their conventional counterparts, which is favorable for
decreasing global warming. Animal welfare claim is specified in general as that
organic agricultural practices aim to prevent the pollution of water, soil, and
environment, which also provides a positive contribution to animal health by
using clean materials and techniques. Specific to organic egg products, animal
welfare is protected by using clean materials and techniques during the

production.
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The prices of egg products are determined by searching several grocery
stores to reflect real market prices. However, the suggested price range was
selected much wider than the actual market prices to prevent the subjects from
considering the differences in the prices as irrelevant (Bazzani et al., 2017).

Table 27 demonstrates the attributes and attribute levels for the egg product.

Table 27. Attributes and Attribute Levels

Attributes Attribute Levels
Price 13TL

17TL

21TL

25TL
Type of Product Certified Organic

Grown organically, but not certified
(locally produced)

Health Claim Present
Absent
Environmental Claim Present
Absent
Animal Welfare Present
Absent

Note: TL (Turkish Lira)

A full factorial design including all the possible combinations of the
selected attribute levels enables to estimate all the main effects and all possible
interaction effects. However, as the number of attributes and attribute levels
increase, it will be practically impossible to ask all the scenarios to the subjects
of the study. To decrease this complexity, a fractional factorial design should
be selected from the full factorial design, and an orthogonal design is generally
preferred since orthogonal designs imply that the attributes are not correlated
across the profiles (Jansen et al., 2011).

According to the selected product attributes and their levels, a full
factorial design generates a total of 64 possible product profiles (2 product

labels x 2 health claim x 2 environmentally friendly x 2 animal welfare x 4
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price). However, asking all the scenarios to the subjects of the experiment is not
practical, so an orthogonal main effect plan (OMEP) to generate the profiles
was preferred in the first option of the choice sets. The OMEP was calculated
from SPSS orthoplan (also used by Gracia, 2014), and 12 profiles are generated.

Orthogonal designs allow that main effect estimates are uncorrelated
under the assumption that all interactions are negligible (Addelman, 1962). On
the other hand, Street et al. (2005) propose that in orthogonal designs, the
estimates of the main effects or the main effects plus two-factor interactions
from the choice experiment are more likely to be uncorrelated. In the current
study, only main effects are considered, and two-factor and all other interactions
are mainly neglected.

After generating the first choice profile with an OMEP, a systematic set
of level change with a difference vector (1111) was chosen to get from the
profiles in the first option to the profiles in the second option (Street et al., 2005;
Bunch et al., 1996). The main advantage of this systematic approach is to make
the design optimal for the estimation of main effects meaning that the efficiency
of the design is high (Street et al., 2005).

Another desired property in choice experiment designs is level balance
implying that all levels of an attribute appear an equal number of times in all
the presented profiles (Jansen et al., 2011). Table 28 demonstrates an example
of a choice set.

Each subject is asked to make choices for 12 choice sets. Each choice
set consists of three alternatives. One of the alternatives is certified organic egg
with changing attributes, the second one is non-certified organic with changing
attributes, and the third one is none of the products presented. The inclusion of
opt-out option more realistically reflects true market conditions (Sackett et al.,
2012). Further, a no-choice option is recommended since it is an obvious

element of choice behavior (Adamowicz et al., 1998).
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Table 28. Example of a Choice Set

Alternative A Alternative B Alternative C

“ ) “ )
Attribute &sj &sj

Grown organically, but not

Type of product Organic with Certified certified, locally grown
Contain omega three fatty acids
and a higher level of A+E
Health Claim vitamins with a positive
influence on the cardiovascular None of the
system i alternatives
Produce less carbon output in
the atmosphere than their
Environmentally conventional
Friendly counterparts which are
favorable for decreasing global
warming
During the production of
. organic egg, animal health is
Animal Welfare protected by using clean
materials and techniques
Price 25TL 21TL

*please check only one of the alternatives

2.3.3.2. BDM Mechanism

On the other hand, BDM mechanism which is one of the most preferred
auction methods in experimental studies is used in many other studies to elicit
individual valuations (Starmer and Sugden, 1991; Hey and Lee, 2005;
Drehmann et al., 2007). BDM is an incentive compatible mechanism that
ensures an economic incentive for decision makers to demonstrate their true
value of assets, and the mechanism is the optimal strategy that decision makers
can reveal their true price of assets (Keller et al., 1993). Further, the mechanism
Is easy, and it avoids competition between subjects (Ginon et al., 2014). Further,
Lusk et al. (2007) state that suboptimal bidding in BDM punishes both
underbidding and overbidding symmetrically.
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In the present study, we used the BDM mechanism in two ways. First,
the BDM mechanism was used in a non-hypothetical choice experiment in order
to determine the market price of the product. Second, we asked the subjects’
reservation prices for the given choice tasks and they gave their WTP estimates

for each alternative, and then made a choice among them.

2.3.3.3. Experiment Procedure

In the present study, a conventional real choice experiment, a real choice
experiment with BDM treatment, and an experiment elicited the subjects’
reservation prices with the BDM mechanism are performed by using a between-
subject design approach. The experiments are taken place in three separate
sessions. In the first session, a conventional choice experiment procedure is
followed to elicit the subjects’ willingness to pay. In the second session, the
BDM mechanism is employed to elicit the subjects’ willingness to pay for egg
product. In the third session, choice experiment with BDM treatment is applied
to elicit the subjects’ willingness to pay for an egg product.

At the very beginning of the experiment, the subjects are informed about
the experimental procedure, product alternatives, attributes, payment
procedure, and elicitation method. Besides the participation gift (a pencil on
which is written the name of the university), they are all given an initial
endowment worth at 100 TL (Turkish Lira), and they are wanted to make their
buying decisions with this budget. They were also informed that an actual
payment would occur for the binding scenario, and each scenario should be
carefully evaluated. Further, each scenario had an equal chance to be a binding
scenario, and they were informed that they could also choose the no-buy option.
If they chose the no-buy option in the binding scenario, no purchase would be
made (Lusk and Schroeder, 2004).

For the subjects allocated to conventional choice experiment session,
payment procedure is described as follows: After the subjects complete all the

choice scenarios, one of the scenarios is randomly drawn as binding, and one of
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the subjects will be randomly selected. For the binding scenario, the chosen
subject pays the listed price in that scenario according to the chosen product
alternative. The subjects allocated to choice experiment with BDM treatment is
described as follows: After the subjects complete all the choice scenarios, a
selling price is randomly drawn from a distribution of prices with support on an
interval from zero to a price greater than the maximum prices that the subjects
could pay (Noussair et al., 2004). The procedure is the same as the conventional
choice experiment procedure except how the paid price will be determined for
the chosen product (Bazzani et al., 2017). Last, the subjects allocated to the
BDM experiment is described as follows: After the subjects complete all the
choice scenarios, a selling price is randomly drawn from a distribution of prices
with support on an interval from zero to a price higher than the anticipated
maximum willingness to pay of the subjects (Noussair et al., 2004). If the
randomly drawn price is lower than the posted price for the chosen product
alternative in the binding choice set, then the subject buys egg product at a cost
equal to the randomly drawn price. If the randomly drawn price is equal to or
higher than the price indicated for the chosen product alternative in the binding
choice set, the chosen subject cannot buy any product (Bazzani et al., 2017;
Richards et al., 2014). In this point of the experiment, we had to make a
modification in the payment procedure. Since the sample consists of the
students, some of them may prefer cash money instead of a commaodity, so they
may not be willing to purchase any egg products although they normally
consume them. To mimic the real-life situation, we have made a modification
proposing that if they do not purchase any egg product, they may face a disease
due to the lack of necessary protein intake with the probability that equals to the
expected values the subjects are exposed. This intervention enables to prevent
individuals give too low prices for egg products to retain their budgets more.

In the first stage of the experiment, the subjects are given 12 choice sets
without providing any detailed information regarding the type of product, health

claims, environmental claims, and animal welfare claims, and the subjects can
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decide only according to the labels in the given alternatives. In the second stage
of the experiment, they are given the prompted information about the
production methods, and the claims of the health, environmentally friendly, and
animal welfare. They are totally asked the same 12 scenarios, and thus, it is
aimed to be examined the information effect on their preferences.

The current study emphasizes three main research questions. First, we
compare three elicitation methods in terms of willingness to pay estimates of
individuals with a between-subject design. Then, the information effect is tested
on the subjects’ willingness to pay estimates and their preferences. Last, we
examine which attributes are significant for the subjects and how much they are

ready to pay.

Table 29. The Subject Design and Research Questions

Experimental Design Research Question

Between-Subject Is there any significant difference among elicitation
methods in terms of willingness to pay estimates?

Within-Subject Does information treatment significantly affect
willingness to pay estimates and preferences?

Within-Subject Which attributes of organic products are significant
for the subjects and how much they are ready to
pay?

2.3.4. Econometric Models

2.3.4.1. Multinomial Logit Model

Choice experiments are based on the Random Utility Theory
(Thurstone, 1927) suggesting that individuals try to maximize their utility when
they make choices among different alternatives. A choice behavior study is
identified as (1) the objects of choice and sets of alternatives available to
decision-makers, (2) the observed attributes of decision makers, and (3) the

model of individual choice, behavior, and distribution of behavioral pattern in
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the population (McFadden, 1974). The choice that is preferred by the
individuals provides them highest utility (Louviere et al., 2000; McFadden,
1974). In accordance with Lancaster’s Consumer Theory (Lancaster, 1966), the
utility of a product is assumed to consist of different product attributes.
According to the random utility framework (Mc Fadden, 1974), a consumer’s

utility function can be specified as follows;

Uijr = Viji + €ijk 1)

where U, is defined as the unobserved utility of individual i who
chooses alternative j in choice situation k, V;; is defined as the observable or
deterministic component of utility, and &;;, is unobservable or random

component of utility.

Assuming that the data can be analyzed in a random utility framework,
the utility of individual i of choosing alternative j in choice situation k can be
described as follows;

Uij = B'Xiji + €iji 2)

where X; ;. is the observed variables vector related to alternative j, and
individual i, B’ is the parameters vector which differentiates the choices, and
&ji 1s the unexplained portion of utility. Individuals are assumed to choose the
alternative among the choice set that maximizes their utilities. For individual i,
choosing alternative j within a choice set, C, the probability of choosing
alternative j becomes equal to the probability of the utility of alternative j which
is defined as Uijk which is greater than or equal to the utilities of all other

alternatives in the choice set.
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Prob {ind.i,alt. ], choice sit.k} = Pr(U_ijk = U_imk +
e_imk, forallmeC,j #k 3

Prob {ind.i,alt. j, choice sit.k} = Pr(Vijx + €;jx = Vimk +

Emir forallm e C,j # k) 4)

When the ik term is assumed to be independently and identically
distributed, the probability of individual i, choosing alternative j, within the
choice situation k, is specified by the multinomial logit model (MNL) as follows
(Lusk and Schroeder, 2004);

exp(B'X;jk)
5
21z 1 exp(B' Ximio) ®)

Prob {ind.i,alt. j, choice sit.k} =

MNL models are often preferred in choice modeling due to their
convenience, but at the same time these models propose several assumptions
such as (1) independent of irrelevant alternatives (11A) implying that a change
in the attributes of one alternative may change the probabilities of the other
alternatives, (2) preference homogeneity in the sample meaning that the
coefficients of all attributes in the utility function are assumed to be the same
for all individuals, and (3) the assumption of independent errors over time
(Phanikumar and Maitra, 2007; Van Loo et al., 2011).

The estimated model is used to calculate individuals’ willingness to pay
for each attribute. Willingness to pay for each attribute is calculated as the
negative ratio of the partial derivative of the utility function for the related
attribute, divided by the derivative of the utility function with respect to the
price variable (Gracia et al., 2009; Morrison et al., 2002; Van Loo et al., 2011)
specified as follows;
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anjk
dattribut
WTPqttribute = %kue (6)
ij
dprice

Willingness to pay for each attribute is simply calculated as dividing the
negative value of the coefficient of attribute » (fn), to the price coefficient (fp),
specified as follows;

WTB, = — == (7

In the current study, the observed utility is estimated by the product
attributes including, price (PRICE) which is coded as a continuous variable;
certified organic egg (CERT) is coded as (1 0 0); locally produced non-certified
organic egg (NON-CERT) is coded as (0 1 0); no buy option is coded as (0 0
1); health claim (HEALTH) is coded as a binary variable (1 if yes, 0 if no);
environmentally friendly claim (ENVFRND) is coded as a binary variable (1 if
yes, 0 if no); animal welfare claim (ANMWEL) is coded as a binary variable (1
if yes, 0 if no), & is the unobserved portion of the utility, and utility function is

illustrated as below;

Uijk = .Bijk + ﬂpricePRICEijk + ﬁcertCERTijk + ﬁnon—certNON -
CERTj + ﬁhealthHEALTHijk + Bem,fdeNVFRNDijk +
,BanmwelANMWELijk + Eijk (8)

2.3.4.2. Tobit Model

For the BDM data, the common practice used in BDM studies was
followed and a Tobit model censored at zero is estimated (Lusk and Shogren,
2007; Alponce and Alfnes, 2017). Further, we estimated a Tobit model with
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left-censored observations where the latent variable becomes zero. The
following Tobit model is described as follows:

WTPi = ﬁi + ﬁnon—certNON - CERTi + ﬁhealthHEALTHi +
.BenvfrndENVFRNDi + .BanmwelANMWELi tv+& (9)

where WTPi is the WTP of participant i; vi is the individual specific

random term, and i is the normally distributed error term.

2.3.5. Sample

The subjects of the study were recruited from students of the Middle
East Technical University by using the Online Recruitment System for
Economic Experiments (ORSEE) and poster announcement. A total of 95
subjects participated in the experiment in three different sessions. 32 subjects
were assigned to the non-hypothetical choice experiment (nHCE), 34 subjects
were assigned to the BDM experiment, and 29 subjects were assigned to the
NHCE-BDM treatment.

Table 30 presents the descriptive statistics for the participants. The
participants’ ages ranged from nineteen to thirty-nine, with an average of
twenty-three years. 46.3 percent of the participants were female, and average
monthly household income was approximately 4,900 TL ranging from 1,000
TL to 14,000 TL.
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Table 30. Descriptive Statistics for the Sample

Std.

Variable Definition N  Mean Dev. Min. Max.
Gender  Genger of the participants

female=1; male=2 1.54 0.501 1 2

Female 44

Male 51
Age Age of the participants (in

years) 22.85 2.432 19 39
Income  Monthly household income

of the participants in TL

(Turkish Lira) 4,898.95 2,506.61 1,000 14,000

N=95

The participants are also asked to rate the given attributes of organic
foods. As the percentages of the participants indicated, they perceive the
properties of organic foods which are healthier (42.1 percent), pure/natural
(45.3 percent), chemical residual-free (53.7 percent), and additive-free (48.4
percent) as very high importance while they perceive the properties of organic
foods which are healthier (43.2 percent), fresher (54.7 percent), cleaner (40
percent), and more rich source of nutrients (44.2 percent) as high importance
implying that the most important attributes are related to the individual’s health.
Further, they perceive the properties of organic foods which are more
environmentally friendly (28.4 percent), more suitable for animal welfare (29.5
percent), more beneficial for soil (27.4 percent), more beneficial for
underground water (28.4 percent), and less carbon output (29.5 percent) as
moderate importance implying that environment-related, and animal-related
attributes have of moderate significance for the participants of the study. 34.7
percent of the participants give moderate importance to the fact that organic
foods are more expensive. Further, the average score for each attribute of
organic food is reported. The attributes which are healthier, chemical residual-
free, and pure/natural were considered to be the most important ones while the

attributes which are more beneficial for underground water, less carbon output,
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and more expensive were considered to be the least important ones by the
participants of the study.

Table 31. Participants Ratings for the Attributes of Organic Food

Mean
very low low moderate high very high  importance
importance importance importance importance importance level for

Item (%) (%) (%) (%) (%) each item
Healthier - 1.1 13.7 43.2 42.1 4.26
Tastier 1.1 12.6 33.7 31.6 21.1 3.59
Fresher - 5.3 11.6 54.7 28.4 4.06
Cleaner 2.1 4.2 18.9 40 34.7 4.01
Pure/natural 1.1 4.2 18.9 30.5 45.3 4.15
Chemical residual-
free 2.1 53 11.6 27.4 53.7 4.25
Additive-free 2.1 6.3 16.8 26.3 48.4 4.13
More rich source of
nutrients 2.1 4.2 23.2 44.2 26.3 3.88
More
environmentally
friendly 4.2 8.4 28.4 33.7 25.3 3.67
More suitable for
animal welfare 5.3 14.7 29.5 21.1 29.5 3.55
More beneficial for
soil 4.2 14.7 27.4 30.5 23.2 3.54
More beneficial for
underground water 9.5 17.9 28.4 27.4 16.8 3.24
Less carbon output 5.3 15.8 29.5 27.4 22.1 3.45
More expensive 6.3 15.8 34.7 25.3 17.9 3.33
N=95

46.3 percent of the participants never buy organic food, 13.7 percent of
the participants seldom buy organic food, 25.3 percent of the participants
sometimes buy organic food, 11.6 percent of the participants often buy organic
food, and 3.1 percent of the participants always buy organic food. Their average
information level about organic products is 3.98 while their average trust level
in organic product certificate is 3.95 which are in moderate levels. Last, their
average risk attitude, in general, is 5.95 indicating a moderate level of risk
attitude.
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Table 32. More Details about the Participants

Percentage
Item of the participants  Mean
How often do you purchase organic food?
Never 46.3
Seldom 13.7
Sometimes 25.3
Often 11.6
Always 3.1
Please indicate the level of information you
have about organic products
(asked with 7 point Likert-type scale) 3.98
Please indicate your level of trust in
organic product certificate
(asked with 7 point Likert-type scale) 3.95
Please indicate your risk attitude in general
(asked with 10 point Likert-type scale) 5.96

N=95

2.4. Results

The hypothesized model is estimated using Multinomial Logit (MNL)
specification for the nHCE and nHCE-BDM treatment, and Tobit Model for the

BDM data with the software package STATA 13. Each participant completed

12 choice scenarios before information treatment and 12 choice scenarios after

information treatment, and each scenario consisted of three alternatives

(alternative A, alternative B, or none) resulting in 1152 and 1044 observations

for the nHCE and nHCE-BDM treatment, respectively. Further, the subjects’

willingness to pay were elicited for 12 choice tasks, and each consists of two

alternatives resulting in 816 observations, and 408 observations for only the

chosen alternative for the BDM experiment.
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2.4.1. Multinomial Logit Model Results

Table 33 specifies the MNL results reporting that the estimated
parameters, standard errors, and their significance for only attributes of the
product. The overall goodness of the model fit was found to be significant with
Pseudo R square values of 0.341, 0.416, 0.226, and 0.272 for the nHCE, and
nHCE-BDM treatment, respectively, in the case of both without information
and with information.

The Pseudo R square values indicate that the percentage of the total
variability can be explained with the hypothesized multinomial logit models.
The models were highly significant, as indicated by McFadden’s adjusted
Pseudo R square statistics (Louviere et al., 2000). Likelihood ratio tests were
performed to test the null hypothesis that all the coefficients in the model were
equal to zero. All the probability values from the Likelihood ratio tests were
significant indicating that the coefficients were not jointly equal to zero in the
hypothesized multinomial logit models. All the coefficients were also
significant for the nHCE and nHCE-BDM treatment.

Since the opt-out option was taken as reference in the choice experiment,
both the coefficients of certified and non-certified locally produced organic egg
could be revealed. Both the attributes of the certified and non-certified locally
organic were found as significant, yet there seems to be no significant difference
between the organic egg with certified and the organic egg without certified.
The constant term was found to be significant indicating that an individual
would rather buy certified or non-certified organic egg than none at all. The
price parameter was found to be negative indicating that an increase in price
would decrease the utility of the egg product. Health, environmentally friendly,
and animal welfare attributes played essential roles in the participants’ food
choices. Further, the highest utility increment occurs due to the presence of
health claim, followed by the animal welfare claim, and environmentally

friendly claim.
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Table 33. Multinomial Logistic Model Estimates by Elicitation Method

nHCE NHCE-BDM Treatment
Before
Attributes Before Info.  After Info. Info. After Info.
Certified Organic 2.933%%* 4 117*F* 1 732%*x 213 x*x
(.475) (.519) (.469) (.485)
Non-certified Organic ~ 2.977***  4.136%**  1.491***  ].955%**
(.485) (.525) (.487) (.505)
Health 2.255%** 2.506%**  2.113%**x 2 2@3k*x*
(.195) (.217) (.190) (.202)
Environmentally 633 ** BET*** 589 T45%**
Friendly (.189) (.205) (.188) (.197)
Animal Welfare 1.477%** 1.818***  g79*** 1.199%**
(.199) (.197) (.198) (.209)
Price -.158%** S 228%xx | ]3FEE L J4TFR*
(.022) (.025) (.022) (.023)
Constant SQAALFRE D RQRHE ] T3EFRR ] BAQRHE
(.187) (.203) (.150) (.156)
N 1152 1152 1044 1044
Log likelihood chi-
square (6) 499.56 610.68 300.15 361.79
Probability .000 .000 .000 .000
Pseudo R square 341 416 226 272
Log likelihood -483.483 -427.926  -514.444  -483.625

Note. * p<0.10, ** p<0.05, *** p<0.001, Standard errors in parentheses.

Then, the MNL results reporting the estimated parameters, standard

errors, and their significance by including information and trust levels of

individuals regarding organic products, risk attitudes in general, gender, and

household income are portrayed in Table 34. In this specification, information

level regarding organic products, trust levels of individuals on certification of

organic products, risk attitudes in general, gender, and household income were

not found to have any significant impacts on individuals’ choices.

Both the attributes of the certified and non-certified locally organic were

found to be significant, yet there seems to be no significant difference between

the organic egg with certified and the organic egg without certified. The



constant term was found to be significant indicating that an individual would
rather buy certified or non-certified organic egg than none at all. The price
parameter was found to be negative indicating that an increase in price would
decrease the utility of the egg product. Health, environmentally friendly, and
animal welfare attributes played essential roles in the participants’ food choices.
Further, the highest utility increment occurs due to the presence of health claim,
followed by the animal welfare claim, and environmentally friendly claim.
The models were highly significant, as indicated by McFadden’s
adjusted Pseudo R-square statistics (Louviere et al., 2000). Likelihood ratio
tests were performed to test the null hypothesis that all the coefficients in the
model were equal to zero. All the probability values from the Likelihood ratio
tests were significant indicating that the coefficients were not jointly equal to

zero in the hypothesized multinomial logit models.
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Table 34. Multinomial Logistic Model Estimates by Elicitation Method

with Survey Data

nHCE-BDM
nHCE Treatment
Before Before After
Attributes Info. After Info. Info. Info.
Certified Organic 2.933*** 4 117*** 1.732*** 2.131***
(.475) (.519) (.469) (.485)
Non-certified Organic 2.977*** 4 136*** 1.491*** ] Q55***
(.485) (.525) (.487) (.505)
Health 2.255*** 2 506***  2113*** 2283***
(.195) (.217) (.190) (.202)
Environmentally Friendly B33 *** BET*** 589*** JA5%**
(.189) (.205) (.188) (.197)
Animal Welfare 1A477***  1.818***  879***  1,199***
(.199) (.197) (.198) (.209)
Price - 158*** . 228*** - 113*** - 147*F**
(.022) (.025) (.022) (.023)
Information Level 001 .002 .000 .000
(.081) (.087) (.097) (.100)
Trust -.000 -.000 -.000 -.000
(.067) (.072) (.078) (.081)
Risk Attitude .000 .000 .000 .000
(.043) (.047) (.039) (.041)
Gender .002 .004 .000 .000
(.174) (.187) (.174) (.181)
Income .000 .000 .000 .000
(.000) (.000) (.000) (.000)
Constant -2.445%** .9 653*** -1.736*** -1.850***
(.502) (.542) (.535) (.556)
N 1152 1152 1044 1044
Log likelihood chi-square
(6) 499.56 610.68 300.15 361.79
Probability .000 .000 .000 .000
Pseudo R square 341 416 226 272
Log likelihood -483.483  -427.925 -514.444 -483.625

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.
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2.4.2. Tobit Model Results

Table 35 presents the Tobit Model results for the BDM data. In this
specification, only the attributes of the organic products were included in the
model. The response variable is the bid submitted to purchase organic egg
products by each individual for each alternative. Since there are two types of
organic product (certified and non-certified), only non-certified organic was
included in the model, and it was compared to the certified organic alternative.
Individuals’ WTP estimates were significantly higher for non-certified organic
products than the certified organic counterparts. Further, individuals valued
health attribute at most followed by animal welfare and environmentally-
friendliness, respectively. Last, the WTP estimates seem to differ after giving
the prompted information to the subjects. While the WTP estimates of non-
certified organic decreased, the WTP of health, environmentally-friendliness,
and animal welfare attributes increased, which will be analyzed later.

Table 35. Tobit Model Estimates of the BDM Data

Attributes Before Info. After Info.
Non-certified organic (local) 2.012*** 1.519***
(.579) (.647)
Health 4.671%** 5.281***
(.562) (.629)
Environmentally Friendly 3.047*** 3.257***
(.562) (.629)
Animal Welfare 3.209*** 3.465***
(.562) (.629)
Constant 17.495%** 18.197***
(.604) (.675)
Sigma Constant 7.912%** 8.843***
(.197) (.221)
N 816 816
Log likelihood chi-square
4) 134.11 126.28
Probability .000 .000
Pseudo R square .023 021
Log likelihood -2835.94 -2921.879

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.
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Table 36 reports the Tobit Model results for the BDM data. In this
specification, along with the attributes of the organic products, information and
trust levels of individuals regarding organic products, risk attitudes in general,
gender, and household income were included in the model for both in the
absence and presence of information. The type of organic product (certified
versus non-certified), health, environmentally friendly, and animal welfare
attributes were found to affect individuals’ WTP estimates significantly for both
in the absence and presence of information. Each coefficient of attributes seems
to change in the presence of information. It will be later examined whether the
change is statistically significant.

Further, the information level that individuals have regarding organic
products, gender, and household income were found to affect WTP estimates
significantly. Women are more likely to pay higher prices for organic products
and individuals with higher income are also ready to pay higher prices. Risk
attitude was found to affect WTP estimates positively for only the model with
provided information. While the sign of the risk attitude coefficient was
negative in the absence of information, it turned out to be positive after getting
information, which may be attributable to that individuals with higher risk
attitudes were ready to pay more on organic products in the case of the prompted
information. Self-reported information level of individuals also differed from
before and after information situations. While it was found to be significant for
both models, the sign of the coefficient turned out to be negative in case of the
prompted information, which implies that individuals who have lower self-
reported information level gave higher values on organic products in case of the

prompted information.
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Table 36. Tobit Model Estimates of the BDM with Survey Variables

Attributes Before Info. After Info.
Non-certified Organic 2 037%** 1.536***
(.541) (.576)
Health 4.662%*** 5.247%**
(.525) (.560)
Environmentally Friendly 3.066*** 3.244%**
(.525) (.560)
Animal Welfare 3.208*** 3.450***
(.525) (.560)
Information Level 1.065*** - 789***
(.263) (.281)
Trust 037 .089
(.176) (.188)
Risk Attitude -216 TA6***
(.154) (.164)
Gender -1.806*** -6.062***
(.607) (.647)
Income 001*** 001***
(.000) (.000)
Constant 13.088*** 18.736***
(1.699) (1.812)
Sigma Constant 7.390 7.879
(.183) (.195)
N 816 816
Log likelihood chi-square (9) 240.11 300.83
Probability .000 .000
Pseudo R square .041 .050
Log likelihood -2782.937 -2834.603

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.

After the subjects indicated their willingness to pay estimates for each
alternative, we wanted them to choose one of the alternatives that they were
presented. Table 37 illustrates the Tobit regression results for only the preferred
alternative. The findings revealed that the willingness to pay estimates has
increased to a considerable extent when only the chosen alternative of the

subjects was considered. Contrary to the previous finding, WTP estimates
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indicated that certified organic product does not significantly differ from the
non-certified organic product. Consistent with previous findings, individuals
valued health attribute at most followed by animal welfare and
environmentally-friendliness attribute, respectively. Last, the WTP estimates
seem to differ after giving the prompted information to the subjects, and WTP
estimate for health attribute considerably increased after providing information

to the subjects.

Table 37. Tobit Model Estimates of the BDM Data for Chosen Alternative

Attributes Before Info. After Info.
Non-certified Organic 669 1.722
(1.029) (1.126)
Health 8.710*** 15.386***
(1.084) (1.274)
Environmentally Friendly 5.880%** 5.895%**
(.999) (1.090)
Animal Welfare 6.483*** 6.123%**
(1.010) (1.094)
Constant 9.058*** 4.972%**
(1.162) (1.335)
Sigma Constant 9.739 10.485
(.366) (.399)
N 408 408
Log-likelihood chi-square (4) 149.51 214.99
Probability .000 .000
Pseudo R square 0.0504 0.0709
Log-likelihood -1409.828 -1407.732

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.

Table 38 illustrates the Tobit regression results for only the preferred
alternative, and in this specification, along with the attributes of the organic
products, information and trust levels of individuals regarding organic products,

risk attitudes in general, gender, and household income were included in the
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model for both in the absence and presence of information. The type of organic
product (certified versus non-certified) could not be found significant.
However, health, environmentally friendly, and animal welfare attributes were
found to affect individuals” WTP estimates significantly for both in the absence
and presence of information.

Also, a remarkable increase was observed in health attribute in the
presence of information, which might be attributable to that the subjects were
exposed to health information first or extensive information concerning health
was presented them compared to other attributes.

Further, gender and household income were found to affect WTP
estimates significantly for both models. Women are more likely to pay higher
prices for organic products and individuals with higher income are also ready
to pay higher prices.

Risk attitude was found to affect WTP estimates positively for only the
model with provided information. While the sign of the risk attitude coefficient
was negative in the absence of information, it turned out to be positive after
getting information, which indicates that individuals with higher risk attitudes
were ready to pay more on organic products in the case of the prompted
information. This finding is also compatible with the results of the model in
which individuals valued two alternatives.

Different from the previous regression results, self-reported information
level of individuals turned out to be insignificant in the presence of information

as expected.
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Table 38. Tobit Model Estimates of the BDM Data with Survey Variables

for Chosen Alternative

Attributes Before Info. After Info.
Non-certified Organic 672 1011
(.952) (1.036)
Health 8.623*** 13.672***
(1.026) (1.203)
Environmentally Friendly 5.485%** 5.493%**
(.925) (1.002)
Animal Welfare
5.466*** 5.273***
(.944) (1.013)
Information Level 2 186%** 730
(.458) (.495)
Trust .057 =171
(.312) (.337)
Risk Attitude -132 795%**
(.276) (.294)
Gender -2.454** -6.296***
(1.064) (1.145)
Income 000*** 001***
(.000) (.000)
Constant 1.780 3.048
(2.895) (3.129)
Sigma Constant 8.984 9.605
(.337) (.365)
N 408 408
Log likelihood chi-square (9) 213.84 285.34
Probability .000 .000
Pseudo R square 0.072 0.094
Log likelihood -1377.659 -1372.558

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.
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2.4.3. Willingness to Pay Estimates

In the nHCE and nHCE-BDM treatment, the participants compared the
alternatives and preferred one of them while in the BDM method, the
participants stated their reservation prices from their budget that was given to
them. The estimates from the nHCE and the BDM experiments cannot be
directly compared. In the BDM experiment, the participants give their bids
directly which are interpreted as WTP specified as below (Lusk and Shogren,
2007):

WTP* = BID; = BXi + i (10)

where WTP* is the individual’s willingness to pay, BIDi is the
individual’s bid; X is specified as a vector of explanatory variables; and &; is
the error term.

In the nHCE, the participants do not give their bids directly on each
attribute of organic egg, yet they make a choice among the given alternatives at
different prices. Therefore, the regression coefficients do not directly reflect the
participants’ WTP. Instead, WTP per attribute is provided by dividing the
attribute parameter by the negative value of the parameter for the price attribute
after performing the regression (Lusk and Schroeder, 2006).

Table 39 presents the individuals’ estimated WTP for organic egg
products using three different elicitation methods. The comparison of the results
across the elicitation methods proposed that the parameter estimates were
similar in signs. However, the parameter estimates for health and animal welfare
attributes are much higher in the nHCE and nHCE-BDM treatment than the
parameter estimates in the BDM method while the parameter estimates for the
type of product and environmentally friendly attributes are closer. While they
gave more value to the attributes of health and environmentally friendly, they
reduced the value of the animal welfare attribute for the nHCE and nHCE-BDM

treatments. We reported WTP estimates for both all alternatives that the subjects
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valued and only the alternative that they chose in the BDM experiment. The
results for only preferred alternative provide higher WTP estimates than the
estimates that the subjects valued the two alternatives. This may be attributed
to that the subjects were previously informed about that only the chosen
alternative would be effective in the final price determination. Since the market
price is compared to the reservation price that the subject has given for the
chosen alternative in the BDM mechanism, they probably did not consider the

other alternative adequately.

Table 39. Willingness to Pay Estimates by Elicitation Methods

BDM(chosen
nHCE nHCE-BDM BDM alternative)
Before After Before After Before After Before After
Attributes Info. Info. Info. Info. Info. Info. Info. Info.
Certified Organic 1856 18.06 15.33 14.50 - - - -
Non-certified
Organic 18.84 18.15 13.19 13.30 2.04 1.53 0.67 1.72
Health 1427 1139 18.70 15.53 4.66 5.24 8.71 15.39
Environmentally
Friendly 4.01 2.93 5.21 5.07 3.06 3.24 5.88 5.90
Animal Welfare 9.35 7.97 7.78 8.16 3.21 3.44 6.48 6.12
Constant -15.44 -1154 -1540 -1259 1750 18.20 9.06 497

Note: nHCE denotes non-hypothetical choice experiment; nHCE-BDM denotes non-
hypothetical choice experiment with BDM treatment; BDM denotes the reservation prices
elicited with BDM, in TL= Turkish Lira.

We also tested whether any significant difference in WTP estimates
across methods with ANOVA, and then performed Bonferroni Post-hoc test for
multiple comparison. The findings revealed that WTP estimates for nHCE and
nHCE-BDM treatment do not significantly differ from each other while WTP
estimates of the BDM experiment differ from the nHCE and nHCE-BDM

treatment significantly both in the absence and presence of information.
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Table 40. Bonferroni Post-Hoc Test for WTP Comparison between
Methods

Before Information After Information

Difference in Elicitation Difference in  Std. P-  Differencein Std. P-

Method WTP Error value WTP Error value
nHCE vs nHCE-BDM
treatment 932 .606 .373 .800 .646  .648
nHCE vs BDM -7.057*** 582 .000 -8.833 .621  .000
nHCE-BDM treatment
vs BDM -7.990*** 598  .000 -9.633 .637 .000

Note. * p<0.10, ** p<0.05, *** p<0.001

2.4.4. Information Effect

Further, there seem differences in WTP estimates in case of the absence
and presence of information, so to test whether individuals’ WTP estimates
statistically differ when the subjects are provided information, the Paired-
sample t-test for dependent samples was performed in the BDM data. Table 41
presents the provided information to the participants regarding the attributes of
the products had a significant impact on their estimates in the BDM experiment.
This conclusion might be attributable to that the WTP estimates in the BDM
experiment are direct bids of the participants. Therefore, they could reflect their
valuation clearer in their choices. For the BDM method, information treatment
had a significant impact on the participants’ WTP estimates, and their values
which were given for health, environmentally friendly, and animal welfare
attributes increased while the valuation for the type of the product reduced.

Further, whether the prompted information had a significant impact on
individuals’ choices, the Wilcoxon Signed Ranks Test for dependent samples
was employed in the nHCE and nHCE-BDM experiments. Since the WTP
estimates for choice experiments are not direct bids, only their preferences on
the alternatives were compared. Table 42 illustrates that the information effect
on WTP estimates was not found to be significant in the nHCE and nHCE-BDM

experiments.
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Table 41. Paired Samples T-Test for Information Treatment

Mean Std. Dev. Std. Error Mean. N t-value Sig.
before info 21.940 8.532 299
after info 23.400 9.438 .330
pair (before-after) -1.466 6.965 244 816 -6.011* .000
For only chosen alternative
before info 22.380 10.590 524
after info 24.050 12.004 594
pair (before-after) -1.669 8.698 431 408 -3.876* .000

Note: * p<0.10, ** p<0.05, *** p<0.001

Table 42. Wilcoxon Signed Ranks Test for Information Treatment

Methods Z-value Asymp. Sig.
nHCE -.426 384
nHCE-BDM -.178 348

Note: nHCE denotes non-hypothetical choice experiment; nHCE-BDM denotes non-

hypothetical choice experiment with BDM treatment.

Further, we investigated the information effect for pooled data in each

elicitation method to see whether a significant difference has occurred in WTP

estimates for each attribute. For this, the information effect was included in the

models as a dummy variable, and interaction effects of information and each

attribute were considered in the models. Table 43 illustrates the MNL Model

estimates for the choice experiment data. For the model with conventional

choice experiment data, information significantly affects the WTP estimates of

certification and price attributes. WTP estimates of non-certified, health,
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environmentally friendly, and animal welfare attributes were not affected by
information that the subjects were presented.

Table 43. Information Effect on the Multinomial Logit Model Estimates

nHCE-BDM
Attributes nHCE treatment
Certified Organic 2.933*** 1.732%**
(.475) (.469)
Non-certified Organic 2.977*** 1.491%**
(.485) (.487)
Health 2.255%** 2.113%**
(.195) (.190)
Environmentally Friendly 632%** 589***
(.189) (.188)
Animal Welfare 1.477%** 879***
(.199) (.198)
Price -.158*** -.113***
(.022) (.022)
Information Dummy -.185*** -114
(.276) (.216)
Interaction of info. and cert. 1.184* 400
(.703) (.675)
Interaction of info. and non- 1.160 464
cert. (.715) (.701)
Interaction of info. and .340 A71
health (.292) (.277)
Interaction of info. and env. .034 .156
(.279) (.272)
Interaction of info. and anm. 341 320
(.297) (.288)
Interaction of info. and price -.070** -.033
(.033) (.032)
Constant -2.444%** -1.735%**
(.187) (.150)
N 2304 2088
Log likelihood chi-square 1110.24 661.95
(13)
Probability .000 .000
Pseudo R square 0.379 0.249
Log likelihood -911.41 -998.07

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.
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Further, we investigated the information effect for pooled data in the
BDM method to see whether a significant difference has occurred in WTP
estimates for each attribute. Table 44 illustrates the Tobit model estimates for
the BDM data. For the model with BDM data for only chosen alternative,

information effect increased only the WTP estimates of health attribute.

Table 44. Information Effect on the Tobit Model Estimates

BDM for two BDM for only chosen
Attributes choices alternative
Non-certified Organic 2.037*** .703
(.610) (1.068)
Health 4.661*** 8.795***
(.592) (1.125)
Environmentally Friendly 3.065*** 5.921***
(.592) (1.038)
Animal Welfare 3.207*** 6.523***
(.592) (1.049)
Information Dummy 723 -3.738**
(.901) (1.746)
Interaction of info. and .505 .983
non-cert. (.862) (1.523)
Interaction of info. and 578 6.454***
health (.838) (1.658)
Interaction of info. and 169 -071
env. (.838) (1.476)
Interaction of info. and .233 -.451
anm. (.838) (1.486)
Constant 17.473%** 8.914***
(.637) (1.205)
Sigma Constant 8.334 10.114
(.146) (.271)
N 1632 816
Log likelihood chi-square
9) 270.32 373.06
Probability .000 .000
Pseudo R square .023 .062
Log likelihood -5762.347 -2818.511

Note. * p<0.10, ** p<0.05, *** p<0.001; Standard errors in parentheses.
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2.5.  Conclusion and Discussion

In the second essay, we concentrate on the WTP estimates for organic
egg product in an experimental setting using three different elicitation methods,
namely, the conventional non-hypothetical choice experiment, the non-
hypothetical choice experiment with BDM treatment, and the BDM mechanism
where the reservation prices are directly elicited. The multinomial logit model
results revealed that individuals are ready to pay a price premium for the organic
egg products both for certified and non-certified. Also, health, environmentally
friendly, and animal welfare attributes were found to significantly affect
individuals’ preferences for the nHCE and nHCE-BDM treatment. Self-
reported information level, trust level of individuals on certification system, risk
attitude in general, gender, and household income could not be found to have
any significant impact on their choices. Also, Tobit model results indicated that
individuals’ WTP estimates were significantly higher for non-certified organic
products than the certified organic counterparts. Further, individuals valued
health attribute at most followed by animal welfare and environmentally-
friendliness, respectively. Gender and household income were found to affect
WTP estimates significantly for both models. Women are more likely to pay
higher prices for organic products and individuals with higher income are also
ready to pay higher prices. Risk attitude was found to affect WTP estimates
positively for only the model with provided information while self-reported
information level of individuals regarding organic products positively affect
WTP estimates only in the absence of information.

We also tested whether any significant difference in WTP estimates
across methods with ANOVA test, and then performed Bonferroni Post-hoc test
for multiple comparison. The findings revealed WTP estimates for nHCE and
nHCE-BDM treatment do not significantly differ from each other while WTP
estimates of the BDM experiment differ from the nHCE and nHCE-BDM
treatment significantly in both the absence and presence of information. In
nHCE and nHCE-BDM treatment, WTP estimates for attributes are quite
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similar while they are higher than the WTP estimates in the BDM experiment.
The higher WTP estimates in non-hypothetical choice experiments are
consistent with the findings of some other studies (Lusk and Schroeder, 2006;
Gracia et al., 2011; Alphonce and Alfnes, 2017). This difference may be
attributable to that the valuation techniques used to elicit individuals’
preferences are different (Lusk and Schroeder, 2006). Further, design effects or
specific context may play important roles in the WTP difference, and the effect
of excluding the opt-out option should be examined (Alphonce and Alfnes,
2017).

Information effect on WTP estimates was also tested for each elicitation
method. The provided information to the participants regarding the attributes of
the products had a significant impact on their estimates in the BDM experiment.
This conclusion might be attributable to that the WTP estimates in the BDM
experiment are direct bids of the participants. Therefore, individuals could
reflect their valuation clearer in their choices. Further, whether the prompted
information had a significant impact on individuals’ choices, the Wilcoxon
Signed Ranks Test for dependent samples was employed in the nHCE and
nHCE-BDM experiments. Further, we investigated the information effect for
pooled data in each elicitation method to see whether a significant difference
has occurred in WTP estimates for each attribute. For the model with
conventional choice experiment data, information significantly affects WTP
estimates of certification and price attributes. WTP estimates of non-certified,
health, environmentally friendly, and animal welfare attributes were not
affected by information that the subjects were presented. Further, we
investigated the information effect for pooled data in the BDM method to see
whether a significant difference has occurred in WTP estimates for each
attribute. For the model with BDM data for only chosen alternative, information
effect increased only the WTP estimates of health attribute.

The present study contributes to the organic food market in Turkey in

several aspects. First, we make a clear distinction between certified organic egg
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product and non-certified locally produced organic egg product since some
consumers prefer the products with an organic label by given public authority.
However, there are also some local producers operating in line with organic
principles that they do not play a part of this certification process, and some
consumers prefer to buy those products since they trust on their production
principle. The findings reveal that the WTP estimates do not significantly differ
between the two types of product in the nHCE and nHCE-BDM treatment.
However, the WTP estimates of non-certified locally produced organic product
significantly differ from the certified organic counterparts in the BDM
experiment.

Second, the prompted information related to the attributes of the product
plays a significant role in individuals’ valuations, and it increases the WTP
estimates in the BDM experiment. More specifically, the WTP estimate of
health attribute was considerably increased in the presence of information.

Third, we observed that individuals value health attribute at most
followed by animal welfare, and environmentally friendly attributes,
respectively, for the three elicitation methods. This result is consistent with the
participants’ perceptions regarding the attributes of the organic products asked
them at the beginning of the experiment. The attributes which are healthier,
chemical residual-free, and pure/natural were considered to be the most
important ones while the attributes which are more beneficial for underground
water, less carbon output, and more expensive were considered to be the least
important ones by the participants of the study. Animal-related attributes have
moderate importance for the participants.

One limitation of the study is that the sample of the study consists of the
university students, and the study was conducted within a laboratory and class
experiment context. However, conducting a field experiment to the real organic
consumers with their own money would give more realistic results. Therefore,

we tried to reduce the hypothetical bias by giving them real money for their
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purchasing decisions, and at the end of the experiment they could retain the
remaining budget and buy the actual product.
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B. THE QUESTIONNAIRE

Organik Gida Anketi

Degerli Katilimci,

Ekteki anket, bireylerin organik gida satin alma davranislarini incelemeyi
amaclamaktadir. Vereceginiz cevaplarin dogrulugu, calismamiz icin biiyiik
onem tagimaktadir. Isim vermeniz gerekmedigi gibi tiim cevaplariniz gizli
tutulacaktir. Calismanin sonuglari hakkinda bilgi taleplerinizi e-posta yoluyla
yapabilirsiniz.

Katkilarmiz i¢in tesekkiir ederiz.
Saygilarimizla,

Prof. Dr. Ozlem Ozdemir
yozlem@metu.edu.tr

Orta Dogu Teknik Universitesi
Isletme Boliimii

Ozge Ding Cavlak
Orta Dogu Teknik Universitesi
ozgedincoz@gmail.com

Not: Bu anketteki "organik" kavrami; yapay hormon ve giibre kullanmadan,
kimyasal katki maddesi olmadan yapilan; dogal giibreleme ve atalik tohumlarin
kullanildig1 gergek organik tarimi tanimlamaktadir.
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Boliim 1.

1.Yasmiz

Lyl

2.Cinsiyetiniz

[ ] Kadin | [ ] Erkek
3.Egitim Durumunuz

[ ] Ilkokul [ ] Ortaokul

[] Lise [ ] On Lisans

[] Lisans [ ] Yiiksek Lisans
[ ] Doktora [ ] Diger

4. Aylik hane halki geliriniz

[]0-3000TL

[]3001-6000TL

[]6001-9000TL

[ 19000TL tizeri

5. Medeni haliniz

[]Evli

| [ ] Bekar

6. Kag¢ cocugunuz var?

.....tane

7. Evde kag kisi yasiyorsunuz?

.. kisi

8. Ne siklikla yiyecek aligverisi yaptyorsunuz?

[ ] Hi¢ yapmiyorum

[ ] Ayda bir kez yapiyorum

[ ] Haftada bir kez yapiyorum

[ ] Haftada birkag kez yapiyorum

9. Liitfen agagidaki ifadelerden size uygun olanlari isaretleyin.

[ ] Yiyecek aligverislerini pazardan
yaparim

[ ] Yiyecek aligverislerini
siipermarketlerden yaparim

[ ] Yiyecek aligverislerini
hipermarketlerden yaparim

[ ] Yiyecek aligverislerini yerel
marketlerden yaparim

[ ] Yiyecek aligverisimi ekolojik,
organik, dogal ciftliklerden ve
marketlerden yaparim

[ ] Diger
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Boliim 2.

Liitfen agagidaki ifadelerden size en uy

gun olani isaretleyin

Q
=]
=)
g| E | 2 g
2 g
|2 E|ZE| _E|E |s¢&
=z 2| 5 s22| 22| g 9o 5 e 9
EE| E SE|SE| 22| & g2
2|3 |Es|25| 82|35 |53
¥ S| M ME|lzE | EE| M SV
Organik besin tiiketimi, sagligim i¢in yararlidir o o o o o o o
Organik besin tiiketimi, topragin ve yeralt1 sularinin o o o o o o o
kirlenmesini 6nler
Organik besin tiiketimi, atmosferdeki zararli gaz salinimini o o o o o o o
azaltir
Organik besinlerin tadi, organik olmayan besinlerden daha o o o o o o o
giizeldir
Organik besinler, organik olmayan besinlerden daha o o o o o o o
besleyicidir
Organik besin tiiketiminin ¢evremdeki insanlar arasinda o o o o o o o
yayginlagmaya bagladigini diistinityorum
Yakin ¢evrem, organik besin tiikketmemin sagligim igin 0 1o 1o 1o 1o 1o 1o
daha yararl oldugunu diisiiniir
Yakin ¢evrem, organik besin tiikketimi igin beni tesvik eder 0 1o 1o 1o 1o 1o 1o
Yakin gevrem, organik besin tiiketimi i¢in bana gerekli o o o o o o o
destegi saglar (para, zaman, bilgi)
Organik besin satin almak tamamen benim kontroliim o o o o o o o
altindadir
Organik besin satin almak istedigimde rahatlikla o o o o o o o
yapabilirim
Organik besin satin almak i¢in yeterli maddi giiciim vardir o o o o o o o
Organik besin satin almak i¢in yeterli zamanim vardir o o o o o o o
Organik besin satin almak istedigimde nereden alacagim o o o o o o o
konusunda tam bilgim ve farkindaligim vardir
Organik besin tiiketmem daha saglikli olmami saglar o o o o o o o
Daha saglikli olmam 6nemlidir o o o o o o o
Cevremdeki insanlar organik besin tiiketmem gerektigini o o o o o o o
diistiniir
S6z konusu sagligim oldugunda, ¢evremdeki insanlarin o o o o o o o
yapmam gerektigini diisiindiigii seyleri yapmak isterim
Organik besinlere erisimin zor olmasi, organik besin o o o o o o o
tilketmemi zorlastirir
Organik besinlere erisimin zor olma olasilig1 yiiksektir o 1o 1o o 1o o o
Yakin gelecekte organik besin tiikketmeyi diisiiniiyorum o) 1) 1) 1) 1) o o
Yakin gelecekte organik besin tiiketmeyi istiyorum o o o o o o o
Diizenli olarak organik besin tiiketirim o o o o o o o
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Boliim 3.

Liitfen asagidaki ifadelerden size en uygun olani isaretleyin

£ g 5

g g

w2 | & £ 58 E| E c &
=S| & S| ZE gl 2 g 5
== = S 5 = = s O <] e &
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Saghgimla ilgili konularda oldukga bilingliyim o o o o o o o

Daima saghgimla ilgili konularda endiselerim vardir o o o o o o o

Saglik durumumla ilgili sorumluluk bana aittir o o o o o o o

Yalnizca hasta oldugumda sagligim i¢in endigelenirim o o o o o o o

Hastaliks1z bir yasam siirmek, benim i¢in oldukca o o o o o o o

onemlidir

Sagligim, kendime ne kadar iyi baktigima baghdir

Hayat1 miimkiin oldugu kadar saglikli yasamak, benim igin o o o o o o o

oldukga 6nemlidir

Organik besin tiiketimi, kronik rahatsizliklar ve damar o o o o o o o

hastaliklarina yakalanma riskini azaltir

Organik besin tiiketimi, bazi kanser tiirlerinin goriilme 1o o o o o o o

riskini azaltir

Organik besin tiiketimi, ¢ocuklarda hormon bozuklugu o o o o o o o

goriilme riskini azaltir

Organik besin tiiketimi, cocuklarda 6grenme ve kavrama o o o o o o o

bozuklugu goriilme riskini azaltir

Organik besin tiiketimi, viicuda bir takim mineraller ve o o o o o o o

vitaminler saglar

Organik tarim, hayvan ve bitki sagligini dikkate alir o o o o o o o

Organik tarim, yapay giibre ve hormon kullanilmasini o o o o o o o

kisitlar

Giintimiizde pek ¢ok yiyecek kimyasal katki maddesi ve o o o o o o o

yapay giibre kalintisi igermektedir

Giiniimiizde pek ¢ok yiyecegin igine konan yapay katk1 o o o o o o o

maddeleri ve koruyucular konusunda oldukga endigeliyim

Son zamanlarda pek ¢ok yiyecegin kalitesi ve giivenilirligi o o o o o o o

konusunda endiselerim var

Organik besin satin aldigim kisilerin bu besinlerle ilgili o o o o o o o

taahhiitlerine giivenirim

Organik besin satin aldigim kisiler giivenilirdir o o o o o o o

Organik besin satin aldigim kisilerin diiriistliiiine ve etik o o o o o o o

anlayigina giivenirim
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C. THE EXPERIMENT

Organik Gida Anketi ve Deneyi

Degerli Katilimci,

Bu calisma, bireylerin organik gida i¢in 6demeye razi olduklar: fiyat1 dlgmeyi
amaclayan kisa bir anket ve ekonomik bir deneyi icermektedir. Vereceginiz
cevaplarin  dogrulugu, calismamiz icin biiyiik onem tasimaktadir. Isim
vermeniz gerekmedigi gibi tiim cevaplariniz gizli tutulacaktir. Caligmanin
sonuglart hakkinda bilgi taleplerinizi e-posta yoluyla yapabilirsiniz.

Katkilarmiz i¢in tesekkiir ederiz.
Saygilarimizla,

Prof. Dr. Ozlem Ozdemir
yozlem@metu.edu.tr

Orta Dogu Teknik Universitesi
Isletme Boliimii

Ozge Ding Cavlak
Orta Dogu Teknik Universitesi
ozgedincoz@gmail.com
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Boliim 1: Organik Uriin Algisi

1) Asagida organik iiriinlerle ilgili bir takim 6zellikler yer almaktadir. Liitfen
sizin i¢in 6onem derecelerini belirtiniz.
Hic Biraz Orta Son

onemli Onemli Dgrecede (-)E:ll;li perece
degil Onemli Onemli

Daha saglikl
Daha lezzetli

w
(65

Daha taze

Daha temiz

Daha saf ve dogal

Kimyasal barindirmayan

Katki maddesi barindirmayan

Besin degeri agisindan daha yiiksek

Daha ¢evre dostu

Hayvan refahina daha uygun

Toprak i¢in daha faydali

Yer alt1 sular1 i¢in daha faydali

Daha diisiik karbon salinimi

Daha pahali

GGG EGEEEEEE
NN (N (NN NN NN NN NN
W W (W w|w|w|w|w|w|w|w[w |w
B I S S T I S S I I - - - N Y
oo oo o o o o o o ot ot (ot

2) Liitfen organik tiriinler hakkinda sahip oldugunuz bilgi diizeyini degerlendirin.
(Higbir bilgimyok) 1 2 3 4 5 6 7 (Oldukga bilgiliyim)
3) Organik yumurta satin aliyor musunuz?
Evet o Hayir o
4) Cevabiniz evet ise, ne siklikla satin aliyorsunuz?
Her zaman o
Siklikla o
Bazen o

Nadiren o

5) Liitfen organik iiriin sertifikasina olan giiven diizeyinizi belirtin. (yuvarlak
icine aliniz)

(Hig giivenmiyorum) 1 2 3 4 5 6 7 (Son derece giiveniyorum)
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6) Kendinizi, genellikle risk almay1 seven mi yoksa riskten kacinan biri olarak mi
tanimlarsiniz? Liitfen 0 ve 10 arasinda risk alma diizeyinizi belirtin. (yuvarlak i¢gine
aliniz)

(risk almayisevmem) 0 1 2 3 4 5 6 7 8 9 10 (risk almay1 severim)

Boliim 2: Kisisel Bilgiler

1) Yas
2) Cinsiyet
Kadin [ Erkek [

3) Toplam Hanehalki Geliri (yaklasik olarak)

TL
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Boliim 3: Deney Aciklamalari

Bu boliimde farkli 6zelliklere sahip 10’lu paket yumurta {iriinii i¢in, sizlerden se¢im
yapmaniz istenecektir. Sizlere farkli senaryolar verilecek ve her bir senaryoda,
iriiniin farkli 6zellikleri farkli fiyatlarla yer alacaktir. Belirtilen 6zellikler disinda,
iirlinler diger 6zelikler bakimindan ayni varsayilacaktir (ayn1 renk, ayn1 boy gibi).

Iki farkli yumurta gesidi mevcuttur

o Sertifikali Organik Yumurta
e Organik, fakat sertifikasi olmayan, yerel olarak iiretilmis yumurta

Yumurta i¢in dort farkli 6zellik belirlenmistir
e Saglikh
e (Cevre dostu
e Hayvan refahina uygun

Fiyat (13 TL; 17 TL; 21 TL; 25 TL)

Deney Kurallari

e Katilimcilarin deney siiresince birbirleriyle konugmalari kesinlikle yasaktir.
e Katilimcilarin 6diilleri alabilmesi icin, tiim anket ve deney sorularim
eksiksiz olarak cevaplamalar1 gerekmektedir.

Odeme Mekanizmasi 1

e (Calismanin basinda, sizlere 100 TL degerinde bir biitge verilecektir.

e Her senaryonun baginda 100 TL’niz oldugunu farz edin.

e Tiim senaryolar1 cevapladiktan sonra, senaryolardan ve katilimcilardan
yalmizca biri rasgele olarak secilecektir.

e Secilen katilimci, belirlenen senaryoda yaptigi secime gore ddemesini
yapacak ve iiriiniinii satin alacaktir.

e [Eger lriinii satin almazsaniz — yumurta tiikketmediginiz ic¢in bir saghk
sorunu ile kars1 karsiya kalabilirsiniz. Bu durumda;

% Yaptiginiz segimlere gore belirlenecek bir olasilikla bir saglik
sorunu ile karsilasacaksimiz. Eger bu olasilik gerceklesirse 100
TL’lik bir saglik harcamaniz meydana gelecek ve biitcenizin
tamamin1 kaybedeceksiniz.
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e Liitfen gercek ddeme yapilacagini ve bu 6demenin size verilen biitgeden
yapilacagini unutmayin.
e Ayrica tiim katilimcilar, katilim 6diiliinti alacaktir.

Ornek Senaryo

SECENEK A SECENEK B SECENEK C
; : E -] A : i -
Uriin Ozellikleri
. Sertifikali Organik i i
Uretim Metodu g Organik, fakat sem"ﬁka-m .
olmayan, yerel olarak iiretilmis
Saghk Saglikli IKISINI DE
ALMIYORUM
Cevre Dostu Cevre Dostu
Hayvan Refahina
Uygun Hayvan Refahina Uygun
Fiyat 17TL 21TL
_ _ [

*liitfen seceneklerden yalmizca bir tanesini se¢in

Odeme Mekanizmasi 2

e (Calismanin basinda, sizlere 100 TL degerinde bir biit¢e verilecektir.

e Her senaryonun baginda 100 TL’niz oldugunu farz edin.

e Tiim senaryolar tamamlandiktan sonra, senaryolardan ve katilimcilardan
yalmizca biri rasgele olarak segilecektir.

e Rasgele rakam segen bir mekanizma kullanilarak, tercih edilen {iriin igin
Odenecek fiyat belirlenecektir.

e Uriin i¢in verdiginiz fiyat > Rasgele rakam — {iriin igin rasgele secilen
rakami1 6deyeceksiniz.

e Uriin i¢in verdiginiz fiyat < Rasgele rakam —  {iriinii satin
alamayacaksiniz.
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Eger {irlinii satin alamazsaniz — yumurta tiiketmediginiz i¢in belirli bir
olasilikla bir saglik sorunu ile karsi karsiya kalabilirsiniz. Bu olasilik
yapacaginiz se¢ime gore belirlenecektir.

Ayrica tiim katilimeilar, katilim 6diiliinii alacaktir.

Mekanizmay1 daha iyi anlamak igin, litfen asagidaki 6rnegi inceleyin.
Unutmamaniz gereken 6nemli bir nokta: Eger ¢cok diisiik fiyat verirseniz
irinii  satin  alamayabilirsiniz ve bu durumda bir hastalikla
karsilasabilirsiniz. Cok yiiksek fiyat verirseniz iirlinli hak ettiginden daha
yiiksek fiyattan satin almak durumunda kalabilirsiniz. Bu nedenle, lLitfen
iriiniin hak ettigini diislindiigiiniiz gercek fiyatin1 verin.

Ornek Senaryo

SECENEK A SECENEK B SECENEK C
A& ) “ )
Uriin Ozellikleri &sj &‘j
. Sertifikalt Organik Organik, fakat sertifikasi
Uretim Metodu olmayan, yerel olarak
tiretilmis
IKISINI DE
« ALMIYORUM
Saghk Saglikls
Cevre Dostu
Cevre Dostu
Hayvan Refahina
Uygun Hayvan Refahina Uygun
Fiyat 17TL 21TL
[ ] _

*liitfen seceneklerden yalmizca bir tanesini secin

Odeme Mekanizmasi 3

Calismanin basinda, sizlere 100 TL degerinde bir biit¢e verilecektir.

Her senaryonun baginda 100 TL’niz oldugunu farz edin.

Tiim senaryolar tamamlandiktan sonra, senaryolardan ve katilimcilardan
yalmizca biri rasgele olarak secilecektir.

Rasgele rakam secen bir mekanizma kullanilarak, tercih edilen iiriin i¢in
Odenecek fiyat belirlenecektir:
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e Uriin igin verdiginiz fiyat > Rasgele rakam — iiriin igin rasgele segilen
rakami1 6deyeceksiniz.

e Uriin i¢in verdiginiz fiyat < Rasgele rakam —  {iriinii satin
alamayacaksiniz.

e Eger lirlini satin alamazsaniz — yumurta tiiketmediginiz i¢in belirli bir
olasilikla bir saglik sorunu ile karsi karsiya kalabilirsiniz. Bu olasilik
yapacaginiz se¢ime gore belirlenecektir.

e Ayrica tiim katilimcilar, katilim 6diiliinti alacaktir.

e Mekanizmay1 daha iyi anlamak igin, liitfen asagidaki Ornegi inceleyin.
Unutmamamz gereken énemli bir nokta: Eger cok diisiik fiyat verirseniz
irini  satin alamayabilirsiniz ve bu durumda bir hastalikla
karsilasabilirsiniz. Cok yiiksek fiyat verirseniz iirlinli hak ettiginden daha

yiiksek fiyattan satin almak durumunda kalabilirsiniz. Bu nedenle, liitfen
tirtinlin hak ettigini disiindiiglintiz gergek fiyatini verin.

Ornek Senaryo

SECENEK A SECENEK B SECENEK C
“ : E )E J “ : ﬁ )
Uriin Ozellikleri
.. Sertifikalt Organik i i
Uretim Metodu g Organik, fakat sertlnﬁka'm .
olmayan, yerel olarak iretilmis
Saghk Saglikh IKiSINI DE
ALMIYORUM

Cevre Dostu Cevre Dostu

Hayvan Refahina

Uygun Hayvan Refahina Uygun

Fiyat TL TL

] _J _
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Organik Uriinler Hakkinda Verilen Bilgi

Sertifikali Organik

Organik {iiretim, sentetik giibre, tarim ilact kalintist ve yapay hormon
kullanilmadan yapilan iiretimi ifade eder. Uretimde genetigiyle oynanmis
tohumlar kullanilmaz. Sertifikali organik iirlinlerin {izerinde, Tarim, Gida ve
Hayvancilik Bakanligi’nin belirledigi kuruluslar tarafindan verilen organik tarim
logosu bulunmaktadir.

Organik, fakat sertifikas1 olmayan yerel olarak iiretilmis

Organik iretim, sentetik giibre, tarim ilact kalintisi ve yapay hormon
kullanilmadan yapilan iiretimi ifade eder. Uretimde genetigiyle oynanmis
tohumlar kullamlmaz. Uretimde atalik yerli tohumlar kullanilir. Uretim,
genellikle, yerel ciftliklerde yapilir. Organik sertifikalar1 yoktur, fakat iiretim
prensipleri, organik iiretim prensipleriyle ortiigiir. Tiiketicilerin, yerel {iretim
yapan ¢iftliklere giderek iiretim asamalarini izleme firsatlar1 vardir.

Saghklh

Organik besin tiiketimi genel olarak kronik ve damar hastaliklari, baz1 kanser
tiirleri, ¢ocuklarda hormon bozuklugu ve 6grenme giicliigli risklerini azaltir.
Ayrica, viicuda mineral ve vitamin saglar. Organik yumurta 6zelinde ise, yiiksek
oranda omega 3, A ve E vitaminleri igererek kalp ve damar sistemi i¢in fayda
saglar.

Cevre Dostu

Organik tliretim esnasinda yapay hormon ve kimyasal kullanimi kisitlandigi i¢in,
cevre kirliligi riski azalir. Atmosferdeki karbon salinimi azalir. Boylelikle
kiiresel 1sinma riski azalir.

Hayvan Refahina Uygun

Organik prensiplere uygun olarak yetistirilen hayvanlara biiylime hormonu ve
antibiyotikler verilmez. Bu hayvanlar, organik yemlerle beslenir. Yasam sartlari
hayvan saglig1 ve dogal davranislarina uygun olmalidir. Onlar i¢in temiz hava
ve glines 15181 ulasilir olmali, ayrica tireme ortamlari elverisli olmalidir. Organik
yumurta iireten tavuklar, hem kiimes i¢ci hem kiimes dis1 alanlarda Ozgiirce
dolasabilen tavuklardir.
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E. TURKISH SUMMARY/ TURKCE OZET

Diinya niifusundaki hizli artis nedeniyle, bireylerin gida ihtiyaglarinda
onemli bir artis meydana gelmistir. Bu ihtiyaglar1 karsilamak amaciyla tarim
sektoriinde genellikle konvansiyonel (alisilagelmis) yontemler tercih edilmis, bu
sayede tarimda verimliligi artirarak daha fazla {iriin elde edilmesi amag¢lanmaistir.
Yapay giibre ve hormon kullaniminin yan1 sira, pestisit ad1 verilen tarim ilaglarinin
kullanilmasiyla tiretim miktarlarinda artis saglanmis, fakat bu iriinlerin insan
saghigmi ciddi bir sekilde tehdit ettigi, yapilan arastirmalar sonucunda ortaya
konmustur (Forget vd., 1990; Metcalf, 1970; Ault, 1989; Igbedioh, 1991; More,
2003). Bunun yan1 sira, konvansiyonel tarimda kullanilan pestisitler, kimyasallar
ve yapay glibreler, yer alt1 sularinin ve topragin zarar gérmesine neden olmakta ve
atmosferdeki sera gazi salinimini arttirarak iklim degisikligine yol agmaktadir
(Mendelsohn ve Williams, 2006). Konvansiyonel tarimda kullanilan kimyasallar
ve pestisitler nedeniyle, ekosistemin ve canli cesitliliginin olumsuz ydénde
etkilendigi, yapilan ¢alismalarla ortaya konmustur (Fuller vd., 2005; Firbank vd.,
2007). Konvansiyonel {iretimin  potansiyel zararlar1 g6z  Oniinde
bulunduruldugunda, gida giivenligi kavrami hem organizmalar hem de cevre
sagligl i¢in yasamsal bir onem arz etmektedir. Bu nedenle, bu yontemlere alternatif
olarak, siirdiiriilebilir tarim yontemleri gelistirilmeye baslanmistir. Bu kapsamda,
diinyanin ¢esitli yerlerinde kullanilan, organik tarim, biyo- dinamik tarim, toprak
islemesiz tarim, kent ve kent ¢evresi tarimi, dogal tarim, eko-tarim, kalic1 tarim,
entegre tarim sistemleri ve yiizen ciftlikler olarak siralanabilecek siirdiiriilebilir
tarim yontemleri yayginlasmaya baslamistir (Fukuoka, 1985; Sachchidananda ve
Rajiv, 1999). Siirdiirtilebilir tarim yontemlerinden biri olarak diinyanin pek ¢ok
yerinde uygulanan organik tarim, topragin, suyun, ekosistemin ve insanlarin
sagligint koruyan ve siirdiiren bir iiretim sistemini ifade etmektedir. Bu bilgiler
dogrultusunda, pek ¢ok kurulus, organik tarimin ne anlama geldigini, amacin ve

hangi prensiplerle yapildigin1 ortaya koyan caligmalarda bulunmustur. Avrupa
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Komisyonu Tarim ve Yerel Gelisim Direktorliigii’niin tanimina gore, organik
tarim, bitki ndbetlesmesi, yesil glibre, kompost, biyolojik zararli kontroliinii i¢eren
ve toprak iiretkenligini saglamada mekanik islemeye dayanan; sentetik giibre,
pestisit, hormon, hayvan yem katkilar1 ve genetigi degistirilmis organizmalarin
kullanimini reddeden veya sinirlayan bir tarim yontemidir. Organik tarimda toprak
ve su gibi dogal ¢evrenin tarim eliyle kirletilmesini engellemek, temiz malzeme ve
teknikler kullanilarak iiretilen tarim {iriinleri ile insan, hayvan ve ¢evrenin sagligi
iizerinde olumlu katki saglamak amaclanir. Organik tarim, topragin yapisina zarar
vermeden, hayvansal ve bitkisel iiretimi bir biitiin olarak 6n goren, toprak ve su
kaynaklarmin korunmasini esas alan, isletme igerisinden saglanan girdileri
kullanmay1 hedefleyen en son bilgi ve teknolojiden yararlanarak, tohumdan
topraga, girdiden islemeye kadar belirli kurallar dahilinde denetim ve
belgelendirmeyi gerektiren bir liretim sistemidir. Ayrica, siirdiiriilebilir bir
ekosistem, tiim canlilar i¢in hakkaniyet, sosyal adalet ve beseri iliskiler anlayis1 ile
birlikte, ayn1 zamanda bir yasam bi¢imidir (TC Gida, Tarim ve Hayvancilik
Bakanligi, Tiirkiye Organik Tarim Stratejik Plani, 2012-2016). Bunun yani sira,
organik tarim, topragin, ekosistemin ve insanlarin sagligini koruyan ve siirdiiren
bir liretim sistemi olarak tanimlanmaktadir. Ayrica, olumsuz etkilere neden olan
girdiler kullanmak yerine, yerel sartlara uyum saglayan ekolojik stireglere, biyo-
cesitlilige ve dongiilere dayanmaktadir. Gelenekleri, inovasyonu ve bilimi, ortak
cevreye yarar saglamak amaciyla kaynastirmaktadir. Hakkaniyeti ve yiiksek
kaliteli bir yasami desteklemeyi amaglamaktadir (Uluslararast Organik Tarim
Hareketleri Federasyonu, 2017).

Organik uygulamalarin bu prensiplerinin, insanlar, diger organizmalar ve
cevre i¢in pek ¢ok yarar sagladigi yapilan ¢esitli aragtirmalarla ortaya konmaktadir.
Organik gida tiiketiminin, yiiksek oranda C vitamini, magnezyum, demir ve fosfor
gibi vitamin ve mineral sagladigi ortaya konmus (Crinnion, 2010), bunun yani sira,
hodgkin dis1 lenfoma (Bradbury vd., 2014), obezite ve kardiyovaskiiler hastalik
risklerini azalttig1 saptanmistir (Forman ve Silverstein, 2012). Ayn1 zamanda,

organik besinlerin, diisiik oranda nitrat icermesi nedeniyle sindirim sistemi ile ilgili
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kanser riskini azalttigr (Williams, 2002) ve organik besinlerin yliksek oranda fenol
icermesi nedeniyle antioksidan etkisine sahip oldugu goriilmiistir (Asami vd.,
2003). Bunun yam sira, iiretim sirasinda genetigi degistirilmis organizmalar
kullanilmadig1 i¢in gida kaynakli hastaliklara daha az rastlanmaktadir. Organik
tarimin, minimum diizeyde kullanilan pestisitler (bakteriyel toksin, bakir siilfat,
zirai kiikiirt) nedeniyle sera gazi salinimini azaltarak iklim degisikligini engelledigi
ve ¢evre korumasina katki sagladigi gozlenmektedir (Birlesmis Milletler Tarim ve
Gida Orgiitii, 2017). Bunun yani sira, organik tarimin esas1 olan ndbetlese ekim,
birlikte ekme, erozyon ortii bitkileri, organik gilibre ve minimum diizeyde toprak
stirme gibi faaliyetler, toprak hayvanlarimi ve bitkilerini korumakta, toprak
formasyonunu ve yapisint gelistirmekte ve daha istikrarli bir sistem meydana
getirmektedir. Bununla birlikte, besin ve enerji doniisiimii saglanarak topragin
besin tutma giicii arttirilmakta, bu da toprak erozyonu yonetiminde énemli bir rol
oynamaktadir. Boylelikle, topragin biyo-gesitliligi arttirilarak ve besin kayiplari
azaltilarak, topragin verimliligi 6nemli 6l¢lide arttirilmaktadir (Birlesmis Milletler
Tarrm ve Gida Orgiitii, 2017). Konvansiyonel yontemler kullanilan tarim
alanlarinda, yapay giibre ve pestisit kullanimlari nedeniyle yeralt1 sularinda
goriilen kirlilik 6nemli bir sorun teskil etmektedir. Buna karsin, organik tarimda
kullanilan organik giibre, hayvan giibresi ve yesil giibre sayesinde biyo-¢esitlilik
saglanmakta ve boylelikle su, topraga etkin bir bi¢cimde gecebilmektedir. Bu
sayede, yeralt1 sularinin kirlenme riski de 6nemli dl¢iide azalmaktadir (Birlesmis
Milletler Tarim ve Gida Orgiitii, 2017).

Bir¢ok tiiketici, organik olarak yetistirilen gidalarin konvensiyonel
muadillerinden daha giivenli ve daha saglikli olduguna inanmaktadir (Jolly vd.,
1989). Dahasi, saglik ve gida giivenligi ile ilgili endiselerin yant sira, ¢evre bilinci
insanlar1 konvansiyonel tarim yontemlerini sorgulamaya yonlendirmektedir (Saba
ve Messina, 2003). Bu nedenle, organik tiikketimin yararlarindan ve konvansiyonel
yontemlerin dezavantajlarindan haberdar olan bireyler, 6zellikle saglik ve gida
giivenligi  endiseleri nedeniyle beslenme aligkanliklarini  degistirmeye

baslamiglardir. Tiiketiciler, tiiketim aligkanliklarini degistirerek, daha dogal, daha
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saglikli ve ¢evreye duyarli liriinlere dogru yonelmekte ve ¢cogunlukla bu tirtinleri,
organik ciftlikler, pazarlar ve yerel marketlerden almayi tercih etmektedirler.
Tiiketicilerin bu degisen yonelimi, diinyanin ¢esitli yerlerinde organik
uygulamalarin hizla benimsenmesine neden olmakta ve organik iiriin tiikketim
oranlar tiim diinyada artmaya baslamaktadir. Avrupa iilkelerindeki organik {iriin
tilketimi incelendiginde, kisi basina diisen tiiketimin en yiiksek oldugu tilkeler,
Isvigre (262,2 Euro), Danimarka (190,7 Euro), Isve¢ (177,1 Euro), Liiksemburg
(170 Euro), Lichtenstein (142,4 Euro), Avusturya (127 Euro), Almanya (105,9
Euro), Fransa (83,3 Euro), Norveg (68,1 Euro) ve Hollanda (63,4 Euro) olarak
goriilmektedir (Willer ve Lernoud, 2017). Ayrica, ABD'de de organik tiiketim
oranlar1 artis egilimindedir. Gida Pazarlama Enstitiisi'niin (2006) yayimladigi
rapora gore, 2001 yilinda ABD’li tiiketicilerin yiizde 44°t organik gida satin
alirken, bu oran 2006'da yiizde 51°dir. Ancak, diinya genelinde organik iiriin
tiikketimin oranlarinda goriilen artisin aksine, Tiirkiye'de organik tiiketim oldukga
siirl kalmaktadir. Ekolojik Tarim Orgiitii, 2015 yilinda Tiirkiye’de kisi basina
diisen organik {iriin tiiketiminin, 1 Euro’nun altinda oldugunu aciklamistir.
Tiirkiye, sahip oldugu ekilebilir araziler ve dinamik isgiicii ile organik iiretim i¢in
yeterli liretim olanaklarina sahiptir, ancak organik {iretiminin biiyiik bir boliimiinii
basta ABD, Kanada, Avustralya, Irak, Isvicre ve Japonya olmak iizere dis iilkelere
ihra¢ etmektedir (USDA Foreign Agricultural Service, 2016). Organik iiretimin
ylizde 80-85’1 ihrag edilirken, sadece ylizde 15-20'si i¢ pazarda kalmaktadir (Willer
ve Lernoud, 2017). Mevcut olanaklara ragmen, i¢ pazardaki yetersiz organik
tikketim diizeyi, lilke halkinin endiistri, ekonomi ve refahi i¢in oldukca 6nemli bir
sorun haline gelmektedir. Bu nedenle, bu ¢alisma, temel olarak olarak bireylerin
organik gida satinalma davraniglarini, psikolojik bir model gelistirerek agiklamay1
ve bireylerin organik gida tiiketimini i¢ pazarda da artirmay1 amaglamaktadir.
Organik tarim ve iiriin tiretimi son yillarda oldukc¢a hizl1 bir sekilde biiylime
gostermis ve diinyanin pek ¢ok yerinde yayginlasmaya baslamistir. Bireylerin
hangi nedenlerle organik {irlinlere yoneldigi ve bireylerin organik tirlinleri tercih

etmelerinde rol oynayan faktorleri ortaya koyan pek cok g¢alisma mevcuttur.
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Literatiir taramasinda, bireylerin organik gida satinalma davranislari, cesitli
modelleri, bireysel faktorleri, durumsal faktorleri, ¢evre ile ilgili faktorleri ve
sosyodemografik faktorleri ele alarak Onemli o6l¢iide incelenmistir. Mevcut
literatiir, miimkiin oldugunca detayli bir sekilde incelenmeye calisilmakta ve ¢esitli
caligmalarin sonuglar1 tartisilmaktadir. Aertens vd. (2009), organik iiriin
tikketiminin kisisel belirleyicileri adli makalelerinde oldukca genis bir literatiir
incelemesi yaparak, bu faktorleri planlanmis davranig teorisi ve deger teorisi
cergevesinde incelemislerdir. Planlanmis davranis teorisi (Ajzen, 1991), davranisa
kars1 tutum, 6znel normlar ve algilanan davranigsal kontrol boyutlarini, davranisi
gerceklestirmeye yonelik niyetin belirleyicileri olarak ifade eden bir model olarak
gelistirilmistir. Ornegin, Saba ve Messina (2003) bireylerin, organik meyve ve
sebze tiikketimine yonelik tutum ve inanglarini inceleyen bir anket ¢alismasi
gerceklestirmisler ve arastirmanin bulgulari, organik tirlinlere karsi olan tutumun
organik meyve ve sebze tiiketiminde dnemli bir faktér oldugunu ortaya koymustur.
Ayrica, organik meyve ve sebze tiikketimine yonelik olumlu tutum takinan
bireylerin, bu iirlinleri daha saglikli, cevre dostu ve daha lezzetli buldugu
goriilmistlir. Zagata (2012), Cek Cumhuriyeti’nde yliriittiigli calismasinda,
organik tiriinlerin bireylerin sagligina olumlu etkileri olduguna dair inanglari, ¢evre
dostu tiretim yapilmasi ve organik iirlinlerin tadinin daha iy1 olmasi gibi nedenlerle,
bireylerin organik {riin tiiketimi davranig1 gosterdiklerini ortaya koymaktadir.
Bunun yan sira, bireylerin organik iiriin davranisini, planlanmis davranis teorisi
cercevesinde inceleyerek, niyetin en dnemli belirleyicilerinin davranisa karsi tutum
ve sosyal normlar oldugunu gostermistir.

Bu caligmalarin yani sira, deger teorisi (Rokeach, 1973; Schwartz, 1992),
bireylerin organik iiriin tiiketimini agiklamada siklikla kullanilmaktadir.
Degerlerin, bireylerin kavramsal sistemleriyle baglantis1 olmasi nedeniyle
tutumlarla karsilastirildiginda daha istikrarli oldugu belirtilmis (Rokeach, 1973) ve
diinyanin her yerindeki farkli kiiltiirler dikkate alinarak on farkli deger (giic, basari,
hazcilik, uyarilim, 6zyonelim, evrenselcilik, iyilikseverlik, geleneksellik, uyma ve

giivenlik) olusturulmustur (Schwartz, 1992). Yapilan pek ¢ok calismada, giivenlik
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degeriyle dogrudan iliskisi olan saglik tutumunun, organik {iriin satin almay1 pozitif
yonde etkiledigi goriilmektedir (Schifferstein ve Oude Ophuis, 1998; Harper ve
Makatouni, 2002; Gracia ve de Magistris, 2007).

Bunun yant sira, saglik inang modelinin (Rosenstock vd., 1988) bireylerin
organik iirlin satin alma davranisina etkilerini inceleyen bir calisma, yarar algisinin,
0z etkililigin ve engel algisinin, bireylerin organik {iriin kullanma istegi tizerinde
onemli etkileri oldugunu ortaya koymaktadir (Yazdanpanah vd., 2015).

Planlanmis davranis teorisi, saglik inang modeli ve deger teorilerinin yani
sira, organik {iriin satinalma davranisini etkileyen pek cok faktér mevcuttur.
Schwartz (1973)’a gore, bireyin kendini belirli bir yonde davranisa ikna etmesine
karsilik gelen kisisel normlar, bireylerin belirli bir davranis géstermesinde sosyal
normlara gore daha etkili olmaktadir. Thogersen ve Olander (2006), tutum-norm-
davranis iligkisini inceledigi ¢alismasinda kisisel normlarin organik {iriin satinalma
davranis1 tlizerindeki giicli arttikca ve tiiketicilerin organik {iriinlerin pahali
olduguna iliskin algilar1 azaldikga, organik {iriin satinalma olasiliklarinin arttigini
iddia etmislerdir. Bunun yani sira, Dean vd. (2008) tiiketicilerin ahlaki
kaygilarinin, organik elma ve organik pizza satin almaya dair niyetlerine olan
etkisini aragtirmiglardir. Arastirmaninin bulgulari, pozitif ahlak unsurunun, her iki
irlinii satinalma niyetini 6nemli 6l¢iide belirledigini ortaya koymustur.

Organik Uriin satinalma davranisinda psikografik faktorlerin yani sira,
sosyoekonomik faktorler de yapilan pek ¢ok ¢alismada ele alinmistir. Gracia ve de
Magistris (2007), organik {irlin satin almada etkili olan faktorleri arastirdiklari
caligmalarinda, gelirin ve organik iiriin bilgisinin, organik {iriin satin almay1 pozitif
yonde etkiledigini ortaya koymuslardir. Bunun yani sira, cinsiyetin, organik iiriin
satin almada 6nemli rol oynadigi, yapilan pek ¢ok calismayla goriilmektedir. Buna
gore, kadinlarin saglik ve gevre kaygisinin erkeklere oranla daha yiiksek oldugu
goriilmiis ve bu kayginin organik {irtine yonelik pozitif tutumu arttirdig
belirtilmistir (Lea ve Worsley, 2005; Stobbelaar vd., 2007). Ayrica, sahip olunan
cocuk sayist da organik iirlin satinalma davranisini etkileyen 6nemli bir faktor

olarak ortaya konmaktadir. Arastirma sonuglari, cocuk sahibi olan ailelerin daha
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fazla organik iirlin satin alma egiliminde olduklarimi belirterek, (McEachern ve
Willock, 2004; Freyer ve Haberkorn; 2008; Yue vd., 2008) ¢ocuk sahibi annelerin
beslenme aligkanliklarini degistirerek, cocuklarinin sagliklarini koruma giidiistiyle
organik {irlin satin alma davranis1 gosterdiklerini ortaya koymaktadir (Riefer ve
Hamm, 2008). Bunlarin yam sira, yapilan ¢alismalar, yas degiskenin de organik
iirlin satin almada 6nemli bir etken oldugunu gostermektedir. Buna gore, Mintel
(2000), Birlesik Krallik 6zelinde yaptigi calismasinda, en ¢ok 45-54 yas arasi
bireylerin organik sebze satinalma davramisi gosterdiklerini ileri siirerken,
Magnusson vd. (2001), en ¢ok 18-25 yas grubunun organik iirlin satin almaya
yonelik pozitif tutum sergilediklerini ortaya koymaktadir. Son olarak, bireylerin
egitim diizeyinin organik iirlin satinalma davranisi tizerinde etkili oldugunu ileri
stiren bir takim calismalar yapilmis olmakla birlikte birbirine karsit iki goriis
mevcuttur. Bazi ¢alismalar, egitim diizeyi ve organik {iriin tiiketimi arasinda pozitif
iliski oldugunu ileri siirerken (Jolly, 1991), iki degisken arasinda negatif iliski
oldugunu siiren caligmalar da mevcuttur (Thompson ve Kidwell, 1998).

Bu calisma, temel olarak organik gida satinalma davranisin1 6ngoérmede
daha kapsamli bir psikolojik model gelistirmeyi amaglamaktadir. Bu dogrultuda,
planlanmis  davranis teorisi temel alinarak, modelin  genisletilmesi
amaclanmaktadir. Planlanmis davranis teorisi, akla dayali davranis teorisinden
yola ¢ikilarak, insan davraniglarini anlamayi ve agiklamay1 amaglayan bir teoridir.
Bu nedenle, Oncelikle akla dayali davranis teorisi incelenecektir. Akla dayali
davranis teorisi (Fishbein ve Ajzen, 1975), insan davraniglarinin, davranisa karsi
tutumun ve Oznel (sosyal) normlarin bir fonksiyonu olan davranigsal niyetler
tarafindan yonlendirildigini ileri stirmektedir. Fishbein ve Ajzen (1975), davranisa
karst tutumu, bireyin davranigla ilgili olumlu ya da olumsuz duygular1 olarak
tanimlamaktadir. Bu  tutum, bireyin, olaym sonuglart  hakkindaki
degerlendirmesinin  yan1  sira, bu sonuglarin istenilebilirligi  yoluyla
belirlenmektedir. Oznel normlar ise, bireyin ilgili davranis1 gergeklestirmesiyle
ilgili  olarak, diger insanlarin diislincelerini dikkate almasi olarak

tanimlanmaktadir. Bdylelikle, davranisa karsi tutum ve Oznel normlar, fiili
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davranisin temsilcisi olan davranigsal niyeti olusturmaktadir. Oldukg¢a iyi
yapilandirilmis olmasma ragmen, akla dayali davranis teorisinde bir takim
sinirlamalar da mevcuttur. Bunlardan ilki, tutumlar ve normlar arasindaki gegis
riskidir. Bazi durumlarda, tutumlar norm, normlar da tutum olarak
algilanabilmektedir. Bagka bir kisit ise, sinirsiz hareketle sonuglanabilecek olan,
niyetin davranis olarak kabul edilmesidir. Diger bir deyisle, bireylerin ilgili
davranis1 gerceklestireceklerini ileri stirerken, sinirsiz bir yetenege ve zamana
sahip olduklarin1 farz ederek karar vermeleridir. Bunun yami sira, akla dayali
davranigs teorisi, bireylerin davranislarinin tamamen goniilli  oldugunu
varsaymaktadir, fakat her davranis goniillii ve bireyin kendi kontrolii altinda
gerceklesmemektedir. Bu kisitlar dogrultusunda, akla dayali davranig teorisi
genisletilerek, planlanmis davranig teorisi gelistirilmistir (Ajzen, 1991).
Planlanmis davranig teorisi, ancak belirlenen davranis kasitli ise bireylerin
davranislarin1 tahmin edebilmektedir. Ayrica, bu teori, tutumlarin, sosyal
normlarin ve algilanan davranigsal kontroliin bir fonksiyonu olan davranigsal
niyetin, fiili davranis1 yonlendirdigini ortaya koymaktadir. Bu ¢ercevede; davranis,
bireylerin gerceklestirme ya da gerceklestirmeme segenegine sahip olduklari
hareket olarak tanimlanmistir. Kasit ya da niyet, davranis ile ayn1 anlama gelmez
fakat davranisi1 tahmin etmede, kasit, davranisin bir temsilcisi olarak
kullanilabilmektedir; davranisa yonelik tutum (davranigsal inanglar ve sonug
degerlendirmesi), bireyin davranig hakkinda yaptig1 genel bir degerlendirme olarak
tanimlanmaktadir. Bunun yami sira, bireyin, davranisin sonuglartyla ilgili
inanglarin1 ve davranisin sonuglariyla ilgili olarak olumlu ya da olumsuz
degerlendirmelerini icermektedir; sosyal normlar (normatif inanglar ve raz1 olma
giidiisii), bireyin davranisi gergeklestirirken, etrafindaki insanlarin kendisinin nasil
davranmasini beklediklerine yonelik sosyal baskiyr ifade etmektedir; algilanan
davranigsal kontrol (kontrol edilen inanglar ve etkileri), bireylerin davranis
iizerinde sahip olduklar1 kontrolii ve davranis1 gergeklestirip gergeklestirememe

konusundaki yeteneklerine olan giiveni ifade etmektedir.
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Bu dogrultuda, mevcut ¢alisma, bireylerin organik gida satin alma
davraniglarini, en bilinen psikolojik modellerden biri olan Planlanmis Davranig
Teorisi kapsaminda, modele geri plan faktorler dahil ederek, ayrintili bir bigimde
incelemeyi amaglamaktadir. Model, gida giivenligi endisesi, giiven, saglik bilinci,
bireylerin organik gidalar hakkinda sahip olduklar1 bilgiler ve sosyo-demografik
ozellikleri geri plan faktorler olarak ele alacak sekilde genisletilmistir. Boylelikle,
bireylerin organik gida satmmalma davranigint yordayan faktorler ortaya
konabilecektir. Ayrica, bu degiskenlerin davranis lizerindeki araci ve diizenleyici
rollerinin incelenmesi amaglanmaktadir. Baz1 degiskenler davranis {izerinde hem
dogrudan hem de dolayli etkilere sahip olabileceginden, bu iliskileri incelemek,
fiilli davranisi agiklamanin daha iyi anlasilmasini saglamaktadir. Boylelikle,
organik gida satinalma kararlarinda bireylerin motivasyonlar1 hakkinda daha derin
bir anlayis elde edilebilecektir. Ayrica, bireylerin psikolojik karar verme
stireclerini anlamak, politika yapicilarin i¢ pazarda organik gida tiikketimini tesvik
edebilecek gerekli miidahaleleri yapmalarmi saglamaktadir. Organik gida
tiketimindeki artis, lilke genelinde sosyal bir etki yaratarak, organik tretim
faaliyetlerinin tetiklenmesi hedeflenmektedir.

Caligma ayrica politika yapicilar igin  bazi  Oneriler sunmay1
amaglamaktadir. Mevcut calisma, bireylerin organik iirtinlerle ilgili algilarim ve
bireylerin, davraniglar {izerindeki baz1 kisisel, durumsal ve gevresel faktorlerin
etkilerini ortaya koymaktadir. Boylelikle, davranisi etkileyen psikografik, sosyo-
ekonomik ve durumsal faktorler, ayrintili olarak anlagilabilecek, bireyleri organik
iirlin tiiketimi konusunda motive eden ve organik {iriin tiikketmelerini engelleyen
faktorler ayrintili olarak anlasilabilecektir. Boylelikle, hem devlet hem de 6zel
sektor tarafindan alinmasi gereken eylemler, gerekli miidahalelerin gelistirilmesi
icin belirlenebilecek ve bireyleri organik iiriin satinalmaya motive eden faktorler
iizerinde yogunlasilarak, konvansiyonel gidalardan organik muadillerine gecis
yapilabilecektir. Dolayisiyla, bireylerin organik gida satinalma davranislari,

genisletilmis model sayesinde, daha detayli olarak anlasilabilecektir.
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Orta Dogu Teknik Universitesi calisanlarma (akademik, idari, teknokent)
uygulanan anket calismasi sonucunda, organik kavraminin, tarim kimyasallarinin,
sentetik giibrenin ve hormonlarin ¢ogunlukla reddedildigi, atalik tohumlarla
yapilan organik faaliyetleri tanimladigini géstermektedir. Bu nedenle, bu ¢alisma,
bahsedilen organik gida tanimini benimseyen bireyleri hedeflemektedir. Bu
dogrultuda, Tiirkiye Nazilli ilinde faaliyet gosteren, yerel bir ¢iftlik olan Ipek
Hanim Ciftligi misterilerine web tabanli bir anket uygulanmistir.

Anketin baglantis1 tiim miisterilere gonderilmis ve 594 kisi iki hafta i¢inde
anket sorularin1 yanitlamistir. Anket iki boliimden olusmaktadir. Birinci boliimde,
katilimeilara sosyo-demografik bilgileri (yas, cinsiyet, egitim diizeyi, hanehalk1
geliri, medeni durum ve aile yapisi); gida satinalma aligkanliklari (siipermarketler,
hipermarketler, marketler, yerel pazarlar, ekolojik veya organik ¢iftlikler); ve gida
satin alma sikliklar1 sorulmaktadir. Ikinci béliimde, katilimeilarm organik gida ile
ilgili tutum, 6znel norm, algilanan davranigsal kontrol, niyet, inang, giiven, gida
giivenligi endisesi, saglik bilinci ve organik {irtinler hakkindaki bilgi diizeyleriyle
ilgili bir takim sorular, yedili Likert tipi Olgek kullanilarak (1=kesinlikle
katilmiyorum; 7=tamamen katiliyorum) sorulmaktadir.

Orneklem 523 kadin ve 71 erkek katilimcidan olusmakta olup, yas
ortalamas1 42,31'dir. Orneklemin yarisindan fazlasmin (yiizde 54,9) hanehalki
geliri 9.000 TL'den yiiksektir. Evli katilimcilarin orani yiizde 84,7 iken
katilimcilarin yiizde 15,3'i bekardir. Katilimeilarin biiylik bir bolimii yiiksek
egitime sahiptir. Katilimeilarin yiizde 53,9'u lisans derecesine sahip, katilimeilarin
ylizde 25,9'u yiiksek lisans ve yiizde 9,8'1 doktora derecesine sahiptir.
Katilimeilarin ortalama ¢ocuk sayisi 1,10 iken, ortalama hanede yasayan kisi sayisi
3,06'dir. Katilimcilarin biiylik cogunlugu, genellikle gida aligverisi yaptigini ifade
ederken, haftada bir kez gida aligverisi yapanlarin oran1 yiizde 41,2, haftada birden
cok gida aligverisi yapanlarin orani ise yiizde 55,8'dir.

Ik olarak, dlgme modeli ad1 verilen, gozlenen degiskenlerin faktorlerle
iliskisini ortaya koyan modelin dogrulanmasi gerekmektedir. Ardindan, EQS

yazilimi 6.1 versiyonu ile yapisal bir denklem modellemesi yapilmakta ve
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degiskenler arasindaki nedensel iligskiyi gosteren yapisal model sonuglar1 rapor
edilmektedir. Incelenen model kapsaminda kullanilacak degiskenler, dogrudan
gozlenemeyip, ¢ok sayida degisken tarafindan temsil edilen gizil degiskenler
olarak adlandirilmaktadir. Bu nedenle, gizil degiskenler arasindaki iligkileri ortaya
koymak amaciyla ¢ok degiskenli istatistiksel analiz yontemler kullanilmistir.
Ayrica, degiskenler arasindaki nedensellik ve tek yonli iliskiyi inceleyen
regresyon esitlikleri kullanilarak, model sinama yaklasimlarina bagvurulmustur.
Yapisal esitlik modeli (YEM), degiskenler arasindaki nedensellik iligkisi ortaya
koyan regresyon modelini ve gizil faktor yapilarini inceleyen faktor analizini tek
bir analiz altinda toplamaktadir (Siimer, 2000). Ayrica YEM analizi, 6l¢iim
hatalarin1 en aza indirerek kitle parametrelerine ¢ok yakin degerler elde etmesi
nedeniyle bir¢cok arastirmaci tarafindan tercih edilen bir model halini almistir
(Stimer, 2000).

Kullanilan 6lgeklerin gegerlilik ve giivenilirlik analizleri SPSS ve EQS
programlar1 vasitasiyla test edilmistir, dogrulayict faktér analizi kullanilarak
Olceklerde yer alan ifadelerin gizil degiskenleri yeterince agiklayip agiklamadigi
ortaya konmustur. Yapisal esitlik modellemesi varsayimlar1 incelenmis, ¢ok
degiskenli normallik varsayimi saglanamamistir. Bu nedenle, sonuglar
yorumlanirken, EQS programimin verdigi, dayanikli (robust) istatistikler
kullanilmaktadir.

Arastirmanin sonuglari, genisletilmis Planlanmig Davranmis Teorisinin,
bireylerin organik gida satinalma davramiglarini  agiklamak amaciyla
kullanilabilecegini gostermektedir. Modele, gida giivenligi endisesi, saglik bilinci,
giiven, organik bilgi ve sosyo-demografik o6zelliklerin (sadece gozlemlenen
degisken model icin) dahil edilmesinin, modelin tahmin giiciinii ve fiili davranista
aciklanan varyans oranini artirdigi kanitlanmistir. Gizil degisken modeli, verilerle
uyumludur (CMIN/df=1.562; CFI=.957; RMSEA=.025; CI=.025-.036) ve
regresyon katsayilari, organik bilgi, saglik bilinci ve gida giivenligi ile ilgili
endiselerin tutum iizerinde olumlu bir etkisi oldugunu gostermektedir. Bunun yani

sira, gida giivenligi endisesi, saglik bilinci ve giivenin, algilanan davranissal
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kontrol iizerinde olumlu etkileri oldugu gériilmektedir. Ote yandan, 6znel normlar
iizerinde yalnizca bireylerin organik {irtinler hakkinda sahip olduklar1 bilginin
olumlu etkisi vardir. Ayrica, Planlanmis Davranig Teorisi’nin 6ne siirdiigii gibi,
tutumlar, 6znel normlar ve algilanan davranigsal kontrol, organik gida satinalma
niyetini 6nemli Ol¢lide yordamaktadir. Son olarak, fiili organik gida satin alma
davranis1 sadece davranigsal niyetle agiklanabilir ve niyet, fiili davramistaki
degisimin yiizde 91,6’s1n1 agiklamaktadir. Bununla birlikte, giivenden algilanan
davranigsal kontrole giden yolu kaldirdigimizda, gilivenin davranig iizerinde
anlamli ve dogrudan bir etkisi oldugu goriilmektedir, aksi takdirde, giiven, fiili
davranisi, algilanan davranigsal kontrol yoluyla etkileyen bir aracilik iligkisine
isaret etmektedir.

Gozlemlenen degisken modelde, bireylerin organik gida satinalma
davraniglarin1 daha ayrintili bir bigimde incelemek amaciyla modele sosyo-
demografik o6zellikler eklenmistir. Hipotezlenen model, verilerle iyi bir uyum
sergilemekte (CMIN/df=1.976; CFI=.987; RMSEA=.041; CI=.020-.061) ve
bulgular organik bilgi, saglik bilinci ve gida giivenligi ile ilgili endiselerin gizil
degisken modelin sonuglari dogrultusunda, tutumlari olumlu yonde etkiledigini
gostermektedir. Ayrica organik bilgi, saglik bilinci ve hanehalki geliri 6znel
normlar1 olumlu yonde etkilemektedir. Yas, hanehalk: geliri, organik bilgi, saglik
bilinci ve giliven faktorlerinin de algilanan davranigsal kontrol iizerinde olumlu
etkileri vardir. Ayrica, teoriyle uyumlu olarak, tutumlar, 6znel normlar ve algilanan
davranigsal kontroliin, davranigsal niyet Tlizerinde olumlu etkileri oldugu
bulunmustur. Gizli degisken model sonuglarindan farkli olarak, davranigsal niyetle
birlikte algilanan davranigsal kontrol ve giiven, hipotezlenen modelin 6nerdigi gibi
bireylerin fiili organik gida satinalma davraniglari izerinde dogrudan olumlu etkiye
sahiptir. Ayrica, gliven, algilanan davranigsal kontrol ve niyetin aracilik ettigi
organik gida satinalma davranisini pozitif yonde etkilemektedir.

Mevcut c¢aligsma, literatiire c¢esitli  yonlerden katkida bulunmay:
amaclamaktadir. Calismanin temel katkisi, bireylerin organik gida satinalma

davraniglarinin incelenmesi amaciyla, gida giivenligi endisesi, saglik bilinci, gliven
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ve organik bilgiyi geri plan faktorler olarak ele alan, genisletilmis Planlanmis
Davranis Teorisinin test edilmesidir. ikinci olarak, niyet ve davranis arasinda
olusabilecek boslugu doldurmak i¢in, giiven degiskeninin fiili davranig tizerindeki
dogrudan etkisi incelenmektedir. Planlanmis Davranig Teorisi, temel olarak
davranigsal bir niyetin olusumunu Dbelirleyen motivasyon siireglerine
odaklandigindan ve istemli siireclere daha az odaklandigindan, davranissal
niyetlerin fiili davranisa nasil doniistiigiini belirleyen istemli siiregler dikkate
alinarak, giivenin davranis lizerindeki roliinli arastirmak amaglanmistir (Armitage,
1998). Dolayisiyla, model, giiveni ayr1 bir yapi olarak ekleyerek hem motivasyonel
hem de istemli etkileri dikkate alabilmektedir. Ugiinciisii, gizil degisken modelle
birlikte, bireylerin organik gida satinalma davraniglarin1 daha iyi anlamak i¢in
gozlemlenen degisken model de kullanilmistir ve modele sosyo-demografik
ozellikler eklenmistir. Geri plan faktorii olarak, hanehalk: gelirinin 6znel normlar:
ve algilanan davranigsal kontrolii pozitif yonde etkiledigi ve yasin algilanan
davranigsal kontrol {izerinde pozitif bir etkisi oldugu bulunmustur. Diger bir
deyisle, hanehalk: geliri arttikca, bireyler organik gida satinalma kararlari izerinde
daha fazla kontrol sahibi olduklarini diistinmektedirler; bu da organik gida satin
aliminda 6nemli bir engeli ortadan kaldirmaktadir. Planlanmis Davranis Teorisi
modeline dahil edilen bu geri plan faktorler, tutumlarin, 6znel normlarin ve
algilanan davranigsal kontroliin kokenlerini daha 1yi anlamamiza yardimci
olmaktadir.

Caligmanin bulgularn, tiiketicileri organik gida satin almaya motive eden
birtakim kavramlarmn oldugunu gostermektedir. Ozellikle, organik gida satinalma
davranig1 gosteren bireyler icin saglik temel konulardan biridir. Daha yiiksek saglik
bilincine sahip olan bireylerin, organik gidalari tercih ettikleri soylenebilir. Saglik
bilinci kavram, bireylerin organik gida tiiketimini tesvik edebilecek halk saglig
kampanyalar1 kapsaminda diisiiniilmelidir. Ayrica, politika yapicilar, bireylerin
organik gida satinalma kararini tegvik etmek i¢in, organik gida tiiketiminin birey

sagligina olan faydalarina vurgu yapmalidir.
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Bireylerin, gida satinalma karar1 alirken dikkat ettikleri bir diger unsur da
gida giivenligi kavramidir. Gida giivenligi konularinda, 6zellikle de gidalardaki
pestisit kalintilar1 konusunda halkin endise duydugu acgiktir (Williams ve Hammit,
2001). Tiiketiciler, konvansiyonel olarak yetistirilen tirlinlerin tiiketimi ve {iretimi
ile iliskili olarak yiiksek diizeyde risk algilamaktadirlar. Ayrica, organik olarak
yetistirilen Uriinleri kullanirlarken algilanan risklerde, 6nemli 6l¢iide bir azalma
oldugu goriilmektedir (Williams ve Hammit, 2001). Calismanin sonuglari, gida
giivenligi konusunda daha fazla endiseye sahip bireylerin, organik gidalar almay1
tercih ettiklerini ortaya koymaktadir. Politika yapicilarin, tiiketicilerin gida
giivenligi konusundaki endiselerini dikkate alarak, gida iiretiminde sentetik giibre,
hormon ve bocek ilaglarinin kullanimini kontrol etmeleri ve tarimsal faaliyetleri
diizenlemeleri gerekmektedir.

Bireyleri organik gida satin almaya tesvik eden bir diger faktor ise
giivendir. Bagka bir deyisle, gida tedarik¢isine olan giiven, bireyleri organik
gidalar1 daha fazla satin almaya yonlendirmektedir. Giiven, organik satin almay1
tesvik etmede gerekli olan iliskinin kurulmasi i¢in bir 6n sarttir (Cheng vd., 2008;
Bonn vd., 2016) ve baz1 caligmalar, daha yiiksek diizeyde giivenin, alicilar ve
saticilar arasinda daha iyi iliskilerle olusabilecegini ileri siirmektedir (Doney ve
Cannon, 1997; Emiliani, 2000). Bulgularimiz ayrica giivenin, algilanan davranigsal
kontrol ve niyetin aracilik ettigi fiili davranis lizerinde sadece dolayl bir etkisi
olmadigini, ayn1 zamanda davranig iizerinde dogrudan bir etkiye sahip oldugunu
da o6ne stirmektedir. Bu bulgu, perakendecilere veya iireticilere bagliligin, organik
gida aliminda esas teskil ettigini gostermektedir. Bunun icin, iireticilerin daha
detayl bir etiketleme sistemi olusturarak veya tiiketicilere organik uygulamalar ve
triinler hakkinda daha ayrintili bilgi vererek, daha giiclii iliskiler kurmalar
gerekmektedir. Sertifikali organik iirlinler yetkili kurumlar tarafindan etiketlenmis
olmasimma ragmen, bir grup insan bu etiketleme sistemine yeterince
giivenmemektedir. Bunun yerine, organik ilkelerle uyumlu iiretim yapan yerel

ciftliklerden, pazarlardan ya da marketlerden aligveris yapmay1 tercih
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etmektedirler. Bu nedenle, politika yapicilar da bu tiiketici modelini dikkate almali
ve tiiketicilerin glivendigi yerel iiretimi tesvik etmelidir.

Son olarak, calismanin bulgulari, organik gida hakkinda sahip olunan
bilginin, bireylerin organik gida satin almalarinda 6nemli rol oynadigini ortaya
koymaktadir. Organik iiretim faaliyetlerini arttirmak i¢in Oncelikle politika
yapicilar, tiiketicilere organik {iriin tiikketiminin, bireysel saglik, ¢cevresel faydalar
ve hayvan refah1 gibi bir takim faydalari konusunda bilgi vermelidir. Calismamizin
bulgularinin da gosterdigi gibi, organik gida hakkinda daha fazla bilgi sahibi olan
bireyler, daha fazla organik gida satin almayi tercih etmektedir. Biel vd. (2005),
davranigsal bir degisikligin bilingli bir karar gerektirdigini ileri slirmekte ve
bireylerin zihinlerinde var olan sey ile iliskili olarak bir eylemde bulunduklarini
ifade etmektedir. Bu nedenle, olasi yeni kararlar verilirken, bireylere sunulan
bilgiler olduk¢a faydali olmaktadir. Ayrica, bilgi kampanyasinin davranigsal
degisimi uyarmaya yardime1 olabilecegini one siiriilmektedir (Dahlstrand ve Biel,
1997).

Bir diger 6nemli bulgu ise tutum ve niyet arasindaki giiclii pozitif iliskidir.
Tutumlarin niyete ve niyetin de davramiga donlisme siirecinde, yapilacak
miidahaleler olduk¢a 6nem arz etmektedir. Politika yapicilarin, organik gidalar
hakkinda elektronik, basili veya sosyal medya araciligiyla gerekli bilgileri
saglamalar1 ve tiiketicilerin organik gida anlayisini derinlestirmek i¢in diizenli
kampanyalar yapmalar1 gerekmektedir. Bdylelikle, bireylerin tutumlari,
stirdiiriilebilir tarim faaliyetlerine 6nemli dl¢lide katkida bulunan organik gidaya
giiven olusturarak degisebilir (Chen ve Hung, 2016).

Oznel norm, organik gida satinalma niyetinin 6nemli bir gdstergesidir.
Dahlstrand ve Biel (1997) bu bulguyu desteklemekte ve sosyal normlarin sadece
davranigsal degisimin ilk asamasinda etkili olmayacagini, ayn1 zamanda yeni
davraniglarla ilerlemek acisindan da 6nemli olabilecegini ileri stirmektedirler.

Sonug olarak, bu ¢alisma bireylerin psikolojik bir ¢erceveden organik gida
satinalma davraniglarin1 belirleyen temel faktorlere dikkat ¢ekmektedir. Bunu

yaparak, faktorler arasindaki nedensellik iliskilerini ortaya ¢ikarmakta ve

239



nihayetinde, bireylerin organik gida satinalma karar1 verme stire¢lerini daha iyi
anlamamiza yardimci olan psikolojik karar verme adimlarini belirlemektedir. Bu
da, bireylerin organik gida satinalma kararlarinda, bireylerin motivasyonlari
hakkinda daha derin bir anlay1s elde etmemizi saglamaktadir. Bireylerin psikolojik
karar verme siireclerini anlamak, politika yapicilarin i¢ pazarda organik gida
tilketimini artirabilecek gerekli miidahaleleri yapmalarin1 saglayacak ve organik
gida tiiketimindeki artis, iilke genelinde sosyal bir etki yaratarak, organik {iretim
faaliyetlerini tetikleyecektir.

Calismanin ikinci boliimiinde ise, bireylerin, organik gidalarin sahip oldugu
bir takim ozellikler i¢in 6demeye razi olduklarn fiyatlarin, iic farkli yontem
kullanilarak karsilastirilmast amaglanmaktadir. Bunlar, geleneksel varsayimsal
olmayan se¢im dencyi, BDM (Becker-DeGroot-Marschak) mekanizmasinin
kullanildig1 se¢im deneyi ve gercege uygun degerlemelerin elde edilmesi igin,
BDM mekanizmasi ile olusturulan rezervasyon fiyatlarinin karsilastirilmasi olarak
tanimlanmaktadir.

Secim Deneyi, farkli oOzellikleri ve nitelik seviyelerini goz Oniinde
bulundurarak, bireylerin 6demeye razi olduklart fiyati, belirli bir mal veya hizmet
icin ortaya ¢ikarmak amaciyla gida pazarlamasinda tercih edilen en yaygin
yaklagimlardan biridir (Gao ve Schroeder, 2009; Bazzani vd., 2017). Se¢im
deneylerinin sik kullanim1 bazi faktdrlere atfedilebilir. Ilk olarak, seg¢im deneyleri,
esnek olarak degerlendirilir ¢iinkii cesitli Ozelliklerin eszamanli olarak
degerlendirilmesine olanak tanir. Ikincisi, segim deneyleri, rastgele fayda teorisi
(Ben-Akiva ve Lerman, 1985) ve Lancaster’in (1966) tiiketici talebi teorisi ile
tutarlidir, ki bu bireylerin bir malda bulunan niteliklerin tiiketiminden fayda elde
edebildiklerini gdstermektedir. Ugiincii olarak, secim deneyi senaryolari,
tiiketicilerin fiili satinalma kararlarini taklit etmektedir (Lusk ve Schroeder, 2004).
Secim deneyi senaryolar1 ger¢ek yasam durumlarini yakindan yansitabildiginden,
bireylerin 6demeye razi olduklar1 fiyatin tahmin edilmesinde varsayimsal

onyargtya daha az egilimlidirler (Lusk ve Schroeder, 2004).
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Bazi1 arastirmacilar, varsayimsal se¢cim deneylerinin, bireylerin gercek
secimlerini yansitmayabilecegini ve bireylerin tercihlerini tahmin etmede
varsayimsal Onyargilara yol agtigini 6ne silirmektedir (Cameron vd., 2002).
Bireyler ekonomik bir taahhiitle tesvik edilmediklerinden, ger¢ekte 6dediklerinden
daha yiiksek fiyatlar 6deyeceklerdir (Lusk ve Shogren, 2004). Bazi1 arastirmalar,
bireylerin 6deme istekliliginin varsayimsal c¢aligmalarda, varsayimsal olmayan
caligmalardan anlamli olarak daha yiiksek oldugunu gostermistir (Chang vd., 2009;
Lusk ve Schroeder, 2004; Yue vd., 2009). Ote yandan, Zanoli (1998), ankete
katilanlarin serbest birakma davranisi nedeniyle anketlerin genellikle primlerin asil
tutarin1 hafife aldigim1 iddia etmektedir. Reel piyasada, tiiketiciler genellikle
organik iiriinler i¢in ¢ok daha fazla prim dderler. Bu nedenle, bir¢ok arastirmaci,
arastirmaya katilanlara gercek ekonomik tesvikler vererek varsayimsal dnyargilar
azaltmak i¢in varsayimsal olmayan ya da gercek secim deneylerini kullanmaya
baslamistir (Gracia, 2014; Lusk ve Schroeder, 2004; Alfnes vd., 2006; Lusk vd.,
2008; Chang vd., 2009). Gercek secim deneylerinde, genel olarak, tiim se¢im
senaryolar1 tamamlandiktan sonra, bunlardan biri rastgele bir sekilde baglayici
olarak segilir ve her katilimci, baglayici se¢cim senaryosunda secilen alternatifi satin
almak ve segilen segenek i¢in fiyati 6demek zorundadir. Bu prosediir gesitli
arastirmalar tarafindan uygulanmistir ve gercek ekonomik tesvikler vermenin,
bireylerin gercek tercihlerini agiklamada etkili oldugunu gostermektedir (Alfnes
vd., 2006; Chang vd., 2009; Lusk ve Schroeder, 2004).

Mevcut calismada, bes 6znitelik kategorisine gore farklilastirilmis iki {iriin
alternatifi i¢in deneklere farkli secenekler sunularak, varsayimsal olmayan bir
secim deneyi uygulanmistir. Bunlar, {iriin tipi (organik sertifikali ve organik
yetistirilmis ancak sertifikali degil), fiyat (13TL, 17TL, 21TL, 25TL), saglikl
(evet, hayir), ¢evre dostu (evet, hayir) ve hayvan refahi (evet, hayir) olarak
belirlenmistir.

Ote yandan, deneysel ¢alismalarda en cok tercih edilen acik artirma
yontemlerinden biri olan BDM mekanizmasi, bireylerin degerlemelerini ortaya

cikarmak i¢in kullanilmaktadir (Starmer ve Sugden, 1991; Hey ve Lee, 2005;
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Drehmann vd., 2007). BDM, karar vericilere varliklarinin gercek degerlerini
gosterebilmeleri i¢in ekonomik bir tesvik saglayan, tesvik edici, uyumlu bir
mekanizmadir ve mekanizma, karar vericilerin ger¢ek varlik fiyatlarim
gosterebilecekleri en uygun stratejidir (Keller vd., 1993). Ayrica, mekanizma
denekler arasindaki rekabeti 6nler (Ginon vd., 2014).

Varsayimsal olmayan se¢im deneyinin yani sira, mevcut ¢calismada, BDM
mekanizmasi iki farkli sekilde kullanilmaktadir. Ik olarak, BDM mekanizmast,
varsayimsal olmayan bir se¢im deneyinde, liriiniin piyasa fiyatin1 belirlemek i¢in
kullanilmaktadir. ikinci olarak, deneklerin verilen senaryolar icin édemeye razi
olduklar fiyati1 kendilerinin belirledigi ve sonra aralarinda bir se¢im yapmalari
seklinde kullanilmaktadir.

Mevut calisma, Tirkiye'deki organik gida pazarma ¢esitli yonlerden
katkida bulunmaktadir. Ik olarak, 6demeye yonelik ger¢ek bir istekliligin
saglanmas1 amaciyla, kuramsal olmayan bir ¢ercevede, bireylere ger¢ek ekonomik
tesvikler verilmektedir, bdylelikle, bireylerin satinalma tercihlerini gergek
hayattakine uygun olarak yapmalari saglanmaya ¢alisilmaktadir. Bu dogrultuda,
mevcut calisma, geleneksel gercek secim deneyi, BDM mekanizmasinin
kullanildig1 se¢im deneyi Ve bireylerin ddemeye razi olduklar fiyatlari kendilerinin
belirledigi BDM mekanizmasi olarak tanimlanan ii¢ yontemi karsilagtirmis ve gida
iirlinleri i¢in daha gergekei degerlemeler elde etmeye ¢alismistir.

Bunun yani sira, bireylerin organik gida tercihlerini 6nemli O6lgiide
etkileyen faktorlerin ve bunlarin bireyler tarafindan nasil fiyatlandirildiklarinin
incelenmesi amaglanmistir. Bunun i¢in, c¢alismanin katilimcilarina iki {iriin
alternatifi sunulmaktadir. Uriin, sertifikali (organik logolu) ve organik prensiplere
uygun olarak yetistirilen ancak sertifikalandirilmamis (yerel organik) olarak
siniflandirilmistir. Boylelikle bireylerin farkli iiriinlere olan tercihlerinin ve bu
iirlinler icin bir fiyat primi 6demeye istekli olup olmadiklarinin ortaya konulmasi
amaglanmigtir. Bulgular, bireylerin 6demeye razi olduklari fiyatin, geleneksel
gercek secim deneyi ve BDM mekanizmasinin kullanildigr se¢im deneyinde

onemli Olciide farklilik gostermedigini ortaya koymaktadir. Bununla birlikte,
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sertifikasiz ve yerel olarak fliretilen organik triinlerin fiyat tahminleri, BDM
deneyindeki sertifikali organik muadillerinden 6nemli 6lgiide farklilik gostermekte
ve daha yiiksek bulunmaktadir.

Bilindigi iizere, organik, yesil, yerel olarak iiretilen ve ¢evre dostu olarak
adlandirilan {irtinler, gelencksel muadillerinden daha pahalidir. Bu nedenle,
bireylerin bu {iriinlere bir fiyat primi 6demeye razi olmalari igin, bireysel saglik,
toplum, diger organizmalar ve g¢evre lizerinde birtakim yararlart oldugunu
diistinmeleri gerekmektedir. Bununla birlikte, bireylerin bu {riinlerin ilgili
ozelliklerini nasil fiyatlandirdiklar: ve hangi niteliklerin onlar i¢in 6ncelikli oldugu
merak konusudur. Calisma, ayrica, organik triinlerin iddia ettikleri, saglikli olma,
¢evre dostu olma ve hayvan refahina uygun olma 6zellikleri igin, bireylerin 6deme
istekliligini ortaya koymaktadir. Calismanin bulgulari, bireylerin en ¢ok saglik
Ozniteligine, ardindan hayvan refah1 ve son olarak ¢evre dostu 6zniteliklerine deger
verdiklerini ortaya koymaktadir.

Son olarak, organik iiriinlerle ilgili verilen bilginin, bireylerin tercihleri ve
O0demeye raz1 olduklar1 fiyat {lizerinde anlamli bir etkisi olup olmadig1
incelenmistir. Bulgular, iiriiniin 6zellikleri ile ilgili verilen bilginin, geleneksel
gercek secim deneyi ve BDM mekanizmasinin kullanildigr se¢im deneyinde
onemli Ol¢iide farklilik gostermedigini ortaya koymaktadir. Bunun karsilik,
organik triinlerle ilgili verilen bilginin, bireylerin BDM mekanizmasi kullanilarak

olusturulan rezervasyon fiyatlarinda 6nemli bir artisa neden oldugu goriilmektedir.
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