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R ES EA RC H A RT I C L E

Istanbul Business Research

Consumer Attitude towards Organic Foods:  
A Multigroup Analysis across Genders*

Evrim Erdoğan Yazar1 , Murat Burucuoğlu2 

Abstract
Environmental pollution, modern farming practices and animal transmitted diseases have led consumers to have food 
safety and health concerns regarding organic foods. This research aims to examine the relationship between consumers’ 
health consciousness, food safety concerns, attitudes towards organic products, and intention to purchase organic food 
products. For this purpose, we first developed a research model; then, we tested the research model based on gender 
differences. According to the results of the research, the attitude toward organic food is a powerful indicator of the con-
sumer’s intention to purchase organic food. Health consciousness, food safety concerns, attitudes, and intentions have 
a significant relationship with each other. As a result of the gender based binary model comparison, the attitudes and 
intentions of male and female consumers towards organic food are different. Participants’ increased awareness of health 
consciousness and food safety concerns increase the relevance of organic products, and has an impact on the develop-
ment of the organic product market.
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For Organic Food” is a modification of the present paper, increasing the data used, enriched in methods and content, differentiated and 
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Consumer Attitude towards Organic Foods: A Multigroup  
Analysis across Genders

Chemical applications developed to increase productivity in agricultural production 
threaten human and environmental health. While the various chemicals used increase 
productivity in agricultural products, they can lead to permanent and irreversible damage to 
human and environmental health. Increases in world population, concerns about the 
sustainability of resources, urbanization and emptying of rural areas, and changes from the 
media in the agricultural population, etc. increased the importance of productivity in food 
production; so these factors have led to the use of a large number of additives, which can 
lead to damage to human health at every stage, from the production to the processing of 
agricultural products, to increase productivity. Consumers who were producers in the old 
ages become consumers in today’s conditions, human behavior as a consumer has become 
quite different compared to pre-modern and modern times thanks to the many communication 
possibilities. Consumers who are defined in the information society have a high awareness 
of health and the environment, and draw a profile that is more relevant to food consumption 
issues. The increase in organic production and consumers’ interest in organic products can be 
regarded as a result of this situation.

The reasons for the increase in the purchase of organic products are evaluated in two 
respects in the literature. The first of these is the concern about the individual’s own health 
and the second are the animal’s health and environmental concerns (Roddy et al., 1996; 
Verbeke and Viaene, 2000; Zanoli and Naspetti, 2002; Padel and Foster, 2005). Health is the 
strongest determinant of consumer choice among organic factors in all of these factors 
(Magnusson et al., 2003; O’Donovan and McCarthy, 2002). The other key determinants are 
food safety and quality (Krystallis and Chryssohoidis, 2005; Chen, 2009; Magnusson et al., 
2003). Apart from these factors, values such as security, hedonism, impulse, universalism, 
self-direction, helpfulness, personal image, self-identity, power, emotions, social norms, 
subjective norms, personal norms or moral norms, ethical identity, attitudes towards organic 
products and demographic factors are considered as factors affecting the purchase of organic 
products by consumers (Grunert and Julh, 1995; Chinnici et al., 2002; Honkanen et al., 2006; 
Lea and Worsley,2005; Tarkiainen and Sundquvist, 2005; Finch, 2006; Michaelidou and 
Hassan, 2008; Aertsense et al., 2009). Consumers are more conscious of the food preferences 
than ever. Factors such as nutritional value, health and quality of products, using 
environmentally sensitive production methods for cultivation and food safety lead consumers 
to be interested in organic products and develop the organic products market (Grunert, 2005; 
Tan et al., 2017). Health consciousness is the primary motivation for the consumer to 
consume organic products (Basha et al., 2015). Most consumers think that organic products 
are healthier and more reliable than traditional products, and the consumption of organic 
products reduces their anxieties about individual health. They also think that organic products 
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have a significant influence in maintaining a healthy life. For this reason, they develop a 
positive attitude towards organic products (Chen, 2009). On the other hand, although food 
production technologies and innovations that have evolved over the past two decades make 
food products healthier, many scandals that have emerged regarding food safety have 
increased food safety concerns for consumers (Banati, 2011). Increasing food safety concerns 
also affects consumers’ attitudes towards organic products (Schifferstein and Oude Ophuis, 
1998). Consumers’ food safety concerns lead to an increase in the demand of organic 
products and make consumers more interested in organic products. Examining the underlying 
factors and their relationship is highly important to understand consumer behaviors towards 
organic food products. In addition; most studies indicate that some socio-demographic 
factors like age, gender, level of income, education etc. has vital importance for understanding 
consumers’ organic food acceptance (Omar et al., 2016; Sarıkaya, 2007; Magnusson et al., 
2001; Davies et al., 1995; Lea and Worsley, 2005; Paul and Rana, 2012; Tsakiridou et al., 
2008). Gender has been seen an important demographic factor for explaining the consumer 
food preferences. Based on the past studies; there is also a relationship between organic 
consumption and consumer gender (Davies et al., 1995; Lea and Worsley, 2005, Van Doorn 
and Verhoet, 2011; Uria et al., 2008).

The motivation of the recent study is to determine the relationship between underlying 
factors that have impacts on consumers’ attitudes towards organic foods and find out that 
whether gender makes any difference in these relationships. The originality of this study is 
that; we offer a model which considers relationships amongst health consciousness, food 
safety concerns, attitude towards organic foods and intention to purchase across the gender 
context using the multigroup analysis in SEM (Structural Equation Modelling). Many 
studies in the literature have examined the relationship amongst health consciousness, 
food safety concerns, attitudes towards organic products, and intention to purchase. 
However, it seems that there are limited studies on the relationship between health 
consciousness and food safety concerns. The increase in healthy consciousness will lead 
consumers to make more discriminating choices. In previous studies, consumers find that 
organic products are healthier than conventional foods, suggesting a relationship between 
health consciousness and food safety concerns. The relation between the main model 
created with variables such as health consciousness, food safety, attitudes towards organic 
products, intention to purchase organic products and the sub model based on gender 
differences was investigated in our research aimed to examine the attitudes and purchasing 
behaviors of consumers towards organic products. 

Conceptual Framework
Health consciousness is defined as the level of health concerns that are integrated into 

the daily activities of the conscious individual (Jayanti and Burns, 1998). Health conscious 
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consumers want to achieve a desirable subjective well-being and strive for the maintenance 
of a healthy life (Kim and Chung, 2011). Being healthy is seen as an important source of 
motivation for consumers’ organic food purchasing behavior (Schifferstein and Ophuis, 
1998). According to the research of Magnusson et al. (2003) there is a strong relationship 
between health consciousness and attitudes towards organic foods, purchasing intentions 
and purchasing behavior. Garcia and de Magistris (2007), Chen (2009), and Kriwy and 
Mecking (2012), Xie et al. (2015), Teng and Lu (2016) support with their studies that there 
is a positive relationship between health consciousness and organic product consumption. 
It is understood in some studies in the literature that health consciousness positively affects 
the attitude toward organic foods (Michaelidou and Hassan, 2008; Toklu and 
Ustaahmetoglu, 2016) but it does not affect the intention to purchase (Michaelidou and 
Hassan, 2008; Ustaahmetoglu ve Toklu, 2015; Toklu ve Ustaahmetoglu, 2016). Tarkiainen 
and Sundqvist (2005) and Chen (2007) found no significant relationship between health 
consciousness and attitudes towards organic products. On the basis of this researches, the 
following hypotheses have been developed.

H1: Health consciousness positively affects the attitude toward organic food products.

H2: Health consciousness positively affects the consumer intention to purchase organic food 
products.

Worldwide food safety incidents and many environmental events have increased 
consumers’ concerns about food quality, safety and environmental impacts (Teng and Lu, 
2016). Bird flu, mad cow disease, foot-and-mouth disease, the Belgian dioxin scandal 
(Rahnama, 2017) and pesticides used in modern agriculture practices increase consumers’ 
food safety concerns (Chen, 2007). Consumers are increasing their concerns about food 
safety by increasing their demand for healthy products. The quality of produced foods and 
the fact that consumers can reach safe food has a strong influence on the consumer’s health 
(Yee et al., 2005). Hence, consumers may prefer organic products instead of conventional 
products containing pesticides. Magnusson et al. (2001), Lea and Worsley (2005) ve Petrescu 
and Petrescu-Mag (2015), Cengiz and Senel (2017) have found that consumers are more 
likely to perceive organic foods as healthier than conventional foods in their studies. 
Michaelidou and Hassan (2008) have found that food safety positively affects the attitude 
towards organic products, but it does not affect the intention to purchase. Ustaahmetoglu and 
Toklu (2015) have pointed out that food safety affects the intention of buying organic food. 
Toklu and Ustaahmetoglu (2016) have found that food safety does not affect the attitude 
towards organic products and affects the consumer intention to purchase organic food. The 
fact that consumers find that organic products are healthier than conventional products shows 
their food safety concerns will increase as health consciousness increases. The following 
hypotheses were proposed based on this researches.
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H3: Food safety positively affects consumers’ attitudes towards organic food products.

H4: Food safety positively affects consumers’ intention to purchase organic food products.

H5: Health consciousness positively affects consumers’ food safety concerns.

According to the Planned Behavior Theory (Ajzen, 1991); attitude, perceived behavioral 
control, and subjective norm behavior are three independent determinants of behavioral 
intention. As a determiner of behavioral intentions; the attitude is defined as “a person has a 
favorable or unfavorable evaluation or appraisal of the behavior in question” (Ajzen, 1991: 
188). According to the Theory of Planned Behavior; attitude has a high relationship with 
individual behavior and behavioral intentions. In other words, the more positive attitude 
towards an individual behavior is the more positive interest towards developing that behavior. 
The positive attitudes of consumers towards organic products will also positively reflect 
their purchasing behavior. In this context, Magnusson et al. (2003), Tarkiainen and 
Sundquvist (2005), Arvola et al. (2008) found that consumers’ attitudes towards organic 
products in organic food purchases were influential. The hypothesis established in this 
context is as follows:

H6: Consumers’ attitudes towards organic food products positively affect the consumer 
intention to purchase organic food.

Many studies have been carried out in the literature on gender and organic product buying 
behavior. Van Doorn and Verhoet (2011) found that female consumers have a more positive 
attitude towards organic products than male consumers. Urena et al. (2008) showed that 
female consumers have a more favorable attitude towards purchasing and consuming organic 
products than men but male consumers are willing to pay more for organic products than 
female consumers. Rahnama (2017) suggested that female consumers are more willing to 
buy organic products. Ustaahmetoglu and Toklu (2015) have found that there is no significant 

Figure 1. Proposed research model

Consciousness
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relationship between gender and health consciousness, food safety and attitudes towards 
organic products. The following hypothesis has been established based on studies that have 
not examined the relationship between gender and organic products. The hypothesis 
established in this context is as follows:

H7: In the proposed research model, consumers’ gender differences differentiate their 
approaches to organic food products.

On the basis of literature review a research model framework has been developed. Figure 
1 shows the proposed research model. 

Research Methodology

Data Collection and Sample
The sample of the research consists of consumers living in Turkey. A total of 388 

participants were reached within the scope of the research. An online survey was used to 
collect data in the study. Online survey was delivered to participants through advertising and 
various sharing on social media platforms. The survey included statements about the health 
consciousness, the food safety concerns, and the attitude towards organic food. The food 
safety concern scale used in the study was adapted from the studies of Roddy et al. (1996) 
and Michaelidou and Hassan (2008); the health consciousness scale was from studies of 
Gould (1988) and Michaelidou and Hassan (2008); the attitude and purchase intention scale 
was adapted from the studies of Ajzen (1991) and Michaelidou and Hassan (2008). There 
were six statements on the health consciousness scale, three statements on the food safety 
concerns scale, two statements on the attitude scale against organic food, and three statements 
on the intent to purchase organic food (see Appendix I). The survey statements about the 
health consciousness and the food safety concerns of participants measured on 5 point scales 
from absolutely disagree to absolutely agree. Due to the fact that consumers in the organic 
product market in Turkey often have to choose between a limited variety and few alternatives 
for organic product, no specific product or product group was specified in the statements 
about organic products. Participants were asked to evaluate organic products in general. The 
survey statements about participants’ attitudes towards organic products measured on 5 point 
scales from very negative to very positive and not useful to very useful. The statements 
regarding the intention to purchase were prepared to determine the participants’ buying 
probability of organic products in the coming weeks, measured on 5 point scales. In the final 
part of the survey, there are questions to determine the demographic characteristics of the 
participants.

In the research methodology, firstly, we investigated the normal distribution with 
skewness and kurtosis because the Structural Equation Modelling (SEM) approach requires 
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a normal distribution. Kline (2011:63) stated that if skewness absolute values are not greater 
than 3 and kurtosis absolute values are not greater than 10, the data is accepted as normal 
distribution. A descriptive analysis was conducted to analyze means for health 
consciousness, food safety, attitudes towards organic products, intention to purchase organic 
products and frequencies for demographic variables (see Appendix II). After introducing 
descriptive statistics, structural equation modeling (SEM) was used to test the research 
model which contains the relationships based on the literature. A measurement model, 
referred to as Confirmatory Factor Analysis (CFA), performed to test the validity and 
reliability of the constructs in the model. In the evaluation of the structural model, firstly 
the goodness of the model fit was examined. 

The hypotheses were tested after the constructs were evaluated according to the 
measurement model criteria. Regression coefficient, t-values, and p values were used in 
the evaluation of the hypotheses. In the scope of the research, to determine whether the 
research model is applicable for male and female, the multi-group SEM analysis was used. 
Finally, differences based on gender were reported with the help of constrained and 
unconstrained models. 

The Demographic Characteristics
Participants generally appear to have a close distribution of well-educated and younger 

consumers and almost gender-based equivalence. The health consciousness scale mean 3.63 
(SD: 0.783), the food safety scale mean 4.25 (SD: 0.800), the organic food attitude scale 
mean 4.12 (SD: 0.879), and the organic food intention scale mean 3.60 (SD: 1.109). 
Participants’ health consciousness and food safety concerns are at a level close to high level 
that is more than the scale average.

The demographic characteristics of the participants are given in Table 1.

Table 1
The Demographic Characteristics of the Participants
N:388 n % N:388 n %

Age Education

18 and less 20 5.2 Less than High School 24 6.2

19-30 215 55.4 High School 64 16.5

31-50 112 28.9 Bachelor Degree 200 51.5

51 and over 41 10,6 Master Degree and PhD 100 25.8
Gender Marital Status

Male 185 47.7 Single 221 57.0

Female 203 52.3 Married 167 43.0
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Measurement Model Validity and Reliability
Health consciousness, food safety concerns, attitudes towards organic food and purchasing 

intention variables measurement model which constituted the concept model of the research 
was developed. In assessing the measurement model, goodness of fit and factor loadings, 
Cronbach’s Alpha (C.A), Composite Reliability (C.R.), average variance extracted (AVE), 
the correlation between the structures and discriminant validity are used in assessing the 
validity of the structures.

That a good fit x2/df is less than 2 and RMSEA value is less than 0.05 mean a good fit, 
also the fact that RMSEA value is less than 0.08 implies an acceptable fit (Schermelleh-
Engel et al., 2003). The NFI value is between 0 and 1, and higher values indicate better fit 
(Hair et al., 2006). Values of GFI 0.90 and above, AGFI 0.80 and above (Gefen et al., 2000), 
CFI 0.95 and above indicate a good fit (Hu and Bentler, 1999; Hooper et al., 2008). That the 
GFI and RMSEA values are at satisfactory levels represents model fit. It is stated that a 
model should only be rejected if the GFI value is lower than 0.80 and RMSEA is higher than 
0.10 (Muhherjee and Malhotra, 2006; Wang, 2017). Chow et al. (2001) state that values 
above 0.80 for GFI, CFI and IFI values are acceptable. 

The model fit of the Measurement Model, Model1, Unconstrained Model and Constrained 
Model are given in Table 2. 

Table 2
Research Models Fit Index

Model Fit Good Fit Acceptable Fit Measurement 
Model Model1 Unconstrained 

Model
Constrained 

Model
χ2/df 0 ≤ χ2/df ≤ 2 2 < χ2/df ≤ 3 1.981 1.981 1.666 1.735

RMSEA 0 ≤ RMSEA ≤ .05 .05 < RMSEA ≤ .08 .050 .050 .042 .044

GFI .95 ≤ GFI ≤ 1.00 .90 ≤ GFI < .95 .949 .949 .921 .908

AGFI .90 ≤ AGFI ≤ 1.00 .85 ≤ AGFI <.90 .924 .924 .882 .877

CFI .97 ≤ CFI ≤ 1.00 .95 ≤ CFI < .97 .977 .977 .968 .961

NFI .95 ≤ NFI ≤ 1.00 .90 ≤ NFI < .95 .954 .954 .925 .913

Source: Adapted from Schermelleh-Engel et al. (2003:52). 

As given in Table 2 the measurement model, Model1, unconstrained model and constrained 
model have an acceptable model fit index.

To make the convergent validity of the structures in the model, it is recommended that the 
standardized factor loadings should be .50, ideally over .70, C.A. value is used to internal 
consistency among the items and the recommended value level of .70 and higher, the 
recommended C.R. value should be over .70, AVE for each construct should be more than 
.50. In ensuring discriminant validity, the square root of the AVE values must be high in 
relation to all constructs (Fornell and Larcker, 1981; Hair et al., 2006; Pino et al., 2012). 
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Table 3 shows the convergent validity, and Table 4 presents the discriminant validity (See 
appendix III, for more information about the measurement model). 

Table 3
Convergent Validity of Structures

Factors
Factor Loads

S.E. C.R. p C.A C.R AVE
Male Female M.Model

HC6<---health .790 .719 .757 .058 15.563 .000

.877 .875 .540

HC5<---health .822 .777 .799 .000
HC4<---health .823 .764 .801 .056 16.613 .000
HC3<---health .697 .684 .698 .055 14.125 .000
HC2<---health .691 .739 .715 .054 14.501 .000
HC1<---health .549 .704 .624 .062 12.316 .000
FS3<---safety .724 .847 .777 .060 15.292 .000

.822 .827 .616FS2<---safety .940 .797 .872 .000
FS1<---safety .733 .639 .695 .056 13.786 .000
OF1<---intention .912 .891 .905 .000

.911 .912 .775OF2<---intention .881 .925 .903 .036 25.317 .000
OF3<---intention .804 .847 .831 .040 22.007 .000
OFA1<---attitude .821 .922 .868 .000

.829 .829 .709
OFA2<---attitude .916 .723 .815 .063 14.530 .000

As seen Table 3, C.A values ranges from .822 to .911; C.R. values ranges from .827 to 
.912 and AVE values ranges from .540 to .775, all values related to convergent validity met 
the recommended criterion. The male and female measurement model factor loading and 
factor construct are similar.

Table 4
Discriminant Validity of Structures

Intention Health Safety Attitude
Intention (0.880)*    
Health 0.308 (0.735)*   
Safety 0.244 0.575 (0.785)*  
Attitude 0.676 0.345 0.323 (0.842)*
* The square root of AVE values

The structures included in the research model are above the threshold values that should 
be in the validity of convergence and discriminant. Based on these values, we can say that 
the proposed research model represents an adequate validity and reliability.

Testing the Structural Model and Results
Multi-group SEM analysis is used for comparing two groups in a cross-sectional sample 

and the hypotheses were tested using SPSS Amos 20. Multi-group SEM analysis proceeded to 
develop good-fitting models in separate runs for each group. Separate testing provides an 
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overview of how consistent the model results are. Models are then tested in one run with none 
of the parameters across models constrained to be equal. This unconstrained multiple group 
model provides a basis against which to evaluate more restricted models. After baseline model 
estimation, increasingly more strict constraints are specified by constraining various 
parameters across all groups to get the constrained parameters. When parameters are 
constrained, they are forced to be equal to one another. After each set of constraints is added, 
a chi-square difference test is performed for each group between the less restrictive and the 
more restrictive models. The goal is to not degrade the models by constraining parameters 
across the groups. For this reason, the chi-square difference must be non-significant. If a 
significant difference in chi-square is found between the models at any stage, the Langrange 
Multiplier (LM) test is analyzed to find the specific parameters that are different in the groups, 
and these parameters are estimated separately in each group (Tabacnick and Fidell, 2007).

In the scope of the multi-group SEM, we tested all models separately. Model1, which was 
created without grouping, was tested first. Table 5 and Figure 2 below presents the results of 
the Model1 analysis. 

Figure 2. The Model1 SEM analysis path diagram

Table 5
The Results of Model1 Analysis

Estimates S.E. C.R. p Hypothesis
Safety <--- Health .552 .055 9.985 .000 Supported*
Attitude <--- HHHhealth .235 .073 3.213 .001 Supported*
Attitude <--- Safety .192 .077 2.491 .013 Supported**
Intention <--- Health .129 .082 1.564 .118 Non- Supported
Intention <--- Attitude .882 .082 10.778 .000 Supported*
Intention <--- Safety -.030 .086 -.350 .727 Non- Supported
Note: * Significant at. 0.001; **Significant at. 0.05; ***Significant at. 0.10



Istanbul Business Research 48/2

186

The strongest relationship in Model1 appears to be the attitude towards organic food 
products and the consumer’s intention to purchase organic food products. Health 
consciousness affects food safety concerns and attitudes towards organic products positively. 
The relationship between health consciousness and the consumer’s intention to purchase 
organic food products is not supported. Food safety concern has statistically significant and 
positive effect on attitudes towards organic food products but has no statistically significant 
effect on organic food consumption intention. 

After testing Model1, we also tested the structural model separately for the male and 
female sample. Table 6 shows the Unconstrained Parameter and Table 7 shows the 
Constrained Parameter of each group.

Table 6
Unconstrained Parameter
Structural Relationship Male Female

Unstandardized 
regression weight

Probability Unstandardized 
regression weight

Probability

Safety <--- Health .513 .000 .599 .000
Attitude <--- HHHhealth .178 .028 .273 .034
Attitude <--- Safety .103 .206 .345 .011
Intention <--- Health -.025 .764 .285 .007
Intention <--- Attitude .988 .000 .730 .000
Chi-square
Degrees of freedom
Probability

236.517
142
.000

CMIN/DF 1.666 AGFI .882
RMSEA .042 NFI .925
GFI .921 CFI .968
Note: * Significant at. 0.001; **Significant at. 0.05; ***Significant at. 0.10

As seen in the unconstrained parameter results, not all model paths have a significant 
relationship for each group. Based on the multi-group modification, the path between food 
safety concern and organic food purchase intention was removed from the model to get the 
constrained parameters.

Table 7
Constrained Parameter
Structural Relationship Male Female

Unstandardized 
regression weight

Probability Unstandardized 
regression weight

Probability

Safety <--- Health .574 .000 .574 .000
Attitude <--- HHHhealth .239 .001 .239 .001
Attitude <--- Safety .189 .012 .189 .012
Intention <--- Health .106 .115 .106 .115
Intention <--- Attitude .879 .000 .879 .000
Chi-square 272.350
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Degrees of freedom 157
Probability .000
CMIN/DF 1.735 AGFI .877
RMSEA .044 NFI .913
GFI .908 CFI .961
Note: * Significant at. 0.001; **Significant at. 0.05; ***Significant at. 0.10

Although separate testing provides a general view of how consistent the model results are, 
it does not constitute testing for significant differences in the model’s parameters between 
groups. A chi-square difference test was applied to see if the difference is significant or not to 
constitute testing for differences. The fact that the constrained model chi-square value 
(272.350; df: 157) is higher than the unconstrained model value (236.517; df: 142) degree of 
freedom differences 15 p value .002 shows that the behaviors of female and male towards 
their organic products differ in the proposed model. The attitude towards organic products in 
the male consumer model affects the organic food purchasing behavior significantly and 
positively. There is a positive and significant relationship between health consciousness, 
food safety concerns and attitudes towards organic products. Other research hypotheses have 
not been supported in the subset of male consumers. The attitude towards organic products in 
the model of female consumers positively and significantly affects the intention to purchase 
organic products. Health consciousness positively and significantly affects food safety 
concerns, attitudes towards organic food, and the intention to purchase organic products. 
Food safety concerns have a positive and significant effect on attitudes towards organic 
products. In the following table, there is a summary of SEM and multi group analysis results.

Table 8
The Summary of SEM and Multi-Group Analysis Results 
Hypothesis Model 1 Male Female
Safety <--- Health S S S
Attitude <--- HHHhealth S S S
Attitude <--- Safety S N/S S
Intention <--- Health N/S N/S S
Intention <--- Attitude S S S
Intention <--- Safety N/S --- ---
S: Supported ; N/S: Non-Supported 

Conclusion and Discussion
Attitudes affecting consumers’ purchasing behavior of organic food, conceptual model 

formed by variables of health consciousness, food safety concerns and sub models based on 
grouping were examined in this study. The strongest impact in the research results is between 
the attitude towards organic products and the intention to purchase organic products. The 
positive attitude of consumers towards organic products strengthens their intention to 
purchase. From this result, it can be said that the attitudes towards organic products are a 
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strong determinant of the intention to purchase organic food. This finding is parallel to many 
studies in the literature (Yazdanpanah and Forouzani, 2015; Zhou et al., 2013; Yadav and 
Pathak, 2016; Magnusson et al. 2003; Tarkiainen and Sundquvist, 2005; Arvola et al., 2008).

Another important impact, according to the research findings, is between health 
consciousness and food safety concerns. It is possible to say that food safety concerns are 
also increasing due to the increase in consciousness levels of consumers in terms of being 
healthy. As consumers become more health-conscious, live a quality life, protect themselves 
from diseases, and become more conscious about their health, concerns about the safety of 
the food they consume can also increase. As Chen et al. (2014) stated in their studies, the 
consumer is highly concerned with food safety in personal health issues.

Another important finding of the research is the attitude towards health consciousness and 
organic food. The increase in health consciousness of the consumers leads to a more positive 
attitude towards organic food. There was no significant relationship between health 
consciousness and the intention to purchase organic products in the study. According to 
Michaelidou and Hassan (2008) and Toklu and Ustaahmetoglu’s (2016) works, health 
consciousness has no effect on the purchasing intention while it has an influence on the 
attitude toward organic products. However, in the literature there are studies supporting the 
influence of health consciousness on the intention to purchase organic products (Yardav and 
Pathak, 2016; Wee et al. 2014). The findings supported previous studies, and the relationship 
between health consciousness and attitudes towards organic products and the intention to 
purchase organic products should be tested with other studies.

Food safety concerns have a statistically significant and positive effect on attitudes 
towards organic products but have no statistically significant effect on organic food 
consumption intention. In agreement with the studies of Wee et al. (2014) and Ustaahmetoglu 
and Toklu (2015) in the literature, food safety concerns affect the intention to purchase 
organic products. In the study of Michaelidou and Hassan (2008), food safety concerns affect 
the attitude towards organic products but they don’t affect the intention to purchase. In Toklu 
and Ustaahmetoglu (2016) studies, concerns about food safety positively influence the 
attitude toward organic products but they don’t affect the intention to purchase.

As a result of the multi-group SEM analysis, it is observed that male and female consumers 
have significant differences in the proposed model of organic product buying behavior. In 
the Iranto’s (2015) study, it was found that male and female consumers differed significantly 
in terms of attitudes and purchasing intentions towards organic products; also, female 
consumers were more interested in buying organic products than male consumers. Our study 
supports this finding. Attitudes towards organic products strongly influence the intention to 
purchase in both consumer groups. Another strong impact for both groups is health 
consciousness and food safety concerns. When the influence of health consciousness on 
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organic food is examined, it can be seen that male consumers have a relatively strong effect. 
The fact that health consciousness affects food safety concerns more in female consumers 
may be due to the fact that more variables influence the attitudes of female consumers. 
Female consumers’ concerns about food safety affect their attitudes towards organic 
products. This moderate effect can be attributed to the roles that female consumers play in 
society. Social issues, such as taking the role of buyer and explorer in meeting the needs of 
the family, including food, in particular, keeping children’s healthy nutrition in the 
foreground, especially in families with children may affect attitudes towards organic food. 
Lea and Worsley (2005) and Lockie et al. (2002) stated similarly that the differences in the 
behavior of women and men in purchasing organic products are due to the fact that women 
take more responsibility for the issues related to feeding the family. As the health 
consciousness of female consumers’ increases, the intention of purchasing organic food 
seems to increase. The fact that the female purchasers take up more of their purchasing role 
in society than male consumers is pushing the male consumers to develop attitudes, and 
directing female consumers both to develop attitudes and to buy.

There are some limitations in the current study. First, the data were collected by 
convenience sampling and the research results are limited to this sample. As a consequence, 
the research findings cannot be generalized. Second, the research model included the 
relationship amongst health consciousness, food safety, attitudes and intentions. The research 
model can be expanded by adding variables related to organic food product purchasing 
motivations and barriers in future research. Third, this study examined organic food products 
in general. Therefore, in future investigation of researchers specific product groups will 
contribute to the development of theory and practice.

Practical Implications
Increases in health consciousness and food safety concerns globally drive consumers to 

organic products. All practitioners and professionals can contribute to the development of the 
organic product market, taking into account changes in health consciousness and food safety 
concerns. Gender in the organic product market can be used as a market segmentation criterion.
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Appendix I

Health Consciousness

I reflect about my health a lot

I’m very self-conscious about my health

I’m alert to changes in my health

I’m usually aware of my health

I take responsibility for the state of my health

I’m aware of the state of my health as I go through the day.

Food Safety Concern

Nowadays foods mostly contain residues from chemical sprays and fertilizers.

I’m very concerned about the amount of artificial additives and preservatives in food.

The quality and safety of meat nowadays concerns me.

Attitude

My attitude towards organic food products

Organic food products 

Purchase Intention 

I intend to buy organic food in the next two weeks,

I want to buy organic food in the coming weeks,

Rate your chances of buying organic food in the coming weeks
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Appendix II 

Descriptive Statistic of Research 
Male Female

Variables Mean SD Skewness Kurtosis Mean SD Mean SD 
HC1 3.71 1.042 -.861 .222 3.80 .987 3.60 1.093
HC2 3.65 .933 -.875 .449 3.73 .912 3.55 .948
HC3 3.60 .942 -.724 .021 3.67 .924 3.51 .956
HC4 3.63 .981 -.826 .335 3.72 .913 3.52 1.042
HC5 3.78 1.060 -1.183 .965 3.87 .935 3.67 1.176
HC6 3.44 1.013 -.685 -.269 3.52 .956 3.34 1.067
FS1 4.39 .905 -1.956 4.092 4.46 .785 4.32 1.017
FS2 4.23 .933 -1.490 2.363 4.24 .882 4.21 .987
FS3 4.15 .957 -1.257 1.297 4.17 .882 4.11 1.035
OFA1 4.10 .963 -1.196 1.338 4.15 .976 4.04 .948
OFA2 4.16 .939 -1.221 1.323 4.24 .926 4.06 .947
OF1 3.50 1.254 -.418 -.853 3.69 1.222 3.29 1.260
OF2 3.77 1.152 -.704 -.361 3.90 1.145 3.62 1.145
OF3 3.54 1.205 -.484 -.680 3.72 1.166 3.34 1.219

Appendix III

The Measurement Model of Male and Female Consumers’

  

MALE 



Istanbul Business Research 48/2

196

FEMALE


