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Abstract

:

(1) Background: Exploring the drivers of organic food consumption is crucial for designing pro-environmental marketing strategies. This study aims to investigate elements associated with organic product consumption in North Portugal, with a particular focus on food sustainability. (2) Methods: A self-reported questionnaire was administered to 295 participants to examine (1) personal motivations, such as beliefs about the impact of consuming organic products on health, concerns about soil, and self-perception of control; (2) attitudes towards contextual motivations, including the value of time, price, labels, and taste; and (3) the frequency of organic product consumption. A partial least squares model was employed to explore the relationship between participants’ motivations and behavior. (3) Results: Perceiving organic food as healthy was positively associated with higher organic product consumption. Positive attitudes towards cost-effective products, spending less time purchasing products, and a high locus of control did not moderate this relationship. While soil concerns were not significantly associated with the consumption of organic products overall, this association was significant in participants with a higher locus of control. A low locus of control was associated with a positive attitude towards pesticides. (4) Conclusions: The findings suggest that bridging the gap between concerns about soil conditions and pro-environmental behavior involves perceiving oneself as an agent of change and becoming proactive at an individual level. Resources to enhance individuals’ environmental curiosity and literacy may increase their locus of control, fostering a more accurate attitude towards pesticides and, consequently, an increase in organic product consumption. Additionally, companies could strengthen the association between organic food and better health by investing in marketing. These strategies have the potential to positively impact food sustainability.
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1. Introduction


Climate change along with unsustainable land practices are threatening the soil’s fertility in Europe [1]. Despite the significant efforts made by environmentalists, soil degradation and erosion are issues that need to be actively addressed [2,3]. According to the Food and Agriculture Organization of the United Nations (FAO), the world’s soils have reached either a moderate or high level of degradation, and by 2050, 90% of soil could become extremely degraded [4]. Portugal, especially the northern region, is one of the most affected countries; apart from the conventional practices and massive use of pesticides, the recent and recurrent wildfires represent a relevant driver of soil erosion and degradation [5].



Stopping the soils from being contaminated, washed away, and becoming sterile is a responsibility that involves farmers’ practices as well as consumers’ ones. The consumption of organic products is considered a pro-environmental behavior (PEB) that contributes to changing demand and shapes the farming management of the lands. Exploring the drivers of organic food consumption is essential to enable the development of marketing strategies to increase pro-environmental behaviors.



Research in the field, conducted in European countries, e.g., in France, Romania, the United Kingdom (UK), Poland, and Norway, and a systematic review summarizing the general worldwide motivations behind organic food consumption [6] indicate that the most relevant enhancers of organic food consumption are perceiving organic products as healthy [7], being concerned about the environment [8,9], and finding organic tastier than conventional food [8]. Conversely the most prominent barriers are high prices [10,11,12], mistrust, a lack of availability of the products [11,13], a lack of time to purchase products in specific sections or organic shops, and a shortfall of information on the labels regarding the environmental and health benefits [10,14].



Although the above-mentioned drivers are seen as relevant in the general population, evidence suggests that pro-environmental behaviors are context-dependent [15] and should be explored considering characteristics such as the region. For instance, a study conducted in Germany concluded that the consumer’s place of residence had an impact on the willingness to spend more for organic, e.g., participants living in the Eastern part were less willing to pay higher prices for organic products than in other areas of the country [16].



Portugal, especially the northern region, is one of the European countries with a higher risk of soil degradation [4]. Despite this fact, only a small sector of the population consumes organic, in comparison to other European countries [17]. Studies conducted in North Portugal that aim to understand the enhancers of organic food consumption are limited. The existing studies were conducted including participants from all the regions in Portugal or compared Portugal with other countries. A study explored the influence of income and education on Portuguese and Spanish consumers’ behavior, concluding that individuals who consume organic are more preoccupied and informed about environmental issues than individuals who consume conventional food [18]. A very recent study explored the barriers and enhancers of organic food consumption in Portugal and Turkey and the impact of the COVID-19 pandemic, revealing that, in general, the population is increasing their awareness on the importance of consuming organic, with the main drivers of consuming organic food being health and environmental concerns, and the barrier high prices [19]. Other studies focused on exploring consumer’s behavior in specific cities. For instance, ref. [20] studied the similarities of organic food consumers in Lisbon and Berlin, concluding that a higher education was associated with an increased knowledge of the benefits of organic food products, a higher positive attitude, and consequently a higher consumption of organic products. These findings highlight the key role of marketers in increasing individuals’ awareness and access to clear information about products [20]. Until now, there has been a lack of studies exploring consumers’ motivations and behaviors in North Portugal, especially the causal relationships between motivations and actions that might shed light on the evident gap between intentions and behaviors. While there is a clear preoccupation with the general state of soils among the Portuguese population, this awareness often fails to translate into pro-environmental actions. This issue cannot be fully comprehended through monocultural studies (i.e., global studies that include a wide range of populations), as it is well established that pro-environmental and consumer behaviors are cultural and context-dependent [15]. According to the classic theory of planned behavior (TPB) by Ajzen [21], consumer behavior is influenced by beliefs and attitudes, and in this context, culture plays a key role. Understanding the cultural values within a country, and more specifically within distinct regions of the country, can provide valuable insights into the reasons behind the gap between pro-environmental concern and pro-environmental behavior. It allows us to explore the conditions under which this relationship can be transformed. To achieve this understanding, models that examine the intricate interplay between various independent and dependent variables, especially those incorporating moderators, prove instrumental. These models might help elucidate the complexities of the relationship—discerning when the variables are linked and identifying factors that either strengthen or weaken this connection [22]. Moreover, it is crucial to acknowledge that the efficacy of marketing strategies is inherently tied to their ability to persuade the consumer. The aim of marketers is to enlighten consumers’ attitudes to guide them toward a more “conscious” decision-making process. In this sense, a profound understanding of consumer patterns within a country and a sector is fundamental to enable marketers to employ strategies that encourage consumers to choose organic products more frequently [23]. Here, we investigated how motivations and barriers, previously studied in other European countries, such as environmental concerns, associating organic with healthy, knowledge, price, and labels are related with consuming organic in North Portugal. Additionally, we aimed to explore a topic less studied in consumers in Europe: “self-perception of control” or the self-belief that one’s individual PEB can impact the environment and how this belief is related with a higher consumption of organic products. Given the extensive body of literature confirming the significance of “the locus of control or self-empowerment” in modulating behavior, as posited by the classic TPB, we hypothesized that this construct would play a crucial role in explaining the gap between environmental concerns and pro-environmental behaviors—a gap that demands attention.



The present study aimed to explore the following: 1. whether the individual’s belief that “organic food is healthy” is associated with “consuming organic food”; 1.1. whether the variables “willingness to spend less money”, “willingness to spend less time buying”, “prioritizing attractive labels”, and/or “prioritizing taste” strengthen the relationship between the variables in aim “1”; 2. whether individuals’ “soil concerns” are associated with “consuming organic products”; 2.1. same as aim 1.1. for aim 2.; 3. the relationship between “self-perception of control” and “consuming organic products” (i.e., believing that one’s individual actions can influence positively the way the lands are treated and consequently halt the soil’s degradation); 4. whether a low “self-perception of control” is associated with a “positive attitude toward the use of pesticides”; and 5. whether the variables “prioritizing taste”, “prioritizing attractive labels”, “willingness to spend less money”, “willingness to spend less time” when purchasing products, and a “positive attitude towards pesticides” are associated with a reduced “consumption of organic products”. The model of the present study is graphically displayed in Figure 1.



Considering the previous studies presented in this introduction, the hypotheses of the present study are the following:



H1. 

The “belief that consuming organic food is healthy” (predictor variable) is positively correlated with “consuming organic” products (outcome variable). A “positive attitude towards spending less time buying” and a “positive attitude towards cheaper products” (moderator variables) weaken the relationship between the factor and the outcome variable, i.e., between “believing that organic food is healthy” and “consuming organic”. Conversely, “self-perception of control and information” about soils (moderator variables) strengthen the relationship.





H2. 

Individuals’ “soil concerns” (predictor variable) are associated with “consuming organic” products (outcome variable). Overestimating “time” and “price” (moderator variables) weaken this relationship, i.e., when the importance given to time and price is high, consumption of organic food decreases even when individuals are concerned about soils. Conversely “self-perception of control” and “relevance given to information” (moderator variables) strengthen the relationship, i.e., a higher “self-perception of control” is translated into a higher “consumption of organic food” when individuals are concerned about soils.





H3. 

“A high self-perception of control” and “the relevance given to information about soils” (predictor variables) are positively correlated with the “consumption of organic products” (outcome variable).





H4. 

“Self-perception of control (predictor variable) and believing that information about the soils is relevant” is negatively correlated with a “positive attitude towards pesticides” (outcome variable).





H5. 

Overestimating “taste”, “attractive labels”, “money”, “time”, and “having a positive attitude towards pesticides” (predictor variables) are negatively correlated with consuming organic products (outcome variable).






2. Materials and Methods


2.1. Participants


The hypotheses were tested analyzing self-reported data from 295 participants from North Portugal. Participants lived in the regions of Porto, Vilana do Castelo, Coimbra, Aveiro, Braga, and Braganza. Data collection was conducted during February 2022–June 2022 and followed a convenience sampling technique. The selection of this method was based on its practicality and straightforward implementation, recognizing the potential limitation of achieving only a partially representative sample. The study was promoted by means of informative flyers; social media posts on LinkedIn, Facebook, and Instagram; and emails to university staff, students, friends, and neighbors. Individuals expressing interest were guided to register for the study via a Qualtrics online questionnaire.



The participation was voluntary and the only requirements to be eligible for the study were to be over 18 years old and to live in North Portugal. A total of 295 participants aged 18–65 (mean = 35.32; sd = 11.17) were included in the study: 88.5% were female, 65.8% lived in urban areas, 78% had at least a general certificate education, and 88.7% considered that their income was adequate to live without struggling.




2.2. Measures


The Qualtrics questionnaire gathered demographic details (i.e., age, gender, educational background, and level of income) and 5 Likert-type scale items related to habits of consumption of products (Table 1). Prior to the analysis, the data were downloaded from Qualtrics and cleaned. SPSS was used to conduct multiple imputation for missing values with 10 iterations. In this procedure, a simulation of missing data relative to the data available was performed. In other words, data that were available were used to make probabilistic judgements on what the missing values would be.




2.3. Data Analysis


Tests of normality indicated that the variables were not normally distributed (p < 0.001; Kolmogorov–Smirnov and Shapiro–Wilk). Smart partial least square (PLS) v.3 was used for the analysis [24]. SmartPLS (v3) is a software that allows a factor and path analysis to be performed to explore different latent variables simultaneously. This approach is suitable for non-normal data [25,26]. SmartPLS has also been reported to be more robust than regression to assess the mediation of variables [27].



The steps performed using smart PLS were the following: [i] a confirmatory factor analysis and [ii] a path analysis (to assess the relationship between predictor and outcome variables). In both steps, a PLS algorithm and a bootstrapping were performed. The former was used to assess the construct reliability and validity and the latter to test the statistical significance of the paths. These two steps are explained in more detail in the following paragraphs.



[i] A PLS algorithm for confirmatory factor analysis enables the outer factors to be determined. Outer factors of 0.3 or above were considered appropriate to study PEB in a factor analysis in smart PLS, meaning that the indicators or items are related to the factor. The bootstrapping analysis report shows the t-statistics of the variables within each factor. Values below 1.96 indicate a low relationship between some indicators and the factors. These items should be deleted or added in another factor. After cleaning the model, Cronbach’s alpha, RHO-A, and composite reliability were explored.



[ii] A path analysis was performed to assess the association between the factors and the outcome variable. The output of the PLS algorithm plot shows the weights or relationship between variables. Additionally, its report indicates some useful information, e.g., whether there is collinearity between variables. Finally, bootstrapping was performed to assess the statistical significance between variables.





3. Results


In the present section, the results of steps [i] and [ii] introduced in the Section 2 are displayed.



[i] Factor analysis



All those indicators that reflected a low construct validity, i.e., presented outer loading values < 0.3 in the PLS algorithm and t-values < 1.96 in the bootstrapping, were deleted from the model. These indicators were the following: Within the factor “consumption behavior” the variables “Since the start of the pandemic COVID-19, I feel safer buying non-organic food” and “Since the beginning of the COVID-19 pandemic, I feel safer buying packaged food” were removed. Within the factor “extrinsic motives”, “sales”, “taste”, and “time” were excluded. Within the variable “pesticides” the item “Pesticides are necessary to ensure that there is sufficient production of food and other products for all” was also deleted from the model. The construct validity and reliability scores’ alpha Cronbach levels > 0.65, rho A > 0.8, and composite reliability > 0.76 indicated that the model was optimal to conduct a PLS regression analysis.



Discriminant validity of the factors, indicative of independence between factors, was met, i.e., correlations showed values below 1.



In total, 9 constructs and 29 indicators were included (see Table 1).



[ii] Path analysis (regression)



H1 assessed the impact of the factor “self-perception that organic products are healthier” on increasing the “consumption of organic products”. Additionally, it explored whether this relationship was strengthened or weakened by the moderator variables “positive attitude towards spending less time buying”, “positive attitude towards cheaper products”, and “self-perception of control and of the importance of information about soils”. The results indicated that “self-perception of relevance of organic food in one’s health” is positively correlated with “the consumption of organic products” (f2 = 0.08; B = 0.301; t = 4.10; p < 0.001). The moderator variables did not have an effect between the following variables: the moderator value of “willingness to spend less time purchasing” (B = −0.05; t = 0.8; p = 0.2), the value of “overestimating cheaper products” (B = −0.004; t = 0.04; p = 0.48), and “self-perception of control and information” (B = 0.07; t = 0.87; p = 0.19). Hence, these results suggest that H1 is partially accepted; believing that organic food is good for health explains an increase in organic products consumption.



H2 explored the impact of “soil concerns” on the frequency of “consumption of organic products”. Additionally, it investigated a possible moderating effect of the variables “time”, “price”, and “self-perception of control”. The results showed that soil concerns are only slightly associated (i.e., marginal significance) with a higher consumption of organic products (B = 0.09; t = 1.1; p = 0.082); however, when these two variables are moderated by “self-empowerment and information”, the “consumption of organic products” increases (f2 = 0.02; B = 0.163; t = 1.9; p = 0.02). Conversely, the moderator variables “price” and “time” do not strengthen the relationship between “soil concerns” and “consumption of organic products”, (B = 0.07; t = 57; p = 0.28) and (B = 0.001; t = 0.016; p = 0.49).



H3 aimed to determine whether “self-perception of control and believing that information about soils is relevant” is associated with the “consumption of organic products”. The results confirmed this relationship between the variables (f2 = 0.02; B = 0.21; t = 2.4; p = 0.008).



H4 assessed the relationship between a “positive attitude towards pesticides” and “self-perception of control and believing that information about soils is relevant”. Expectedly, the results showed a negative association between these variables. In other words, the more positive the participants’ opinions are about pesticides, the less they are empowered and the less they think that information about soils is important (f2 = 0.35; B = −0.58; t = 8.31; p < 0.001).



H5—The importance given by individuals to nice “labels” (B = −0.03; t = 0.542; p = 0.29) and good “taste” (B = 0.05; t = 0.932; p = 0.176) are not negatively associated with consuming organic; however, “overestimating cheaper products” (f2 = 0.05; B = −0.22; t = 3.68; p <0.001), “time” (f2 = 0.013; B = −0.10; t = 1.63; p = 0.05), and positive opinions about pesticides (f2 = 0.012; B = −0.12; t = 1.72; p = 0.04) are. Although these latter variables are statistically significant, they did not achieve practical significance; a positive attitude towards cheaper products presents a weak size effect and the rest (time and pesticides) present a very weak size effect.



As previously reported, effect sizes between variables that are statistically significant present a small (Cohen’s f2 = 0.02) or medium effect (Cohen’s f2 = 0.1), except for the negative relationship between the predictor variables “self-perception of control” and “perceiving information on the soils as relevant” and the outcome variable “positive attitude towards pesticides”, which presents a large effect size (Cohen’s f2 = 0.35).




4. Discussion


The land in North Portugal is degrading at a devastating pace. Consumers have a potential role in protecting the soils by making better purchasing choices. Our study aimed to shed light on the drivers and barriers of consumption of organic products in North Portugal. Additionally, and inspired by the TPB, our research contributes novelty to the literature by investigating the moderating role of locus of control or self-empowerment in the relationship between motivations and organic product consumption. The findings from our study provide a more precise characterization of consumers in North Portugal.



The findings showed that individuals that belief that organic food is healthy tend to consume more organic products than those who do not. Additionally, elements such as a positive attitude towards cheap products and towards spending less time buying alongside a high self believe that one’s PEB can contribute to the preservation of soils do not strengthen nor weaken this relationship. These results corroborate the ones reported in previous studies conducted in other regions of Portugal and in other countries [6,7].



Additionally, contrary to recent studies conducted in other countries [7,28,29], individuals’ soil concerns in North Portugal are not strongly associated with consuming organic products. A recent study showed that the Portuguese population is aware of the importance of protecting the environment; however, this awareness is not reflected in the behavior of consuming organic food [16]. Aligned with these findings, our results showed that being concerned about the state of the soils is not enough to increase the consumption of organic food; however, when these concerns are combined with believing that one’s individual actions can make a change in the environment and with the importance that people give to being informed, the consumption of organic food increases. Another study identified different types of consumers: the ones concerned about health, the ones led by lifestyle such as convenience, and the “chore environmentalists”. This latter group is characterized by being highly aware of environmental issues, self-empowered, and willing to consume more organic products. Our data reflect that some of our participants are part of this hard environmentalist group or at least approach it. Not only are they aware of the soil’s current state, but they are also committed to changing it and preserving it [30].



It is worth noting that having a high self-perception alone showed a direct positive impact on the consumption of organic products, i.e., without being moderated by any variable. In other words, participants with higher levels in these indicators consume more organic products, regardless of their level of concerns about the current soil state. As revealed by the previous literature, an awareness of environmental challenges is highly relevant for influencing consumers’ decision making [31,32]. Our construct “self-empowerment or self-control” is a mix of commitment and believing in the power of being informed. This variable seems to be key in consumers’ pro-environmental behavior.



Expectedly, individuals that believe that pesticides are not harmful consume less organic food. The present findings align with those reported in [33], indicating that individuals holding less-favorable views toward organic fruits and vegetables tend to perceive fewer risks and more benefits associated with pesticides. Our results further highlight that individuals with a low self-perception of control and who believe that information about soil conditions is irrelevant to consumers exhibit a more positive outlook on pesticide use. These outcomes convey a distinct message: educators, governments, and businesses should collaboratively strive to inspire and persuade North Portuguese citizens to adopt a proactive stance, emphasizing that significant changes invariably commence with individual transformations.



As reported in several studies and corroborated by the present one, external factors such as time and price play a role in the consumption of organic products; however, they are not as relevant as the other factors, considered “chore values” (health-related, soil concerns, and perception of control) [8,11,12]. The design of labels and taste did not seem to be associated with any profile of consumer in North Portugal. This might mean that part of the sample driven by labels and taste are conventional consumers while another part are organic ones. Future studies should investigate more in depth the types of labels and taste that attract different consumers in North Portugal, using multimodal techniques, i.e., EEG, peripheral measures, and self-reported questionnaires. This would guide producers and marketers to implement strategies to increase organic product sales.



Our data indicate that there are three distinct consumer patterns in North Portugal. The first pattern involves individuals that strongly associate “organic products” with a “healthy life”. The second pattern comprises consumers who are aware of the relevance of protecting the soils but are not proactive. Finally, the third pattern is composed of core environmentalists who are both aware and take action. Considering these patterns, especially patterns one and two, various practical implications could be highlighted (see Figure 2).



For pattern one, marketers could enhance the behavior of these consumers and extend this positive association to additional consumers that do not have this mental association formed yet. Given that our data show the ease with which Portuguese individuals form an association between organic and healthy, our strategy involves providing clear and explicit information on product labels regarding health benefits. Companies should invest in verifying the health aspects of each product, adjusting or reducing additional resources in label design, price adjustments, or product placement considerations.



For pattern two, our aim is to foster locus of control or self-empowerment, encouraging individuals not only to be aware but also to take action. This requires instilling a belief that their actions can effect change. Additionally, marketers should aim to provide access to information on how to protect soils. Our strategies include offering content that sparks curiosity and informs individuals about the state of the soil, e.g., influential leaders advertising products and talking about the importance of consuming organic; we also propose providing specific visual guidelines on how individuals can contribute to protecting the environment through simple actions.



These guidelines anticipate a rise in the consumption of organic products as a direct result of altered attitudes and understanding of the soil’s state among consumers. These changes are expected to impact farming practices positively, including a reduction in pesticide usage and an increase in the adoption of organic farming methods. This reflects a shift towards sustainable and environmentally friendly agricultural practices.



Limitations


This study is subject to certain limitations. First, the construct of “self-empowerment and information” only assessed the impact that self-control along with believing in the relevance of information have on consuming organic. Whether participants that think that information is important were actually informed was not evaluated. Future studies could assess whether people who believe in the relevance of information are informed and have access to information. This would be insightful to guide marketers in the correct direction. Second, our study focused exclusively on exploring consumer behavior in North Portugal. Although we acknowledge that pro-environmental behavior is context-dependent, this decision limited the generalization of our results. Future studies that explore the differences among sectors and regions within Portugal are encouraged. Third, the convenience sampling method constrains the possibility of ensuring a diverse representation of the population in North Portugal. Probability sampling methods could facilitate the inclusion of a more balanced sample in terms of gender, age groups, educational background, and socioeconomic status.





5. Conclusions


The fertility of our soils is at risk due to a widespread deficiency in pro-environmental practices on a global scale. Consumer choices play a pivotal role in shaping the behaviors of farmers, retailers, and marketers, and vice versa. Consequently, examining the drivers behind the consumption of organic products within diverse populations can offer valuable insights. By understanding these motives, stakeholders can implement strategies to enhance pro-environmental and ethical practices, thereby encouraging consumers to elevate their engagement with organic products.



Our study showed that the main drivers of organic product consumption in North Portugal are believing that organic is healthy, feeling that one can make individual changes to protect the environment, and believing in the power of information. The main barriers are having a positive attitude towards pesticides and a willingness to spend less time and money on purchasing products. The appeal to attractive labels and to taste does not seem to be associated with organic food consumption nor conventional. These results have great implications for researchers and retailers, for instance, in developing neurophysiological protocols to explore how the design of labels affects decision making when purchasing, developing advertisements that make more individuals associate organic products with being healthy, and providing explicit information regarding the health benefits of the products in the labels.
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Figure 1. Study model. Note. This figure shows the model of the present study. Bright pink circles show the main independent variables or predictors, i.e., V1 = believing that organic is good for one’s health; V2 = being concerned by soil degradation, erosion, and the treatment of soils; V3 = having a high self-empowerment or self-perception of control and awareness of the relevance of being informed; and V4 = having a positive attitude towards pesticides. Light pink circles show the moderating variables: self-empowerment and awareness of information, overvaluing price, and overvaluing time. Purple circles represent the secondary predictor variables, i.e., V5 = importance that individuals give to labels; V6 = overvaluing taste; V7 = overvaluing time; and V8 = overvaluing price. The blue circle shows the dependent variable or outcome variable, i.e., behavior of consuming organic products. The green circle is the covariates age and sex, controlled in this study. 
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Figure 2. Strategies targeting two types of consumers and expected environmental outcomes. Note. This figure illustrates two common consumer patterns in North Portugal along with strategies to guide marketers. It also reflects the expected shift towards sustainable and environmentally friendly agricultural practices. 
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Construct

	
Items

	
Factor Loading






	
Belief that organic is healthy

	

	-

	
Consuming organic products affect the functioning of the brain (e.g., attention, memory).







	
0.62




	

	-

	
Consuming organic food reduces the risk of cancer.







	
0.84




	

	-

	
Consuming organic fruit and vegetables has a global impact on health.







	
0.87




	

	-

	
When I buy a labelled product, I always read the list of ingredients.







	
0.37




	

	-

	
Eating organic fruit and vegetables prevents some diseases.







	
0.73




	

	-

	
Organic food has more vitamins.







	
0.50




	
Soil concerns

	

	-

	
I am worried about the soil’s degradation.







	
0.96




	

	-

	
I am worried about how farmers treat the soil.







	
0.95




	
Self-perception of control and awareness of the importance of being informed

	

	-

	
If we all start buying more organic products, the supply of these products will increase in the future.







	
0.90




	

	-

	
I believe that the consumption of organic products would be higher if there was more information about their benefits.







	
0.62




	

	-

	
I believe that consumers need access to more information about how their choices affect the environment.







	
0.63




	
Positive attitude pesticides

	

	-

	
The pesticides currently used do not cause soil’s degradation.







	
1




	
Sensorial appeal (Labels)

	

	-

	
I tend to buy products that have a more attractive label.







	
1




	
Sensorial appeal (prioritizing taste)

	

	-

	
The taste of food is the main attribute I consider when buying food.







	
1




	
Lack of willingness to spend time purchasing (time)

	

	-

	
I take into consideration the time spent shopping and therefore I prefer shops close to work and/or home.







	
1




	
Willingness to pay lower prices (price)

	

	-

	
I usually buy the food that is cheaper.







	
1




	
Frequency purchase organic food

	

	-

	
If you usually buy organic products, how often do you consume each class of products? (Note: if you do not usually buy organic products, tick never for all products)







	




	
   Clothes,

	
0.52




	
   Flour,

	
0.76




	
   Fruit and vegetables,

	
0.62




	
   House products,

	
0.70




	
   Hygienic products,

	
0.75




	
   Nuts,

	
0.67




	
   Oil,

	
0.50




	
   Pasta,

	
0.71




	
   Quinoa,

	
0.66




	
   Rice,

	
0.51




	
   Wine,

	
0.65




	
   Global:

	
0.78




	

	-

	
If I have a choice, I always buy organic.







	
0.70








Note. The table displays the constructs assessed, the items included in each construct, and the factor loading assessed using SmartPLS.
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