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ABSTRACT 

In marketing, it is of great importance to realize and understand the motives and barriers for a 

certain type of behaviour. Based on determined motives and barriers, it is possible to design the 

appropriate marketing strategy in order to achieve a specific short- or long-term goal. The purpose 

of this paper is to determine the main barriers for buying organic food products or the factors that 

negatively influence the intention to buy these type of products. Based on an extensive previous 

research, the intention to purchase is the best predictor of the actual behaviour.  

The study is based on the outcomes of a questionnaire completed by a sample of 411 household 

primary shoppers from Eastern Croatia. Results from regression analysis reveal significant 

negative relationship between organic food purchase intention and cost barriers, time barriers, 

knowledge barriers and negative attitudes on organic food. Based on the model developed, these 

identified barriers explain 52.9% of the variance in intention to purchase organic food with the 

negative attitudes being the strongest contributor to the variance explained. 

Identified barriers that prevent the buyers to opt for an organic product at the time of purchase 

indicate the great potential and the importance of action in terms of marketing at the level of 
different social stakeholders. In other words, the main barriers identified can and need to be 

minimized or eliminated by marketing actions in order to stimulate buying organic food products. 

Keywords: Barriers, Intention, Organic food products  

1. INTRODUCTION 

Intention to buy represents a plan to purchase a particular good or service in the future. (Business 

dictionary, 2016). Based on an extensive previous research, the intention to buy is the best predictor 

of the actual behaviour. Intention to buy can be realized, while on the other hand, potential buyers 

may experience some obstacles that will prevent them for making the actual purchase. The final 

decision depends on whether the motives for purchase or barriers to purchase had more powerful 

impact on the potential buyer.  

In this paper, the intention to buy relates to the purchase of organic food. In order to understand 

the motives and especially the barriers, it is necessary to define what defines organic food. 

According to Martić Kuran and Mihić (2014, p. 181) organic food is the one that is produced 
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without the use of chemical pesticides and fertilizers and which does not contain synthetic 

hormones. It is produced under legally defined methods, and its composition should match the 

general laws and regulations on the quality of food. Organic food is one of the fastest-growing 

segments of agriculture and retail. In the United States alone, organic food sales rose from $1 

billion in 1990 to $25 billion in 2011, which accounted for more than 3.5% of total food sales in 

2011. (Osteen, C., Gottlieb, J. and Vasavada U. 2012, p.15) The Croatian market of organic food 

at the moment is underdeveloped and far behind the developed Western European markets (for 

example, the Law on organic production in Croatia was adopted in 2001, and the EU has regulated 

this area in 1992) (Renko, S. and Bošnjak K. 2009. p. 388). 

 

The purpose of this research is to determine the main barriers for buying organic food products or 

the factors that negatively influence the intention to buy these types of products. As important it is 

to examine the underlying factors that might influence consumers’ intention to purchase organic 

food products, it is also important to understand the factors that prevents this behaviour so that 

those factors could be minimized or completely eliminated. It is believed that such research could 

help to formulate an optimal marketing communication and policy strategies in order to stimulate 

desired behaviour toward organic food. 

2. THEORETICAL FRAMEWORK 

Previous research shows that consumers mostly have positive attitudes about organic food. The 

share of organic food consumers is relatively small and it can be concluded that a positive attitude 

on environmental food does not necessarily lead to the purchase. (Suprapto and Wijaya 2012, p. 

115). It is useful to point out that, although the health aspect of organic food is the most common 

motive for buying organic food among respondents in that type of research, the correlation between 

attitudes about organic products and health awareness is not significant (Tomić, Matić, Mesić, 

Cerjak, 2015. pp. 12) but according to Plummer (1974, p.36) in predicting consumer behavior, 

experts argued that a person’s life style will determine his consumption behavior. 

 

One of the most used theories for predicting future behavior is the Theory of planned behavior. 

Based on the Theory of planned behavior the best predictor of behavior is intended behavior, which 

is determined by three elements: attitudes toward specific behavior, subjective norms and perceived 

behavioral control. (Ajzen, 1991). Results of research carried out by Martić Kuran and Mihić 

(2014), where they used the theory of planned behavior, showed that consumer attitudes towards 

organic food, subjective norms, awareness of health and knowledge about organic food 

significantly affect the intention of buying organic food. Some socio-demographic characteristics 

are also associated with the consumption of organic food, for example, women with young children 

are the most frequent consumers of organic food (Hughner, R. S., McDonagh, P., Prothero, A., 

Schultz, C. J., II, Stanton, J. 2007.). Also, according to Faletar, I., Cerjak, M. and Kovačić, D. 

(2016. p. 64), who conducted the research in Croatia about determinants of attitude and intention 

for buying ecological milk, women show more expressed awareness of the connection between 

nutrition and health, more positive attitudes about ecological milk and show higher purchasing 

intention than men for buying organic/ecological products. The same research has confirmed that 

consumers who trust eco-labels express more positive attitudes on environmental milk, and it can 

also be concluded that this can be applied for other ecological products too. According to Pearson, 

D., Henryks, J., Sultan, P. and Anisimova, T. (2013, p. 61) the findings show that, from a 

demographic perspective, consumers who are young, highly educated, and students are most likely 

to be regular purchasers of organic foods. On the opposite, there is a reduction in the frequency of 
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organic food purchases amongst older consumers and those with lower levels of education. Besides 

the already mentioned elements which affect the intention to buy organic food and other organic 

products, safety of food, nutritional value, taste, freshness, appearance and other sensory 

characteristics also affect consumer’s preferences of organic food (Gil, J.M., Gracia, A., Sanchez, 

M. 2000.) The choice of organic, over conventional food is usually driven by many motives, 

including the ones related to social and environmental responsibility, economic incentives and 

barriers and  factors related to one’s own well-being and altruistic concerns for the well-being of 

family members (Urban, J., Zverinova, I. and Ščasny I. 2012, p.728).  

 

Sorokin, B. (1973) defines motives as everything that stimulates a person from within, to a certain 

activity (in this case to a buying activity), what directs and maintains the activity, and, finally, what 

suspends that activity. Health is one of the strong motives for buying organic food. Intention to eat 

healthy is thus determined by intrinsic motives including ‘feeling better’ and ‘staying healthy’ 

(Michaelidou N., Christodoulides G. and Torova K. 2011, p. 20). According to their research, 

motives to eat healthy can be classified in terms of being intrinsic or extrinsic and capture three 

categories of motives, including self-image (e.g. looking attractive), health (e.g. to enhance health, 

prevent disease) and social pressure (e.g. pressure of others to eat healthy). Time of fast-food is 

slowly coming out of habit, and more and more people are thinking about buying food on green 

markets and buying food for which is believed that has been grown in natural conditions. Majority 

of organic food buyers believe that organic food is healthier compared to conventionally grown 

food (Bayaah Ahmad, S.N. and Juhdi N. 2010, p. 110). Żakowska-Biemans, S. (2009, p. 770) 

conducted the research in Poland about the motives and barriers related to organic foods. The 

survey, besides the motive of health, contained five other considerations that should be mentioned: 

safety, taste, environmental impact, contribution to animal welfare and appearance. In that paper, 

the author concludes that health and safety concerns are primary motives. The hierarchy of motives 

in this research was confirmed by the analysis of the research done in 2007. The author analysed 

different papers about the motives for buying organic food, and stated that it is safe to conclude 

that the health is one of the main motives for buying organic food.  

 

Barriers for buying organic food products consist of all the intrinsic and extrinsic obstacles which 

impede buying organic food. If barriers are known, then it is easier to affect their elimination. 

Previous research discuss   different barriers for the intention to buy organic food. Barriers are 

divided into two categories: physical (external) and psychological (internal) (Kaerney and 

McElhone, 1999). Time costs, unavailability and high prices are examples of physical barriers, 

while eating habits and will power are examples of psychological barriers (Lappalainen, R., 

Kaerney, J. and Gibney, M. 1998). The research conducted in Poland in 2007 by Żakowska-

Biemans, S. (2009, p. 772) showed that consumers are dissatisfied with choice, availability, 

convenience and prices of organic food, and that is what prevents them from buying it. Lack of 

trust is also one important barrier for organic market development and that is confirmed in the same 

research. According to Aertsens, J., Verbeke, W., Mondelaers, K. and Huylenbroeck, G. (2009, p. 

1157) lack of availability of organic products is one of the barriers, too. Availability poses a big 

problem because although consumers are motivated and purchase of organic food would truly be 

realized, it is directly prevented by the lack of availability of those products. The research 

conducted by Rodríguez E., Lacaze, V. and Lupín, B. (2008, p. 9) in Buenos Aires showed that, 

except the lack of availability, the lack of a reliable regulatory system and the lack of a common 

national label constrains consumption of organic products. Some authors emphasize other barriers, 

so Lappalainen, R., Kaerney, J. and Gibney, M. (1998, p. 478) point out nine physical barriers: lack 
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of  time, self-control, resistance to change (‘I don't want to change my eating habits’, ‘Too great a 

change from my current diet’), food preparation (cooking skills, ‘Healthy food is more perishable’, 

lengthy preparation, storage facilities, limited cooking facilities), cost, unpleasant foods 

(unappealing food, strange or unusual foods), influence of other people (feeling conspicuous 

amongst others,  taste preferences of family and friends), lack of knowledge/expert consensus (not 

knowing enough about healthy eating, experts keep changing their minds), selection influences 

(‘Limited choice when I eat out.’, healthy options not available in shop or canteen or home, healthy 

food more awkward to carry home from shops, not enough food to satisfy hunger).  

 

2.1 Negative attitudes 

Personal attitude is usually defined as permanent mental or neural willingness gained from the 

experience, making the directive or dynamic influence on an individual's response to objects and 

situations that he comes into contact with (Allport, 1935). Since each attribute is evaluated in 

advance as positive or negative (emotional component of the attitude), the behavior is therefore 

automatically perceived as desirable or undesirable. According to Kim, M. S., Hunter, J. E., (1993) 

the relationship between attitude and intention is confirmed to be stronger than the relationship 

between intentions and actual behavior which is expected, considering that the relationship of 

intentions and behavior is under the powerful influence of external factors.There is a strong 
relationship between the attitude and buying intentions, but the social pressure from perceived 

norms play an even bigger role (Thøgersen, J. 2006, p.2). Chen, M-F. (2007, p. 1013-1014) 

established claim that when the consumers are more concerned about convenience, they will more 

likely have a negative attitude toward organic foods.  

 

2.2 Cost barriers 

It can be stated that the cost barrier is present every time money is being exchanged for a good or 

a service. In these cases it is necessary to reduce prices or to attract people who will be willing to 

pay that amount of money for demanded product or service. Of course, influence of price upon 

food choice varies greatly between countries, but effect is always the same – lower prices means 

increasing demand. According to different studies (Hill and Lynchehaun, 2002; McEachern and 

Willock, 2004, Padel and Foster, 2005, Lea and Worsley, 2005, Botonaki et al., 2006, Aertsens, et 

al., 2009) one of the strongest barriers for organic food consumption is the price premium. The 

impact of price reductions on demand are expected to be important as price elasticity of organic 

food is a lot higher than for conventional food. (Wier, M. and Calverley, C., 2002). Price plays a 

significant role in the choice of food for many people, particularly for those on reduced incomes, 

such as unemployed or retired subjects, or for those who are responsible for the household food 

shopping (housewives). In terms of the promotion of healthy eating, it would be important that 

nutrition educators emphasize that a healthy diet should not have to involve extra expense 

(Lappalainen, R., Kaerney, J. and Gibney, M. 1998, p. 474). Mostly, consumer price premium 

levels depend on product origin (domestic, foreign), however, in the same sales channels, large 

differences show up in the pricing of organic products (Żakowska-Biemans, S. 2009, p. 769). 

 

2.3 Time barriers  

This type of barriers refers to lack of time, more precisely, to the influence on the purchase 

intentions due to lack of free time. Lappalainen, R., Kaerney, J. and Gibney, M. (1998, p.471) 

mentions that the lack of time is associated with people with higher education level. Except that, 

people with higher education level have barriers like self-control (including the statements ‘Giving 
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up foods that I like’ and ‘Willpower’) and food preparation. The lack of their time is usually caused 

by irregular working hours and busy lifestyle. 

 

2.4 Knowledge barriers 

When it comes to knowledge barriers, it is difficult to influence them and it takes time and a lot of 

effort in order to provide consumers with the necessary information. Lack of knowledge and 

inability to perform simple calculations leads to failure in decoding the information (Fullmer et al., 

1991; Schapira et al., 1990). It is possible that low purchase rates of organic food can be attributed 

to the relative inadequacy of information available and it has been reported that, for some 

consumers, a lack of information about organic food acts as a barrier for purchasing more of it 

(Harper, G.C., and Makatouni, A., 2002; Demeritt, L., 2002). But, extra knowledge about organic 

production processes may help to increase involvement (Aertsens, J., Verbeke, W., Mondelaers K. 

and Van Huylenbroeck, G. 2009, p. 1157). In the previously mentioned research conducted by 

Żakowska-Biemans, S. (2009, p. 772), Polish respondents stated the lack of information as one of 

the reasons for not buying organic foods. An interesting finding from the survey conducted by 

Lappalainen, R., Kaerney, J. and Gibney, M. (1998, p.475)  was that there was no relationship 

between the educational level of subjects and the selection of the barrier category ‘lack of 

knowledge / expert consensus’. Gil, J.M., Gracia, A. and Sanchez, M. (2000 p. 223.) mention that 
the market for organic food is small and that an important task is to increase consumers’ knowledge 

of what an organic product is and how to differentiate it in the marketplace. 

3. RESEARCH METHODOLOGY 

3.1 Participants and procedure 

The research is based on an in-person survey carried out (in 2014) on a convenient sample of 411 

primary household shoppers from five counties in the Slavonia and Baranya regions in Croatia. 

According to Tanner and Kast (2003, p. 85) primary household shoppers are defined as ‘the people 

who make purchasing decisions and regulate what the other members of the household eat’, 

therefore representing the most relevant source of information. In this research primary shoppers 

were selected by placing a filter question (Are you the person that does the most grocery shopping 

for your household?) in the very beginning of the questionnaire. 

The information obtained was analysed using the statistical software package SPSS version 18.0. 

Statistical techniques of univariate analysis (frequency distribution, central tendency measures) and 

multivariate analysis (reliability analysis, linear regression) were used. Table 1 shows sample 

description. 

 

 

 

 

 

 

 

Table following on the next page 
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Table 1: Sample description 

 
 N % 

Gender  M 85 20.7 

F 309 75.2 

Age 18-25 38 9.2 

26-35 83 20.2 

36-45 73 17.8 

46-55 140 34.1 

56-65 49 11.9 

>66 20 4.9 

Education  Primary school 41 10 

High school 234 56.9 

Faculty  42 10.2 

Master’s degree 72 17.5 

Doctorate  16 3.9 

Place of residence Village  120 29.2 

Suburb 70 17 

Town/city 212 51.6 

Standard of living in household Bellow country’s average 83 20.2 

At country’s average 286 69.6 

Above country’s average 38 9.2 

Employment status Student  27 6.6 

Unemployment  102 24.8 

Employment  232 56.4 

Retired  48 11.7 

Members of household 1 22 5.4 

2 71 17.3 

3 99 24.1 

4 121 29.4 

5 66 16.1 

>6 31 7.5 

Children in household under 15 years old  0 291 70.8 

1 65 15.8 

2 39 9.5 

>3 16 3.9 

Monthly income of all members in 

household 

<500€ 66 16.1 

501-1000€ 131 31.9 

1001-1500€ 105 25.5 

1501-2000€ 59 14.4 

2001-2500€ 27 6.6 

>2500€ 21 5.1 

Source: Authors’ work 

 

The main data collection was preceded by a pilot survey, the aim of which was to ensure that 

proposed methods and procedures effectively fulfilled the purpose of the study.    
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3.2 Variables and measurement 

Measurement scales were created by authors or adapted from previous studies in this field. Each 

scale comprised a set of statements presented in Likert-type format with a five-point scale to 

capture the extent to which respondents agree or disagree with the statements in the questionnaire. 

Mejovšek (2003, p. 42) states that five-point Likert type scale is especially suitable for collecting 

data on populations that have educational systems with grades from 1 to 5, as individuals are used 

to thinking and evaluating things in terms of that range. The final score for each of the measurement 

scales is the average of the scores on the items included in the scale.  

Authors of this study developed a five-item scale to evaluate the individual’s intention to purchase 

organic food products. Cost barrier scale consists of four items measuring respondents’ perception 

of cost in purchasing organic food products and their own availability of funds for organic food 

purchasing. Three-item scale for time barrier was adopted from Tanner and Kast (2003) measuring 

respondents’ time availability for organic food purchase. Negative attitudes scale was developed 

combining scales from Tanner and Kast (2003) and Voon et al. (2011) and it consists of five items 

measuring respondents’ attitudes about taste, attribute perceptions and attractiveness of purchasing 

organic food products. Knowledge about organic food was measured with three-item scale 

combined from the previous research of Kumar (2012) and Umberson (2008). 

 
All proposed constructs have adequate reliability (Table 2). According to Nunnally (1978) it is 

considered for Cronbach’s alpha to be acceptable above 0.7. 

 

Table 2: Reliability analysis of the constructs 

 

Measurement 

scale 

Number 

of items 

Mean Variance Standard 

deviation 

Cronbach’s 

Alpha 

Average 

inter-item 

correlation 

Intention 5 14.76 27.978 5.289 0.929 0.724 

Cost barrier 4 14.3096 10.411 3.22666 0.709 0.383 

Time barrier 3 7.98 10.713 3.273 0.772 0.530 

Negative 

attitudes 

5 12.63 16.469 4.058 0.718 0.342 

Knowledge 3 9.05 7.393 2.719 0.709 0.452 

Source: Authors’ work 

 

4. RESEARCH RESULTS 

The aim of the paper was to determine the main barriers for buying organic food products or the 

factors that negatively influence the intention to buy this type of products. Linear regression tests 

using standard regression method were subsequently conducted to find out which determinants 

could prevent the intention to purchase organic food products according to their level of 

importance.  
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Table 3: Model summary 

 

Model R r2 Adjusted 

r2 

Std. Error 

of the 

estimate 

Change Statistics 

R square 

change 
F change Df1 Df2 Sig. F 

Change 

1 0.727a 0.529 0.524 3.64773 .529 112.096 4 399 .000 

a. Predictors: (Constant), Cost_barrier, Time_barrier, Attitude_barrier, Knowlegde_barrier 

b. Dependent Variable: Intention 

Source: Authors’ work 

 

The proportion of explained variance as measured by R-Squared for the regression is 52.9% as 

depicted in Table 3. 

 

Table 4: ANOVA  

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 5966,154 4 1491,539 112,096 ,000b 

Residual 5309,071 399 13,306   

Total 11275,226 403    

a. Dependent Variable: Intention 

b. Predictors: (Constant), Cost_barrier, Time_barrier, Attitude_barrier, Knowlegde_barrier 

 

ANOVA results in Table 4. show that the model reaches statistical significance (Sig = .000). 

 

Table 5: Regression coefficients 

 

Model Unstandardized 

coefficients 

Standardized 

coefficients 

t Significance 

B Std. Error Beta 

1 (Constant) 31.737 1.050  30.213 .000 

Time barrier -.151 .057 -.094 -2.650 .008 

Negative attitudes -.786 .048 -.603 -16.441 .000 

Knowledge barrier -.327 .079 -.168 -4.499 .000 

Cost barrier -.201 .058 -.123 -3.500 .001 

Source: Authors’ work 
 

The results of linear regression analysis (Table 5) show that negative attitudes, time barrier, cost 

barrier and knowledge barrier all have a significant negative influence on the intention to purchase 

organic food products. 

Based on the results, the overall multiple regression model with four barriers for organic food 

purchasing has worked well in explaining the variation in barriers for organic food purchasing 

(F=112.096; d.f. =4; p=.000). As it can be seen in Table 5, negative attitudes were found to have 

the largest significant negative influence on intention to purchase organic food (t=-16.441; 

p=0.000; β=-0.603). Significant negative effect was also found in other independent variables: 
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knowledge barrier (t=-4.499; p=0.000; β=-0.168), cost barrier (t=-3.500; p=0.001; β=-0.123) and 

time barrier (t=-2.650; p=0.008; β=-0.094). The beta values given in Table 5 seemed to indicate 

negative attitudes (β=-0.603) as more important barrier in the intention to purchase organic food 

than other independent variables.  

 

5. CONCLUSION 

Besides the wide range of factors that positively influence organic food purchasing decision 

making, there are others that could be considered as barriers to the intention of organic food 

purchase. Knowing how consumers perceive organic food products and by understanding the 

barriers for their purchase can help the marketers of organic food to establish a proper 

communication message. This study has showed that the biggest barrier for the intention of organic 

food purchase is represented by negative attitudes toward organic food. Negative attitudes, such as 

“organic food tastes worse”, “organic food also contains artificial tastes and additives” and “buying 

organic food does not seem attractive to me” largely prevent people’s intention to buy organic food. 

In order to overcome this type of barriers, it is necessary to educate consumers, demonstrate the 

products and make the organic food purchasing and diet more appealing as a lifestyle choice.    

In accordance with previous research, knowledge about organic food is also one of the important 

barriers for the intention to buy organic food. This shows that actions taken by the public 
institutions or companies producing organic food, either to inform or to create awareness, has not 

reach the satisfactory level in encouraging sustainable consumption of organic food. It is necessary 

that education of consumers becomes one of the main objectives for organic producers. An 

important task is to increase the consumers’ knowledge on what organic products are, where to 

purchase them and how to differentiate it in the marketplace. Some studies have found that by 

increasing the level of knowledge, it is possible to improve the attitude towards organic food 

(McEachern and McClean, 2002, Gracia and de Magistris, 2007, Stobbelaar et al., 2007) 

Unlike some previous research (Hill and Lynchehaun, 2002; McEachern and Willock, 2004, Padel 

and Foster, 2005, Lea and Worsley, 2005, Botonaki et al., 2006) cost was not found to be the 

biggest barrier for the intention to purchase organic food, but was found to be one of the significant 

barriers. 

The research has also proved that the lack of time negatively influences the intention to buy organic 

food. Previous research has shown that the lack of time is usually associated with consumers with 

higher income and higher education and it is caused by irregular working hours and busy lifestyle. 

In order to overcome the time barrier it is necessary to facilitate the purchase of organic food (for 

example with delivery systems).  

Findings from this study have a number of implications for policy makers as well as managers. 

Managers of healthy brands and public policy makers should shift their campaigns to influencing 

attitudes about organic food in positive direction which is also an undeniably desirable social goal. 

It is also very important for them to be aware of the level of knowledge about organic food so they 

could develop an effective communication to increase the awareness and knowledge about organic 

food and also to highlight the benefits of this behaviour in order to stimulate individuals to adopt 

healthy eating habits.  

Future research should be directed towards determining other barriers for buying organic food and 

toward revealing the possible mediation variables that influence the intention-behaviour 

connection and possible explanation of the intention-behaviour gap that is undeniably present based 

on vast previous research.  
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