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Abstract: In order to meet the rising global demand for food and to ensure food security in line with
the United Nation’s Sustainable Development Goal 2, technological advances have been introduced
in the food production industry. The organic food industry has benefitted from advances in food
technology and innovation. However, there remains skepticism regarding organic foods on the part
of consumers, specifically on consumers” acceptance of food innovation technologies used in the
production of organic foods. This study measured factors that influence consumers’ food innova-
tion adoption and subsequently their intention to purchase organic foods. We compared the organic
foods purchase behavior of Malaysian and Hungarian consumers to examine differences between
Asian and European consumers. The findings show food innovation adoption as the most crucial
predictor for the intention to purchase organic foods in Hungary, while social lifestyle factor was
the most influential in Malaysia. Other factors such as environmental concerns and health con-
sciousness were also examined in relation to food innovation adoption and organic food consum-
erism. This paper discusses differences between European and Asian organic foods consumers and
provides recommendations for stakeholders.

Keywords: organic foods consumerism; food innovation adoption; food security; circular economy;
health consciousness; environmental concern

1. Introduction

The human population is still growing fast. Today, the global population is around
7.8 billion. This number is expected to increase by 10% (8.5 billion) by 2030, 26% (9.7 bil-
lion) by 2050, and 42% (10.9 billion) by 2100, according to the U.N. Department of Eco-
nomic and Social Affairs [1]. The growing population increases the demand for food,
sometimes leading to the irresponsible use of natural resources which are becoming scarce
[2]. This rising demand exerts pressure on the environment, resulting in massive defor-
estation and the deterioration in biocapacity and marine ecosystems [3]. Due to the emer-
gence of biological hazards that affect quality of life, health concerns are more prevalent
among consumers now than ever before. Meeting food supply challenges and feeding the
growing global population with good quality food, has emerged as the new global food
security agenda.
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The increasing demand for organic food may reflect consumers’ concerns regarding
the devastating effects of conventional agriculture on people’s health and the environ-
ment [2]. Rimal et al. [4] and Saba and Messina [5] found that consumers purchased or-
ganic food as they perceived that the risk of pesticide contamination is relatively low in
organic food and the growing of organic food is perceived as harmless for the environ-
ment. Growing buyers’ interest in quality food, wellbeing, better health, and sustainable
living make organic food a viable choice [6]. Organic food that is regulated is produced
with less negative impact on nature as compared to the conventional food production
process. The demand for organic food initiates the establishment of various organic farm-
ing techniques around the world, utilizing a minimum of synthetic inputs or none at all
[7].

Besides health reasons, moral thought and responsibility towards the environment
motivate some consumers to purchase organic food [8,9]. Hence, organic food has gained
popularity and is seen as a way of life for some consumers [10]. Although organic food is
positioned as a better food choice for health and the environment, the issue of its relatively
higher cost is a hindrance to purchase for some. Surveys conducted in the United King-
dom, Japan, India, and Indonesia in 2015 revealed that consumers were willing to pay up
to 30% more for fruits and vegetables as an act of social responsibility [11]. However, Tim-
mins [12] noted that the advantages related to organic food were not sufficient for some
purchasers to make the final decision to purchase organic food. Besides pricing concerns,
the technology of producing organic food also draws consumer skepticism [13].

Overall, the demand for organic food globally is shaped by a number of economic,
sociological, and psychological factors, which can vary from country to country and from
type of commodity to food group [14]. Cross-national studies could aid in a better under-
standing global consumers’ similarities and differences and pave the way forward to-
wards a more sustainable food and future for all. A recent cross-national study by Booba-
lan et al. [15] compared Indian and American organic food consumerism and found key
differences between consumers in these two large countries regarding the psychological
benefits they acquire when purchasing organic food. Against this backdrop, this study
aims to investigate the factors contributing towards the intention of consumers from Asia
(Malaysia) and Europe (Hungary) to purchase organic food, taking into consideration the
role of the food innovation adoption behavior of consumers.

To this end, this paper is presented in sections, as follows. This introduction ad-
dresses the aim and focus of this research. Section 2 presents the literature review and
subsequently the conceptual framework based on the critical secondary research review.
This is followed by the description of the research methodology in Section 3. The research
findings and discussion are highlighted in Section 4. Section 5 demonstrates the cross-
national comparison of the findings between consumers in Malaysia and Hungary. Sec-
tion 6 presents the conclusion of the study and Section 7 the limitations of the research
and suggestions for future study.

2. Literature Review and Theoretical Framework

According to the Oxford Dictionary, ‘organic” simply means something that is de-
rived from living matter. In the food and agricultural industry, the word ‘organic’ is a
labeling term that is given by the regulators indicating the approval of methods for the
production, handling, and processing of organic foods sold. Organic food cultivation in-
tegrates cultural, biological and mechanical practices that lead to resource conservation
and recycling of resources which promote ecological balance and biodiversity conserva-
tion [16].

In Malaysia, organic certification is regulated under the Malaysian Quality Standard
1529:2015 which ensures that the practice of organic farming is based on the four princi-
ples of Health, Ecology, Fairness and Care. The Malaysian organic standard emphasizes
the health of soils, plants, animals, and humans, and the well-being of the ecological sys-
tem, the environment, as well as balance and fairness to the ecological system [17]. In
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Hungary, the procedures of organic products’ certification, production, labeling and mar-
keting are governed by the [18]. The EU Regulation 2018/848 (Article 1) describes organic
production as “an overall system of farm management and food production that combines best
environmental and climate action practices, a high level of biodiversity, the preservation of natural
resources and the application of high animal welfare standards and high production standards in
line with the demand of a growing number of consumers for products produced using natural sub-
stances and processes. Organic production thus plays a dual societal role, where, on the one hand,
it provides for a specific market responding to consumer demand for organic products and, on the
other hand, it delivers publicly available goods that contribute to the protection of the environment
and animal welfare, as well as to rural development”.

‘Organic labelled” foods are produced without the use of pesticides and artificial ni-
trogen composts, antibiotics, synthetic hormones, genetic engineering, or other detri-
mental practices prohibited in the regulation [19]. The entire organic food value chain is
regulated to ensure that it is environmentally safe and free from irradiation, industrial
solvents and synthetic food additives [20]. Based upon the stringent regulatory frame-
work for producing organic food, the ‘organic’ label thus gives assurance to buyers that it
the food is produced without harming the environment and without chemical residues in
food. It serves as an assurance that the food is free from toxic and harmful substances.

To obtain an organic certification, farmers need to ensure that their fields are pro-
cessed naturally, and free from prohibited materials for at least three years [19], as healthy
soil has a profound impact on the quality of crops. Organic farmers are also expected to
use ethical practices in farming such as hand weeding, mulching, intercropping, using
mechanical control against pests, spread yields, crop revolution, and thick planting, in-
stead of using conventional pesticides, herbicides, and engineered nitrogen manures, in
order to enhance soil health [21].

There is an increased interest in the study of organic food production as it is also
linked to food security and the sustainable supply of food to promote the circular econ-
omy. Previous studies have shown that consumers were motivated to purchase organic
food due to health and environmental concerns [20,22,23]. Studies also found that con-
sumers’ health consciousness predicted their consumption of organic food [24-26]. Sub-
jective norms including the influence of family and friends, compounded with lifestyle
trends, also show a significant influence on the intention to purchase organic food [27,28].

In this cross-national study, five determinants of organic food consumerism were
measured to assess their impacts on consumers’ purchase intention towards organic food.
These factors were found to have common interest in research into organic food consum-
erism for both European and Asian consumers in recent literatures. The first four factors
are health consciousness, environmental concern, perceived quality of organic food, and
social lifestyle factors. The fifth factor that this study introduces to the literature is the
impact of consumers’ adoption of food innovation technologies on their organic food pur-
chase intention. Food innovation adoption is introduced as both an independent variable
and a mediating variable in this study in order to examine its wider role in organic food
consumerism.

2.1. Organic Food Consumption Trends in Hungary and Malaysia

Despite the excellent agricultural conditions in Hungary and Malaysia, the propor-
tion of land used for organic production is relatively low compared to conventional farm-
ing (4.0% of total agricultural land in Hungary according to the Central Statistical Office
[29] and 0.1% in Malaysia according to Willer et al. [30]). Consumer spending on organic
food is still lower than conventional food products and it is believed that by increasing
the demand for organic food, better food sustainability can be achieved via a transfor-
mation of the food value chain [30].

Within the Asia-Pacific region, people consume organic produce because of its health
benefits and its advanced biological farming techniques. Demand for, and the consump-
tion of, organic foods and beverages in the Asia-Pacific region are predicted to grow from
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2020 to 2025 [31]. In the Asia-Pacific region, Malaysia is one the countries offering great
opportunities for organic food to flourish. Recently, Malaysian shoppers have become
more cognizant of well-being, and hence have increased their consumption of organic
substitutes for conventional food. Nevertheless, the supply of organic produce in Malay-
sia is unable to meet the local market demand, causing a nationwide shortage of organic
food. Malaysia still vigorously imports organic food from Europe and North America [32].
In Europe, Christos and Athanasios [33] predicted a lack of supply of organic food, not a
lack of demand for it.

The United States recorded the largest sales of organic food (43%) in 2017, followed
by the European Union member states (38%) [34]. Among Central and Eastern European
countries, Hungary ranked as the third largest market volume of organic foods in 2010
[35]. Hungary is among the largest exporters of organic food in Central Europe. In 2018,
there were 3929 producers who cultivated a total of 209,382 hectares of organic-farming
land in Hungary [36].

As regards the domestic consumption of organic food, studies found that European
consumers were driven by health consciousness, environmental concern, quality of life,
and technological development [24,37]. Although environmental and health conse-
quences can influence organic consumerism, the affordability of organic food was signif-
icant in determining consumers’ food choices, particularly those in Italy and Hungary
[25]. In Hungary, innovation in the food industry has been evaluated favorably by con-
sumers [38]. This implies the significance of technological innovation in the food industry
in satisfying consumers’ needs [38]. Interestingly, food-technology was found to be re-
lated primarily to environmental concern among Hungarian consumers [39]. Similarly, in
Malaysia, the creation of organic food has turned into an inventive methodology for the
food sector to meet the rising consumer demands for healthier food choices.

2.2. Consumers’ Purchase Intention towards Organic Food

Consumers’ purchase intention is explained simply as the possibility that a consumer
will acquire a product [22]. This variable is used in social science and business literature
to indicate the actual consumption behavior of consumers towards a product or service
[40]. It represents the likelihood that a purchase would take place as a result of “the inter-
action between customer needs, attitude and perception towards the product” [41]. Pur-
chase intention acts as a measure of consumers’ attentiveness in acquiring a product and
the possibility of actually purchasing it [42]. According to Park and Kim [43] and Shin
[44], purchase intention can be treated as a predictor of the actual purchasing decision due
to its inclination to approximate to the actual conduct of a consumer. Although having an
intention to purchase would more likely lead to actual purchase, it cannot be assumed
that all predictors used would lead to actual purchasing action. Behavioral intention is
formed based on an individual’s motivation to perform that behavior, taking into account
alternative options and his or her currently active goals [45]. With the limitation of ob-
serving the actual purchase behavior of consumers, purchase intention is used in this
study to measure the potential of consumers’ purchases.

Gifford and Bernard [46] employed a two-limit Tobit model and found that purchase
intention towards organic foods among consumers may be influenced by the perceived
benefits of organic agricultural methods, and the perceived risk of purchasing food grown
using conventional procedures. In addition, Verhoef [47] posits that consumers are not
only motivated by their rational economic motives, but also by emotional motives when
purchasing organic food. The study found that consumers were willing to pay premium
prices for organic food due to emotional motives, such as fear, guilt and empathy towards
the environment.

Based on the relevant previous works, this study identified five variables to form an
organic consumerism framework to compare Malaysian and Hungarian consumers as re-
gards their organic food purchase behavior. They comprise food innovation adoption,
health consciousness, environmental concern, perceived quality, and social lifestyle.
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2.3. Health Consciousness

Health consciousness means that an individual’s orientation toward his or her efforts
to prevent illness and improve overall well-being [48]. Iversen and Kraft [49] defined
health consciousness as “a tendency to focus attention on one’s health” (p.603). An indi-
vidual’s level of health could be assessed through how one searches for health information
and incorporates it into daily life. Homer and Kahle [50] posit that there is a relationship
between consumers’ intrinsic motivation, such as self-fulfillment, and a sense of accom-
plishment in purchasing nutritional food.

Health-conscious consumers are cognizant of their wellness and this health concern
drives them to continuously improve their health and quality of life. To measure health
consciousness, Ellison et al. [51] used behaviors such as food consumption, exercise, and
substance use as indicators. Since the concept of health consciousness is linked more to
personal attributes, measuring one’s health consciousness on a psychological basis would
better predict diverse health behaviors and result in greater construct validity.

Health consciousness has been relevant in predicting purchase intention and behav-
ior regarding organic food production since buyers are aware that their food intakes im-
pacts on their health. Previous research done by Shaharudin et al. [52] identified that con-
sumers’ attention to their health was a primary motive for the purchase of organic food.
From another study, 87% of consumers believed that organic food was a healthier choice
as compared to conventional food [10]. Similarly, Michaelidou and Hassan [53] high-
lighted health consciousness as the most important motive in explaining consumers’ atti-
tudes and behavior towards organic foods.

Shaharudin et al. [52] found the most popular motive to purchase organic food was
consumers’ perception of organic food as a healthier option for them. They also identified
that consumers’ interest in health was their primary motive to purchase organic food. Alt-
hough the inherent evidence of the health benefits of consuming organic food have not
been validated by Meemken and Qaim [2], a positive relationship between consumers’
health consciousness and their purchase intention has been frequently identified in previ-
ous studies. Thus, this study hypothesized that health consciousness would positively in-
fluence consumers’ intention to purchase organic food (Hypothesis 1).

2.4. Environmental Concern

Consumers who are environmentally conscious prefer to use certain products be-
cause they believe they can reduce ecological impacts [54]. Similarly, consumers of sus-
tainable wines were willing to change their consumption behavior to minimize the nega-
tive impact on the environment [55]. This type of consumer, also referred to as green con-
sumers, often determine their purchase behavior for the benefit of the environment. The
more consumers are concerned about the environment, the more positive are their atti-
tudes toward organic food [56].

Seventy-five percent of respondents in the study by Petrescu and Petrescu-Mag [8]
believed that organic food contributes to environmental protection. Congruently Basha et
al. [57], found consumers’ attitude towards purchasing organic food was strongly influ-
enced by their concern for the environment. Sogari et al. [55] investigated consumers’ en-
vironmental concerns and their intention to purchase sustainable wines and found it was
important for consumers to believe that sustainable wines truly benefitted the environ-
ment in order to form a positive attitude towards purchasing sustainably.

In this study, a positive impact of consumers’ environmental concern on their inten-
tion to purchase organic food is presented for testing in Hypothesis 2.

2.5. Perceived Quality

Perceived quality has gained popularity in marketing studies as a predictor of pur-
chase intention and consumers’ satisfaction. It is considered a crucial key for business sus-
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tainability, especially in competitive markets [58]. Perceived quality is defined as the per-
sonal judgment of the quality and benefit of a product or service that consumers establish
in their minds [26]. The value of a product, also known as product utility, is often evalu-
ated based on its ability to meet consumers’ needs, resulting ultimately in their satisfac-
tion. Consequently, the higher the value a product has is in consumers’ minds, the higher
the price they are willing to pay for it.

Consumers who purchase organic food often appear to be particularly concerned
about the quality of the foods they consume. Half of the consumers who participated in a
survey conducted by Timmins [12] agreed that organic food had better quality and taste.
However, the major barrier to organic consumption was still the higher price. Some con-
sumers perceived that the benefits of organic foods were not sufficient to justify its higher
price [12]. Although value-for-money is found to be important for some consumers, one
previous study finds this does not translate into anti-organic attitudes [12]. The afforda-
bility of organic foods played a major role in influencing consumers’ food selection, par-
ticularly those in Hungary [25].

The locality of the organic food supply could potentially off-set the high price con-
cern linked to organic foods. Consumers believe that locally produced greens produce a
smaller carbon-footprint and are thus more environmental friendly and sustainable
[59,60]. Timmins [12] found that 60% of his respondents were interested in locally sourced
crops. Although affordability could influence consumers’ food selection, the perceived
quality of organic foods was found to be significant in predicting consumers” purchase
intentions. This study predicts a positive relationship between perceived quality and con-
sumers’ intention to purchase organic foods (Hypothesis 3).

2.6. Social Lifestyle

Studies in psychosocial theories and health behaviors explore how cognitive and so-
cial factors affect human health and disease [61]. Social and lifestyle factors relate to how
peers and the people who surround a person affect his or her decision making. Addition-
ally, messages through the media as well as reference groups and celebrities can also in-
fluence an individual’s decision making [45]. Previous studies have shown the strong im-
pacts of social factors on an individual’s decision making in a wide variety of situations
including business, social and health decisions [62-64].

Petrescu and Petrescu-Mag [10] explain the positioning of foods as fashionable items
and their consumption as a social phenomenon that can generate consumers’ interest and
in turn become a part of their lifestyle. The trend and image factors may also influence
consumers’ decision to purchase organic foods despite the higher price. For instance,
trendsetters in Vietnam who enjoy cooking pay greater attention to healthy food and pre-
fer organic foods [27]. Specifically, a study involving youngsters by Vermeir and Verbeke
[28] found a strong impact of social influence on sustainable food consumption behavior
among young adults in Belgium.

The media often broadcasts programs showing the enjoyment of food and cooking
in such a way that boosts the importance of food in representing power, pleasure, clever-
ness, and beauty. Often, people strongly believe that “who you are” to some extent is
reflected in “what you buy”. Social status was often found to be a determinant influencing
people’s decisions to consume green products rather than their more luxurious, non-green
counterparts [65]. Similarly, Sahelices-Pinto et al. [66] showed that the consumption of
organic foods was influenced by both social factors and self-esteem, revealing the impact
of organic consumption on boosting one’s social identity. Thus, hypothetically, a positive
relationship may be established between social lifestyle and consumers’ intentions to pur-
chase organic foods (Hypothesis 4).
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2.7. Food Innovation Adoption

Food security has become a vital point of focus globally [67,68]. It is included as being
of paramount importance in the United Nation’s Sustainable Development Goals, as Goal
2 [69]. Goal 2 calls on all the nations of the world to work together to end hunger, achieve
food security and improve nutrition, and promote sustainable agriculture. Altogether, the
SDG Goal 2 proposes 8 targets to be achieved globally by the year 2030. The third target
in the goal (Target 2.3) aims to double agricultural productivity, while the sixth target
(Target 2.a) specifically mentions increased investments in technology development. In
order to meet these two targets, the pivotal role of technology and innovation in food
production is highlighted.

Fortunately, innovations in digital technologies such as advanced data analytics, pre-
dictive modeling, robotics, and the Internet of Things (IoT) have increased the efficiency
of modern farming. Biotechnology advances in food technology also assist in increasing
the food supply. By utilizing food innovation technologies that provide timely and accu-
rate data, farmers can significantly improve their farming processes and eventually im-
prove productivity. The new application of digitization and IoT in farming makes it pos-
sible to assess the soil moisture level, temperature, and many more agricultural matrices
in real time to facilitate farmers’ timely and accurate interventions.

The EU Regulation 2018/848 (Article 24) reads: “In order to support and facilitate
compliance with this Regulation, operators should take preventive measures at every
stage of production, preparation and distribution, where appropriate, to ensure the
preservation of biodiversity and soil quality, to prevent and control pests and diseases
and to avoid negative effects on the environment, animal health and plant health. They
should also take, where appropriate, proportionate precautionary measures which are un-
der their control to avoid contamination with products or substances that are not author-
ized for use in organic production in accordance with this Regulation and to avoid com-
mingling organic, in-conversion and non-organic products”. Based on this article, organic
farmers can still use preventive measures to ensure their crops are safe from pests and
diseases. However, if unauthorized substances are used in any of these activities, the
products can no longer be considered organic. Hence, technology-based preventive
measures would be ideal in order not to contravene this article and lose the organic prod-
uct label.

As consumers’ food preferences move towards fresh and whole foods, food-pro-
cessing technology is also forced to meet the highest environmental standards with mini-
mal alteration in the qualities and original flavors of the foods. As a result, organic farmers
and their distributors spearhead the trend towards sustainable food production and a
more transparent value chain [70]. This move towards a sustainable cycle of production
is also referred to as the circular economy where the main goal is to reduce waste in the
food production lifecycle [71].

The adoption of food innovation technology may influence consumers’ purchase of
organic foods, as food innovation technologies are rapidly being introduced into organic
farming. Accordingly, this study proposes the fifth hypothesis to measure the impact of
food innovation adoption of consumers on their intention to purchase organic foods (Hy-
pothesis 5).

2.8. Food Innovation Adoption Behaviour as Mediator in Organic Foods Purchase Intention

It is crucial for the food sector to identify the important drivers of consumers’ prefer-
ences for foods in these modern times [72]. Consumers have become increasingly con-
scious of what they eat for various reasons, including skepticism as to whether food tech-
nology really produces better quality foods that warrant the higher price. As the biggest
stakeholder in the food supply chain, consumers’ preferences and decision making in
foods purchase make them a formidable force for the food industry to reckon with. Mind-
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ful consumers are looking for the move towards sustainable food production. Health con-
sciousness, environmental concern, perceived quality of organic foods, and social lifestyle
would hypothetically impact their food innovation adoption behavior.

This study postulates that food innovation adoption would have both a direct impact
on the intention to purchase organic foods (Hypothesis 6, 7, 8, and 9), and mediate the
impact of health consciousness, environmental concern, perceived quality and social life-
style on consumers’ intention to purchase organic foods (Hypothesis 10, 11, 12, and 13).

The following list presents Hypotheses 6 to 13 which are put forward for testing in
this study:

Hypothesis 6: There is a positive impact of consumer health consciousness on food innovation
adoption.

Hypothesis 7: There is a positive impact of consumer environmental concern on food innovation
adoption.

Hypothesis 8: There is a positive impact of consumer perceived quality of organic food on food
innovation adoption.

Hypothesis 9: There is a positive impact of consumer social lifestyle on food innovation adoption.

Hypothesis 10: The impact of health consciousness on consumers’ purchase intention is mediated
by food innovation adoption.

Hypothesis 11: The impact of environmental concern on consumers’ purchase intention is medi-
ated by food innovation adoption.

Hypothesis 12: The impact of perceived quality on consumers’ purchase intention is mediated by
food innovation adoption.

Hypothesis 13: The impact of social lifestyle on consumers’ purchase intention is mediated by
food innovation adoption.

The research variables and corresponding hypothesis are shown in Figure 1.

Social
Lifestyle

Perceived
Quality

Consumers’
Purchase Intention
Towards Organic
Food

HS

Food
Innovation
Adoption

Health
Consciousness

Environmental
Concern

Figure 1. Research theoretical framework.
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3. Methodology

According to Roitner-Schobesberger et al. [73], there have been numerous debates on
buyers’ views of organic foods in the United States and Europe; however, less has ap-
peared in Asia despite the growing market for organic foods. For this reason, an analysis
of organic foods consumerism in Malaysia—one of the leading contributors of agriculture
in Asia—is selected for this study. Hungarian consumers in this study were chosen to
represent organic consumerism in Europe. Although at this juncture, this comparison
does not provide a holistic comparison between European and Asian consumers, in this
pioneering cross-national study of organic foods consumerism, these two countries were
chosen due to the proximity of the researchers to both countries to facilitate insightful data
collection and to provide preliminary insights into this area of research. The findings of
this research could warrant more comprehensive work in the future between Asia and
Europe.

To conduct a cross-national comparison analysis of organic food consumerism in Ma-
laysia and Hungary, this study utilized a research questionnaire as the data collection in-
strument for gathering primary research data. The participants in this study from both
countries were approached randomly using the purposive sampling methodology and
the classic mall-intercepted survey technique. The availability of organic food products in
the areas where the respondents were approached was confirmed before administering
the questionnaire to potential participants. Only participants who had prior experience of
purchasing organic foods were selected as respondents. The survey was administered face
to face among respondents in Malaysia and Hungary. Hardcopy questionnaire forms
were used for data collection, which was carried out between June 2019 and March 2020
in both countries.

In total, 300 usable responses were obtained in Malaysia and 372 in Hungary. The
filled questionnaires were carefully screened for missing data and mistakes in responses
such as multiple responses for single response questions. Verified questionnaires were
coded in the statistical software IBM Statistical Package for Social Sciences (SPSS), version
27, for descriptive analysis. Hypothesis testing and path modelling was done using Partial
Least Square Structured Equation Modelling (PLS-SEM) using ADANCO PLS Software,
Version 2.0. PLS-SEM was selected as the data analysis technique as the research model
of this study is geared towards predictive modelling and testing the relationship between
new constructs. Kline [23] pg. 286 recommends PLS-SEM as “well suited for where: (1)
prediction is emphasized over theory testing and (2) it is difficult to meet the requirements
for large samples or identification in SEM.” Based on these criteria, the PLS-SEM tech-
nique was selected as the appropriate technique for hypotheses testing and path model-
ling for this study.

All measurement items of the research variables were measured using a five-point
Likert scale based on the extent to which respondents agree or disagree with the particular
indicator (item) statement in the questionnaire on a scale of 1 to 5; where (1) is Strongly
Disagree, (2) is Disagree, (3) is Neutral, (4) is Agree, and (5) is Strongly Agree. This scale
design is commonly used as measurement for social science studies. Churchill and
Tacobucci [20] noted questionnaires using the Likert scale could provide appropriate
measurements that would ease the process of tabulation and statistical analysis.

The indicators for Food Innovation Adoption (FIA), were self-developed for this
study. These indicators were expert reviewed by two professors at the Multimedia Uni-
versity, Malacca Campus, Malaysia, who are specialists in technology adoption studies.
Furthermore, the indicator statements were validated through a pilot study with data col-
lected at the Multimedia University Malacca Campus among undergraduate students.
The data from 200 samples showed the high reliability and internal consistency of the self-
developed indicators, hence the indicator statements were incorporated in the final ques-
tionnaire for the productive phase of data collection in Malaysia and Hungary.
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4. Results

Table 1 shows the respondents” demographic details.

Table 1. Respondents” demographic information.

Malaysia Hungary
Demographic Factor Options Freq. Percentage (%) Freq. Perc(i/n)tage
o
60.2
Gender Male 123 (16.820*) 41.0 (51.45) 224 (4.680 *) 47.91)
Female 177 (15.880*) 59.0 (48.55) 148 (5.088 ) 398
' ‘ ‘ ‘ (52.09)
Age Below 20 65 21.7 4 1.1
21-40 214 713 137 36.8
41-50 13 4.3 123 33.1
51-60 4 1.3 87 234
Above 60 4 1.3 21 5.6
Marital Status Single 249 83 108 29
Married with 46 153 198 53.2
children
Married without
children 3 1 28 75
Single with chil- ’ 0.7 20 54
dren

Note: * Numbers in bracket represent national populations in millions. The Hungarian population
statistics are obtained from [74]. The Malaysian population statistics are obtained from [75].

Of the 300 respondents in Malaysia, 59% were females, and 71.3% were between 21
and 40 years old. Most of the respondents (83%) were single. In Hungary, 60.2% of the
total respondents were males. As for ages, they had almost an equal number of respond-
ents who were 21-40, 41-50 and 51-60 years old, with 36.8% between 21 and 40 years old.
Lastly, more than half of the respondents in Hungary were married with children (53.2%),
while in Malaysia this figure was about 15%.

Table 2 shows the research variables, indicator sources, aggregate means and stand-
ard deviations for both Hungarian and Malaysian data.

Table 2. Research variables and indicators with mean and standard deviation.

Research Varia- . Malaysia Hungary
Indicat
bles neicators Mean SD Mean SD
HC1—Healthy diet is an im-

portant factor when choosing ~ 4.230 0.775 3.867 0.786

what I eat
Health ~ T1C2—Isivealotofattention o000 oy 417 o7a5
Consciousness to my health
HC3— A healthy body is im-
(HO) C—Ahealthy bodyisim- )1 5606 3005 0993
Yang et al. [76]; portant to me
Shahiru di1;1 ot a’l HC4 —Health concern is the
[52] " reason for consuming or- 3.919 0.874 3.140 1.00

ganic food
HC5—Proper nutrition is a
key factor for purchasing or-  3.909 0.848 4.196 0.909
ganic food
Environmental EC1—I am concerned about
Concern the state of our environment

3.993 0.798 3.457 1.065
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(EC) EC2—Environmental con-
Yang et al. [76] cerns affects my food choice
EC3—Organic food is envi-
ronmentally friendly
EC4—Chemical fertilizers are
harmful for the environment
EC5—Everyone should be
concerned for our environ-
ment

3.692

3.916

4.143

4.568

0.926

0.876

0.910

0.707

3.370

3.869

4.382

3.471

1.165

1.103

0.8663

1.067

PQ1—Organic food is a
healthier food option
PQ2—Organic food has great
nutritional benefits
PQ3—Organic food has bet-
ter quality due to its ad-
vanced cultivation methods
PQ4—Though I may have to
pay more, I get better quality
organic food
PQ5—1I am satisfied with or-
ganic food quality

Perceived Quality

PQ)
Aulia et al. [58]

4.220

4.153

4.016

3.879

3.923

0.788

0.880

0.849

0.926

0.939

3.353

3.251

3.252

3.225

3.733

1.078

1.059

1.104

0.9942

0.9866

SL1—Organic food is a trend
in society
SL2 —My family influence
me to consume organic food
SL3—My peers influence me
to consume organic food
SL4 —Celebrities often pro-
mote organic food consump-
tion
SL5—The lifestyle of con-
suming organic food is
healthy

Social Lifestyle
(SL)
Basha et al. [57]
Falguera et al.
[65]

3.493

3.177

2.959

3.214

3.953

1.01

1.14

1.04

1.09

0.861

2.175

2.046

2.754

3.807

3.549

1.104

1.036

1.22

0.935

0.9742

FIA1—The way organic food
is grown and processed in-
fluence me to consume or-

ganic food
FIA2 —The advantages of
GM (genetically modified)
foods outweighs potential
disadvantages
FIA3 — Advances in food
technologies have produced
better quality food for the
world
FIA4—Technologically supe-
rior organic food production
improves food yields
FIA5—Innovation in food
production is to be wel-
comed by all

Food
Innovation
Adoption (FIA)
Self-Developed
for this Study

3.721

3.476

3.845

3.815

3.922

0.908

0.931

0.825

0.860

0.796

2.843

3.495

3.769

3.939

3.877

1.132

1.036

0.8930

0.9062

0.9858
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FIA6—1I support technology
and innovation in food pro-  4.000 0.794 2.695 1.155
duction

CP1—Ipurchase organic , o ¢ 112 2587  1.143

food frequently
CP2—lwillcontinuetopur- 5 55, (g5 5701 1165
Consumer Pur- chase organic food
chase Intention =~ CP3—I am willing to pay
Tow.ards more for F)rgan1c foqd than 3351 1.03 » 887 1186
Organic Food conventional food in the
(CP) store
Shaharudin et al. CP4—1I will recommend or-
[52] ganic food to family and 3.738 0.918 2.195 1.194
friends

CP5—1I consider myself a

. 3.023 1.24 3.34 1.011
loyal organic food consumer

The measurement model is assessed via construct validity, convergent validity, and
discriminant validity analyses. Before conducting hypotheses testing, it is essential to in-
vestigate the indicators’ factor loadings. According Hair et al. [77], indicators with load-
ings below 0.50 should be removed from the path model due to the low predictability of
the relevant variable. Thus, HC5, EC4, PQ5, SL1, FIA1, FIA3, and CP5 were removed from
both the Hungarian and Malaysian path models in order to make identical comparison of
path modelling for both countries (refer to Table 3).

For factor loadings that were above 0.50 but below 0.70, their variable’s composite
reliability (CR) and AVE are confirmed to exceed thresholds of 0.70 and 0.50 (Hair et al.
[77] and Bagozzi and Yi [78]), assuring the path models’” Reliability and Convergent Va-
lidity. As for the Cronbach Alphas, all values are above 0.70, fulfilling the satisfactory
values, except for SL 0.673 (Malaysia) and 0.671 (Hungary), which were slightly below the
0.7 threshold; however, their CR and AVE are above threshold levels, hence fit for path
modelling [79]. The statistics of all constructs and indicators are presented in Table 3.

Table 3. Internal consistency, composite reliability and convergent validity.

Variable Indicator Factor Loadings Cr(l):;;;zh S Composite Reliability = AVE
MD HD MD HD MD HD MD HD
HC1 0.754 0.627
Health HC2 0.768 0.655
Consciousness HC3 0.650 0.809 0.786  0.725 0.860 0.821 0.607 0.537
(HO) HC4 0.801 0.820
HC5 0.720 -
EC1 0.707 0.684
Environmental EC2 0.720 0.815
Concern EC3 0.766 0.607  0.749  0.729 0.841 0.825 0.570 0.546
(EC) EC4 0.635 -
EC5 0.767 0.826
PQ1 0.778 0.863
Perceived Qual- PQ2 0.780 0.873
ity PQ3 0.817 0.890 0.828  0.888 0.885 0.922  0.660 0.748
(PQ) PQ4 0.797 0.832
PQ5 0.843 -
Social Lifestyle SL1 - 0.673

0673 0671  0.787 0.752  0.515 0.513
(SL) SL2 0799  0.652
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SL3 0.712 0.773
SL4 0.553 0.665
FIA1 0.696 -
Food FIA2 0.725 0.554
Innovation FIA3 0.739 i 0.813 0.724 0.876 0.753  0.640 0.524
Adoption (FIA) FIA4 0.817 0.600
FIA5 0.798 0.603
FIA6 0.750 0.845
Consumer Pur- CP1 0.847 0919
chase Intention ~ CP2 0.841 0.883
Towards CP3 0.830 0904 0.896 0.914 0.923 0.919 0.706 0.796
Organic Food CP4 0.805  0.861
(CP) CP5  0.878 -

Note: MD stands for “‘Malaysian Data’ (n = 300); HD stands for ‘Hungarian Data’ (n = 372).

A high inter-relationship and multi-collinearity between variables can lead to mis-
leading findings, magnified standard errors, or weaker power of regression coefficients.
According to Henseler et al. [80], when all the values of the Heterotrait-Monotrait Ratio
of Correlations (HTMT) are lower than 0.85, this implies that the variables are conceptu-
ally distinct from each other. HTMT 0.85 is used in this study as the conservative criterion
to assess discriminant validity [80]. From Table 4, it is observed that all HTMT values
among the variables in this study are lower than the thresholds of 0.85, indicating the
models are free from multi-collinearity.

Table 4. The Heterotrait-Monotrait ratio of correlations (HTMT).

Malaysian Data Hungarian Data
HC EC PQ SL FIA HC EC PQ SL FIA
HC HC
EC 0.7260 EC 0.6272
PQ 0.7212 0.7012 PQ 0.5968 0.8143
SL  0.5757 0.3903 0.7851 SL 0.5162 0.7971 0.7720
FIA 0.6335 0.6632 0.6631 0.6067 FIA 0.4229 0.5024 0.5512 0.5965

CP 0.5099 0.3945 0.6405 0.6544 0.5104 CP 0.6738 0.7666 0.6357 0.8427 0.5773

Additionally, to assess the goodness of fit of the research model, the Standardized
Root Mean Square Residual (SRMR) was calculated. The results show SRMR values of
0.0670 for Malaysia and 0.0541 for Hungary. The SRMR values for the Malaysian and the
Hungarian models are within the threshold level of 0.08 (Hu and Bentler [81]), assuring
the goodness of fit of the research models for both countries. The R square values for Ma-
laysia are CP = 0.408 and FIA = 0.458; while R square values for Hungary are CP = 0.725
and FIA = 0.493. The research variables show a high variance explained in both models;
especially with the Hungarian consumer purchase intention of organic foods, the model
shows that the research variables account for approximately 73% of the variance.

Hypotheses Testing

For testing the hypotheses, bootstrapping with 5000 iterations was applied. The sig-
nificance of the path coefficient is assessed to validate each hypothesis. The structural
model for Hungary and Malaysia with the R square values, path coefficients, and factor
loadings are presented in Table 5.
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Table 5. Results of hypotheses testing for Malaysia and Hungary.

. ) . Malaysian Data Hungarian Data
Hypothesis  Relationship Path Coef. p-Value Path Coef. p-Value
H1 HC — CP 0.600 0.107 0.185 <0.001 ***
H2 EC —» CP -0.011 0.860 0.117 0.014 **
H3 PQ— CP 0.271 <0.001 *** 0.187 0.002 ***
H4 SL — CP 0.306 <0.001 *** 0.113 <0.013 **
H5 FIA — CP 0.109 0.035 ** 0.414 <0.001 ***
Hé6 HC — FIA 0.110 0.0402 ** 0.188 <0.001 ***
H7 EC — FIA 0.341 <0.001 *** 0.014 0.852
H8 PQ — FIA 0.134 0.036 ** 0.313 0.031 **
H9 SL — FIA 0.187 <0.001 *** 0.329 <0.001 ***

*** Significant at 1%; ** Significant at 5%

Based on the results of the Malaysian and Hungarian path analysis, it was found that
the relationships between Health Consciousness (HC) and Environmental Concern (EC)
regarding Consumer’s Purchase Intention Towards Organic Foods (CP) are insignificant
for Malaysia; however, these paths are significant for Hungary (Hypotheses 1 and 2 are
partially supported —true only for Hungary). Perceived Quality (PQ), Social Lifestyle (SL)
and Food Innovation Adoption (FIA) each show a significant impact on CP in both coun-
tries (Hypotheses 3, 4 and 5 are supported).

Among these five independent variables (H1 to H5), SL has the highest impact on CP
(0.306) for Malaysia. However, for Hungary, FIA shows the highest impact on CP (0.414).
It is interesting to note that the same factor (FIA), though significant, shows the lowest
impact on CP in the Malaysian context (0.109). This indicates the difference in perception
and role that FIA plays in these two countries.

On the other hand, PQ is found to be the second most important factor leading to CP
in Malaysia and in Hungary. This finding highlights the consistent perception of users in
both countries who tend to relate the perceived quality of organic foods with their pur-
chasing intention.

As for the impact of the research variables on FIA as mediating variables, HC, PQ,
and SL were found to be significant predictors of FIA in Malaysia and Hungary (Hypoth-
eses 6, 8 and 9 are supported). Testing the impact of EC on FIA shows differing results for
the two countries, where EC on FIA is significant in Malaysia but not in Hungary (H7 is
partially supported). This shows that although EC leads to CP in Hungary, it does not
significantly predict Hungarians’ FIA behavior.

To further investigate the mediating effect of FIA in the relationships between each
of the predictors HC, EC, PQ, and SL to CP, the significance of these indirect paths was
tested. The results of the indirect effects are presented in Table 6.

Table 6. Indirect effects of factors towards CP through FIA.

. . . MD HD
Hypothesis  Relationship Path Coef. p-Value Path Coef. p-Value
H10 HC — FIA — CP 0.012 0.253 0.078 0.003 **
H11 EC — FIA — CP 0.037 0.082* -0.004 0.890
H12 PQ — FIA — CP 0.014 0.212 0.129 <0.001 **
H13 SL — FIA — CP 0.020 0.057 * 0.136 <0.001 **

** Significant at 1%; * Significant at 10%

The result of the indirect effects analysis reveals several significant paths. According
to Hair et al. [77], it is necessary to evaluate indirect effects in order to determine whether
amediating effect is present. When both direct and indirect effects are significant, a partial
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mediation is observed; if the indirect effect is significant but the direct effect is insignifi-
cant, a full or indirect-only mediation is identified. However, when the indirect effect is
insignificant, but the direct effect is significant, it indicates that a direct-only effect or no
mediation effect is present [77].

From the mediation results above, it is observed that FIA is a significant mediator for
EC and SL impacts on CP for Malaysia. However, it is not a significant mediator for PQ
and HC. Reading this finding together with the earlier finding of the direct effect of HC
on CP, it was also found not to be significant for Malaysia, while the direct effect of FIA
on CP was significant. From these three findings, it can be deduced that for Malaysian
consumers, health consciousness is an important reason that makes them consider accept-
ing innovation in food production; however, health consciousness in itself is not the rea-
son for purchasing organic foods.

As for the Hungarian data, the finding shows FIA as a significant mediator for HC,
PQ and SL on CP. However, FIA is found not to be a mediator for EC. Compounding this
finding with the direct impacts of EC on CP (significant) and FIA (not significant), it can
be deduced for Hungarian consumers that environmental concern is an important factor
of consideration for them when purchasing organic foods; however environmental con-
cern in itself is not a reason for adopting innovation in food production. Based on this
finding, Hypotheses 10, 11 and 12 are partially supported, while Hypothesis 13 is fully
supported.

5. Discussion

The data obtained in both countries revealed that consumers in both countries have
some commonalities and some key differences in their adoption of food innovation, as
well as in the purchase of organic foods. This section presents a critical discussion of these
findings for Malaysia and Hungary.

When it comes to the purchase of organic foods, both countries show different crucial
determining factors that affect their decision making. To assist with visualizing the find-
ings, Table 7 is based on the statistical results of path modelling coefficients in Table 5.

Table 7. Visual representation of Path Modelling Results showing the relative importance of the
constructs.

Malaysian Consumers Hungarian Consumers

Constructs Food Innova- Organic Food Food Innova- Organic Food

tion Adoption  Purchase  tion Adoption  Purchase
Health Consciousness Important (4) Important (3) Important (3)
Environmental Concern Important (1) Important (4)
Perceived Quality Important (3) Important (2) Important (2) Important (2)
Social Lifestyle Important (2) Important (1) Important (1) Important (5)
Food Innot\i/(a)l:on Adop- Important (3) Important (1)

Note: Numbers in bracket show the ranking and relative importance of factors within the column.

For Malaysian consumers, SL is the most crucial factor, followed by PQ and FIA, in
determining their organic foods purchase intention. Comparing this with Hungarian con-
sumers, the result shows that FIA is the most crucial determinant for Hungarians, fol-
lowed by PQ, HC, EC, and finally SL.

The social lifestyle factor is found to be the most important factor that contributes to
the intention to purchase organic foods in Malaysia. The social lifestyle variable measures
buyers’ concerns regarding status and peer influences. Malaysian consumers demonstrate
a greater tendency that social lifestyle will be a reason to purchase organic foods, which
are more expensive than conventional foods. Social influence was also found in previous
studies to impact on consumers’ intention to purchase organic foods in Malaysia by Ayub
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[77,82] and in Pakistan [83]. In particular, peer pressure was found to be a significant de-
terminant in persuading young Malaysian consumers to purchase green products in a
previous study [84]. Malaysian consumers appeared to purchase organic products with
the intention of fulfilling and expressing their social identity [85] which is found to be
consistent with the findings of this study.

Other findings from the region, such as Nguyen et al. [86], reveal that organic foods
label significantly contributed to buyers’ favorable attitude to buying organic foods
among urban Vietnamese consumers, while Fogarassy et al. [71] found that highly edu-
cated young people who are very conscious and live on good incomes may be the target
group for circular innovation in Hungary. The study found that young consumers, the
internet savvy, and software users living in cities buy organic foods and follow healthy
lifestyle trends. Hence, having access to a more expensive food selection may be seen as a
social symbol and a differentiator from the masses, as well as a sustainable lifestyle trend.

The perceived quality of organic foods is found to be the second most important fac-
tor that drives the intention to purchase organic foods in Malaysia. Malaysian consumers
seem to compare conventional foods with organic foods based on this perceived main
difference—its quality. In previous studies by Lee and Yun [87] and Lockie et al. [88],
consumers were found to be committed to foods they perceived to be natural, nutritional
and free of unnecessary processing as well as artificial additives. Organic plants contain
lower levels of pesticide residues and minimum concentrations of nitrate and cadmium.
Besides, organic animal products were also found to contain higher levels of omega-3 fatty
acids. Overall, organic foods were associated less with allergies, eczema, and obesity. Alt-
hough there was insufficient evidence to draw conclusions on the positive health out-
comes of consuming organic foods in the study by Meemken and Qaim [2], the study
found that consumers from Malaysia and Hungary do associate organic foods with higher
quality.

Although health consciousness was expected to be an important reason for purchas-
ing organic foods, this finding is contrary to the conventional wisdom. According to
[84,89], health concerns were found to be more important than environmental issues for
Indian consumers while they make purchasing decisions for organic foods. However, this
study finds Malaysian consumers do not significantly associate health consciousness with
their intention to purchase organic foods, but they do associate health consciousness with
food innovation adoption, which is an important finding. FIA seems to fit the missing
piece of the puzzle, in that it explains the inter-relationship between the health conscious-
ness of consumers and their intention to purchase organic foods, as a mediator.

Food innovation adoption is the most crucial reason for the intention to purchase
organic foods in Hungary. Hungarian consumers seem to show greater awareness of food
innovations compared to Malaysian consumers. This is perhaps due to the greater usage
of technology in the agricultural sector in Hungary and Europe in general, as compared
to Asia where most countries still rely on human labor for agricultural output [90-92]. The
labor intensity in Asian agricultural production could also be related to the type of crops
they harvest. Rice cultivation is purportedly more labor-intense as compared to wheat
production, contributing to the greater demand for human labor in Asian agriculture
(Vollrath [93]).

A lesser emphasis on human labor in agriculture possibly allows European countries
such as Hungary to focus more on food innovation technology. As a result, both capacity
and performance in ecological innovations are found to be better in European countries,
as compared to Asian countries [94]. The Hungarian data analysis shows the distinctly
high impact of FIA (Beta Coefficient = 0.414) on consumers’ intention to purchase organic
foods. While FIA is a third important factor for Malaysian consumers, this finding shows
a significant difference between European (Hungarian) and Asian (Malaysian) consum-
ers. Food innovation adoption is an important determinant of intention to purchase or-
ganic foods among buyers in Europe, but not a strong determinant in Asia.
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Although environmental concern was significant in determining Romanian consum-
ers’ eating habits (Oroian et al. [95]), this study finds environmental concerns do not have
a substantial effect on Malaysian consumers’ intention to purchase organic foods, and it
is also the second least important factor that predicts the intention to purchase organic
foods in Hungary. This inferior result of EC could be due to current consumers” motives
in consuming organic foods, which is not primarily driven by their intention to protect
the ecological environment. Rather, their motives are based on social lifestyle factors and
perceived quality (for Malaysia) and food innovation, perceived quality, and health con-
cerns (for Hungary). This finding is consistent with recent research that found health fac-
tor and maintaining social status in society take priority in consumers’ minds over envi-
ronmental safety [96].

The results for FIA reveal peculiar findings. EC is the most crucial determinant of
FIA in Malaysia, while it is not significant in Hungary (but significant on CP in Hungary).
Environmental concerns or ecological consciousness are seen as important determinants
for FIA among Malaysians. There is a strong association between environmental protec-
tion and food innovation technology in Malaysian consumers’ minds. These two dimen-
sions are seen as highly connected. Conversely, for Hungarians, EC is seen as a ‘distant
factor’ that has no direct impact on their food innovation adoption behavior. EC, although
significant for Hungarians in their organic food purchases, is not something they associate
with FIA. Perhaps Hungarian food consumers do not look at innovation in food technol-
ogy as something that is truly protective and conserving the environment. This suggests
a possible skepticism towards food innovation technology and production, which are per-
haps not viewed as environmentally friendly albeit perceived to be producing good qual-
ity foods [97,98]. It is worth noting this major difference between Asia (Malaysian) and
Europe (Hungarian) where Asian food consumers in this context associate environmental
concerns with FIA, while European consumers seem not to associate the two.

Although Hungarian consumers do not associate EC with FIA, they strongly associ-
ate SL with FIA. Although social factors and status were not strong determinants of their
intention to purchase organic foods, they are significantly more important in their FIA.
This suggests Hungarian consumers consider social and lifestyle factors as trends that go
together with innovation in the food sector. This possibly indicates that in their mind,
innovation in food technology is just another social and lifestyle trend [99]. Social lifestyle
trends are also found to be equally important elements in the Malaysian context which
drive their adoption of food innovation. This could indicate a global trend of innovation
in food technology being perceived by consumers as a social and lifestyle trend.

Hungarian consumers also show the high impact of PQ on CP, which indicates their
high trust in food innovation technologies which are perceived to produce high quality
foods, although they were skeptical about the environmental impact of FIA.

It was considered meaningful to include food innovation adoption as an important
construct in the modelling of this study and to provide an understanding of the wider
ecosystem of organic food consumerism. The indirect effect results show that food inno-
vation adoption seems to significantly mediate the relationships between the independent
and dependent variables for both countries in most relationship paths. For Malaysian con-
sumers FIA effectively mediates the impact of EC and SL on CP, while for Hungarian
consumers FIA effectively mediates the impact of HC, PQ and SL on CP. For an elusive
construct such as the FIA which had previously been less understood, the findings of this
research show its pivotal role in understanding the ecosystem of organic food consumer-
ism.

6. Conclusions

Consumer consciousness towards a more natural lifestyle and consumption behavior
has led to various attempts to incorporate technology and trends in food production in-
novations. Various studies have discovered that buyers were increasingly troubled about
the kind of foods they consume daily [100,101]. The rising interest in nutritious foods is
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reflected in consumers” demand for organic food alternatives that promise better quality
foods through the innovative use of technology and innovation in production. Food inno-
vation serves the twin-role of providing high quality foods, as well as increasing the pro-
duction of foods to meet rising global food demand.

Cross-national studies are gaining popularity as they are meaningful ways to provide
new insights into consumer behavior by comparing consumer choices and actions in dif-
ferent cultures [87]. To add to this body of literature, this study measured important fac-
tors that influence the intention to purchase organic foods in Hungary and Malaysia, both
countries that are strong in agricultural output in their regions. Additionally, this study
identified food innovation adoption as an important variable to be included in the model
as evidenced in recent food technology literatures, to better understand the organic food
consumerism ecosystem impacted by food innovation technologies. We found food inno-
vation adoption plays a critical role in explaining consumers’ organic foods purchasing
behavior in Hungary and Malaysia.

The marketing of organic foods could emphasize the quality of organic foods as this
is found to be the biggest driver of the intention to purchase organic foods in both coun-
tries. Social and lifestyle factors are highly significant in driving purchasing intentions.
Consumers associate organic foods with trends in society and see it as a lifestyle choice.
This could be a persuasive narrative for governments, policy makers, organic food pro-
ducers, and retailers in improving engagement with consumers to promote sustainable
consumption behavior. This could also lead to greater involvement of organic food buyers
in the organic foods value chain, which is desirable for consumers [102]. Organic food
growers and retailers may provide more information and transparency regarding their
cultivation process, which is often invisible to final consumers. This lack of transparency
may be leading to skepticism towards food innovations that are utilized in the production
of organic foods.

7. Limitations of the Study and Future Directions

Although the sample size obtained in this study was statistically significant, the de-
mographics of the respondents from both countries were not similar. A more proportion-
ate sampling of respondents based on national population statistics may provide more
comparable data. Future studies could investigate demographic control variables as well
as assess their moderating effects on food innovation adoption and the intention to pur-
chase organic foods.

The purposive sampling methodology was used to select respondents in this study,
due to the absence of a sampling frame. Future studies could collaborate with retailers to
create a list of organic foods purchasers through customers’ purchase records to target
actual customers who have purchased organic foods to be included for data collection.

This study is also limited in measuring the consumer purchase behavior related to
organic foods. We used purchase intention as a measure to estimate actual behavior. Fu-
ture studies can address this limitation by measuring the actual purchase of organic foods.

There seems to be a higher level of skepticism, especially in Europe, regarding the
relationship between environmental conservation and food innovation. More work is
needed in this area to discover the reasons behind the skepticism and to further assess the
impact of food technology and innovation on environmental protection and preservation
in the context of organic foods.

Author Contributions: R.J.N., M.F.-F., ].O. and ].P. research idea conceptualization, R.J.N. and J.O.
made the interviews and collected the research data, V.V., RJ.N. and S. designed the research meth-
odology and did the formal analysis and initial drafting of the results. All authors have read and
agreed to the published version of the manuscript.

Funding: The data collection for this study in Malaysia is funded by the Fundamental Research
Grant Scheme, Ministry of Higher Education Malaysia (MOHE) FRGS/1/2016/SS01/MMU/02/6
(MMUE/160033).



Foods 2021, 10, 363 19 of 22

Informed Consent Statement: Informed consent was obtained from all subjects involved in the
study.

Data Availability Statement: Please refer to suggested Data Availability Statements in section
“MDPI Research Data Policies” at https://www.mdpi.com/ethics.

Conflicts of Interest: The authors declare no conflict of interest.

References

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.
24.

25.

26.

U.N. Department of Economic and Social Affairs. World Population Prospects 2019: Highlights. Availabe online:
https://www.un.org/development/desa/publications/world-population-prospects-2019-highlights.html (accessed on 20 Sep-
tember 2020).

Meemken, E.; Qaim, M. Organic agriculture, food security, and the environment. Ann. Rev. Resour. Econ. 2018, 10, 39-63.
Uniyal, S.; Paliwal, R.; Kaphaliya, B.; Sharma, R. Human overpopulation: Impact on environment. In Ad-vances in Environmental
Engineering and Green Technologies (AEEGT) Book Series; IGI Global: Hershey, PA, USA, 2017; pp. 1-11, d0i:10.4018/978-1-5225-
9276-1.ch002.

Rimal, A.P.; Moon, W.; Balasubramanian, S. Agro-biotechnology and organic food purchase in the United Kingdom. Br. Food J.
2005, 107, 84-97.

Saba, A.; Messina, F. Attitudes towards organic foods and risk/benefit perception associated with pesticides. Food Qual. Prefer.
2003, 14, 637-645.

Shagqiri, F.; Musliu, A.Y.; Ymeri, P.; Vasa, L. Evaluating consumer behavior for consumption of milk and cheese in Gjilan Region,
Kosovo. Ann. Agrar. Sci. 2019, 17, 375-381.

First, I; Brozina, S. Cultural influences on motives for organic food consumption. EuroMed ]. Bus. 2009, 4, 185-199.

Eide, B., Toft, M. Consumer Behavior Theories — Purchasing Organic Food. Aarhus University Department of Business Admin-
istration University Department of Business Administration, Aarhus, 2013. Available online: https://www.aca-
demia.edu/8020018/Consumer_Behavior_Theories_Purchasing_Organic_Food (accessed on 20 September 2020).

Harper, G.C.; Makatouni, A. Consumer perception of organic food production and farm animal welfare. Br. Food ]. 2002, 104,
287-299, doi:10.1108/00070700210425723.

Petrescu, D.C.; Petrescu-Mag, R.M. Organic food perception: Fad, or healthy and environmentally friendly? A case on Roma-
nian consumers. Sustainability 2015, 7, 12017-12031.

Miller, S.; Tait, P.; Saunders, C.; Dalziel, P.; Rutherford, P.; Abell, W. Estimation of consumer willingness-to-pay for social re-
sponsibility in fruit and vegetable products: A cross-country comparison using a choice experiment. J. Consum. Behav. 2017, 16,
el3-e25.

Timmins, C. Consumer Attitudes Towards Organic Food; IBERS— Aberystwyth University: Cardiff, UK, 2010; pp. 1-66.

Siegrist, M.; Hartmann, C. Consumer acceptance of novel food technologies. Nat. Food 2020, 1, 343-350.

Rodiger, M.; Hamm, U. How are organic food prices affecting consumer behaviour? A review. Food Qual. Prefer. 2015, 43, 10—
20.

Boobalan, K.; Nachimuthu, G.S.; Sivakumaran, B. Understanding the psychological benefits in organic consumerism: An em-
pirical exploration. Food Qual. Prefer. 2021, 87, 1-9.

U.S. Department of Agriculture. What is Organic? Availabe online: https://www.ams.usda.gov/publications/content/what-or-
ganic (accessed on 20 September 2020).

Official Portal of Department of Agriculture MoAaFIl. Malaysian Organic Certification Scheme. 2020. Available online:
http://www.doa.gov.my/index.php/pages/view/377 (accessed on 20 September 2020).

European Parliament and of the Council. Regulation (EU) 2018/848 of the European Parliament and of the Council as of 30th May
2018. 2018. Available online: https://eur-lex.europa.eu/eli/reg/2018/848/0j (accessed on 12 January 2021).

Canada Organic Trade Association. What is Organic? Availabe online: https://www.canada-organic.ca/en/what-we-do/organic-
101/what-organic (accessed on 20 September 2020).

Churchill, G.A.; Iacobucci, D. Marketing Research: Methodological Foundations; Dryden Press: New York, NY, USA, 2006.
Saffeullah, P.; Nabi, N.; Liaqat, S.; Anjum, N.A,; Siddiqi, T.O.; Umar, S. Organic Agriculture: Principles, Current Status, and
Significance. In Microbiota and Biofertilizers; Hakeem, K.R., Dar, G.H., Mehmood, M.A., Bhat. R.A. Eds.; Springer: Berlin/Heidel-
berg, Germany, 2021; pp. 17-37, d0i:10.1007/978-3-030-48771-3_2.

Dodds, W.B.; Monroe, K.B.; Grewal, D. Effects of price, brand, and store information on buyers’ product evaluations. |. Mark.
Res. 1991, 28, 307-319.

Kline, R.B. Principles and Practice of Structural Equation Modeling; The Guilford Press: New York, NY, USA; London, UK, 2015.
Naz, F.; Olah, J.; Vasile, D.; Magda, R. Green Purchase Behavior of University Students in Hungary: An Empirical Study. Sus-
tainability 2020, 12, 10077.

Yeh, C.-H.; Menozzi, D.; Térok, A. Eliciting egg consumer preferences for organic labels and omega 3 claims in Italy and Hun-
gary. Foods 2020, 9, 1212.

Eftekhari, M.; Shaabani, M.; Lotfizadeh, F. The Effect of Perceived Quality, Perceived Cost and Repurchase Intention in the
Insurance Industry. Int. J. Manag. Sci. Bus. Res. 2015, 4, 9-18.



Foods 2021, 10, 363 20 of 22

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.
51.

52.

53.

54.

55.

56.

57.

58.

Chi, M.T.T.; Lobo, A.; Nguyen, N.; Long, P.H. Effective segmentation of organic food consumers in Vietnam using food-related
lifestyles. Sustainability 2019, 11, 1237.

Vermeir, I.; Verbeke, W. Sustainable food consumption among young adults in Belgium: Theory of planned behaviour and the
role of confidence and values. Ecol. Econ. 2008, 64, 542-553.

Central Statistical Office. Biogazdalkodas (2005-). 2020. Available online:
https://www.ksh.hu/docs/hun/xstadat/xstadat_eves/i_ua001b.html (accessed on 20 September 2020).

Willer, H.; Schlatter, B.; Travnicek, J.; Kemper, L.; Lernoud, J. The World of Organic Agriculture. Statistics and Emerging Trends
2020; Research Institute of Organic Agriculture (FiBL): Frik, Switzerland, 2020.

ResearchAndMarkets.com. Global Organic Food and Beverages Market 2020 to 2025-Growth, Trends, and Forecasts. 2020. Available
online: https://www.businesswire.com/news/home/20200817005391/en/Global-Organic-Food-and-Beverages-Market-2020-to-
2025---Growth-Trends-and-Forecasts---ResearchAndMarkets.com (accessed on 20 September 2020).

Somasundram, C.; Razali, Z.; Santhirasegaram, V. A Review on organic food production in Malaysia. Horticulturae 2016, 2, 11—
15.

Christos, F.; Athanasios, K. Purchasing motives and profile of the Greek organic consumer: A countrywide survey. Br. Food ].
2002, 104, 730-765.

Nechaev, V.; Mikhailushkin, P.; Alieva, A. In Trends in Demand on the Organic Food Market in the European Countries, MATEC Web
of Conferences; EDP Sciences: Les Ulis, France, 2018; pp. 1-10, doi:10.1051/matecconf/201821207008.

Redaktion. Organic Food in Hungary. Availabe online: https://organic-market.info/news-in-brief-and-reports-article/12628-
Hungary.html (accessed on 20 September 2020).

Nieuwsbericht. Fields of Green: The State of Organic Farming in Hungary. Availabe online: https://www.agroberichtenbuiten-
land.nl/actueel/nieuws/2020/06/05/organic-farming-in-hungary-today (accessed on 20 September 2020).

Canova, L.; Bobbio, A.; Manganelli, A.M. Buying Organic Food Products: The Role of Trust in the Theory of Planned Behavior.
Front. Psychol. 2020, 11, 575820.

Toth, J.; Migliore, G.; Balogh, ].M.; Rizzo, G. Exploring Innovation Adoption Behavior for Sustainable Development: The Case
of Hungarian Food Sector. Agronomy 2020, 10, 612.

Tari, K.; Lehota, J.; Komaromi, N. Analysis of food consumption in Hungary. Paper presented at the Enterprise Research Inno-
vation. In Proceedings of the ENTRENOV A —ENTerprise REsearch InNOV Ation Conference; IRENET —Society for Advancing Inno-
vation and Research in Economy: Dubrovnik, Croatia, 2017; Volume 3, pp. 26-32.

Ajzen, 1. The theory of planned behavior. Organ. Behav. Hum. Decis. Process. 1991, 50, 179-211.

Beneke, J.; de Sousa, S.; Mbuyu, M.; Wickham, B. The effect of negative online customer reviews on brand equity and purchase
intention of consumer electronics in South Africa. Int. Rev. Retail. Distrib. Consum. Res. 2016, 26, 171-201.

Wu, ].-H.; Wu, C.-W.; Lee, C.-T.; Lee, H.-]. Green purchase intentions: An exploratory study of the Taiwanese electric motorcycle
market. J. Bus. Res. 2015, 68, 829-833.

Park, J.-H.; Kim, M.-K. Factors influencing the low usage of smart TV services by the terminal buyers in Korea. Telematics and
Informatics 2016, 33, 1130-1140.

Shin, D. Beyond user experience of cloud service: Implication for value sensitive approach. Telemat. Inform. 2015, 32, 33—44.
Ajzen, I.; Kruglanski, A.W. Reasoned action in the service of goal pursuit. PsychologR 2019, 126, 774-786.

Gifford, K.; Bernard, J.C. Influencing consumer purchase likelihood of organic food. Int. ]. Consum. Stud. 2006, 30, 155-163.
Verhoef, P.C. Explaining purchases of organic meat by Dutch consumers. Eur. Rev. Agric. Econ. 2005, 32, 245-267.

Hu, C.S. A new measure for health consciousness: Development of a health consciousness conceptual model. In Proceedings of
the National Communication Association Annual Conference, Washington, DC, USA, 21-24 November 2013.

Iversen, A.C.; Kraft, P. Does socio-economic status and health consciousness influence how women respond to health related
messages in media? Health Educ. Res. 2006, 21, 601-610.

Homer, P.M.; Kahle, L.R. A structural equation test of the value-attitude-behavior hierarchy. JPSP 1988, 54, 638-646.

Ellison, B.; Lusk, J.L.; Davis, D. Looking at the label and beyond: The effects of calorie labels, health consciousness, and de-
mographics on caloric intake in restaurants. Int. J. Behav. Nutr. Phys. Act. 2013, 10, 21.

Shaharudin, M.R.; Pani, J.].; Mansor, S.W.; Elias, S.]. Purchase intention of organic food; perceived value overview. Can. Soc. Sci.
2010, 6, 70-79.

Michaelidou, N.; Hassan, L.M. The role of health consciousness, food safety concern and ethical identity on attitudes and inten-
tions towards organic food. Int. J. Consum. Stud. 2008, 32, 163-170.

Kaynak, R.; EKSI, S. Ethnocentrism, religiosity, environmental and health consciousness: Motivators for anti-consumers. Eur. J.
Bus. Econ. 2011, 4, 31-50.

Sogari, G.; Corbo, C.; Macconi, M.; Menozzi, D.; Mora, C. Consumer attitude towards sustainable-labelled wine: An exploratory
approach. Int. ]. Wine Bus. Res. 2015, 27, 312-328.

Honkanen, P.; Verplanken, B.; Olsen, S.O. Ethical values and motives driving organic food choice. |. Consum. Behav. 2006, 5,
420-430.

Basha, M.B.; Mason, C.; Shamsudin, M.F.; Hussain, H.I.; Salem, M.A. Consumers attitude towards organic food. Procedia Econ.
Finance 2015, 31, 444-452.

Aulia, S.A; Sukati, I.; Sulaiman, Z. A review: Customer perceived value and its Dimension. Asian J. Soc. Sci. Manag. Stud. 2016,
3, 150-162.



Foods 2021, 10, 363 21 of 22

59.

60.

61.
62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

Avetisyan, M.; Hertel, T.; Sampson, G. Is local food more environmentally friendly? The GHG emissions impacts of consuming
imported versus domestically produced food. Environ. Resour. Econ. 2014, 58, 415-462.

Polenzani, B.; Riganelli, C.; Marchini, A. Sustainability Perception of Local Extra Virgin Olive Oil and Consumers’ Attitude: A
New Italian Perspective. Sustainability 2020, 12, 920.

Bandura, A. Health promotion from the perspective of social cognitive theory. Psychol. Health 1998, 13, 623-649.

Ismail, 1.S.; Farveez, A.A.N.; Nathan, R.J.; Mahadi, M. Parents” Purchase Behaviour and Buying Decision on Luxury Branded
Children’s Clothing. Aust. ]. Basic Appl. Sci. 2015, 9, 87-92.

Ram, D.; Nathan, R.J.; Balraj, A. Purchase Factors for Products with Inelastic Demand: A Study on Tobacco Sector JEAS 2017,
12, 1754-1761.

Victor, V.; Nambiar, A.S.; Nathan, R.J. Millenials” Intention to Wear Face Masks in Public during COVID-19 Pandemic. Vadyba
J. Manag. 2020, 36, 43-48.

Falguera, V.; Aliguer, N.; Falguera, M. An integrated approach to current trends in food consumption: Moving toward func-
tional and organic products? Food Control. 2012, 26, 274-281.

Sahelices-Pinto, C.; Lanero-Carrizo, A.; Vazquez-Burguete, ].L. Self-determination, clean conscience, or social pressure? Under-
lying motivations for organic food consumption among young millennials. ]. Consum. Behav. 2020, 1-11, d0i:10.1002/cb.1875.
Goémez-Luciano, C.A.; Vriesekoop, F.; Urbano, B. Towards food security of alternative dietary proteins: A comparison between
Spain and the Dominican Republic. Amfiteatru Econ. 2019, 21, 393-407.

Popp, J.; Kiss, A; Olah, J.; Maté, D.; Bai, A.; Lakner, Z. Network analysis for the improvement of food safety in the international
honey trade. Amfiteatru Econ. 2018, 20, 84-98.

Achieve Food Security and Improved Nutrition and Promote Sustainable Agriculture. Available online: https://sdgcom-
pass.org/sdgs/sdg-2/ (accessed on 20 September 2020).

Beck, A.; Cuoco, E.; Haring, A.M.; Kahl, J.; Koopmans, C.; Micheloni, C.; Moeskops, B.; Niggli, U.; Padel, S.; Rasmussen, L. A.
Strategic Resarch and Innovation Agenda for Organic Food and Farming; TP Organics: Brussels, Belgium, 2014; pp. 1-61.

Fogarassy, C.; Nagy-Pércsi, K.; Ajibade, S.; Gyuricza, C.; Ymeri, P. Relations between Circular Economic “Principles” and Or-
ganic Food Purchasing Behavior in Hungary. Agronomy 2020, 10, 616.

Loizou, E.; Michailidis, A.; Tzimitra-Kalogianni, I. Drivers of consumer’s adoption of innovative food. In 113th EAAE Seminar
“A Resilient European Food Industry and Food Chain in a Challenging World”; IAAE: Crete, Greece, 2009; pp. 1-10.
Roitner-Schobesberger, B.; Darnhofer, I.; Somsook, S.; Vogl, C.R. Consumer perceptions of organic foods in Bangkok, Thailand.
Food Policy 2008, 33, 112-121.

Hungarian  Central  Statistics  Office.  Population, National ~Event 1941 to 2020. Available online:
http://www ksh.hu/docs/eng/xstadat/xstadat_annual/i_wnt001c.html (accessed on 12 January 2021).

Department of Statistics Malaysia. Population and Demography. 2020. Available online: https://www.dosm.gov.my/v1/in-
dex.php (accessed on 12 January 2021).

Yang, M.; Al-Shaaban, S.; Nguyen, T.B. Consumer Attitude and Purchase Intention towards Organic Food: A Quantitative Study of
China; Linnzeus University, School of Business and Economics: Kalmar, Sweden, 2014. Available online: http://urn.kb.se/re-
solve?urn=urn:nbn:se:Inu:diva-34944 (accessed on 20 September 2020).

Hair, J.F.; Risher, ].].; Sarstedt, M.; Ringle, C.M. When to use and how to report the results of PLS-SEM. Eur. Bus. Rev. 2019,
doi:10.1108/EBR-11-2018-0203.

Bagozzi, R.P.; Yi, Y. Specification, evaluation, and interpretation of structural equation models. ]. Acad. Mark. Sci. 2012, 40, 8-
34.

Peterson, R.A.; Kim, Y. On the relationship between coefficient alpha and composite reliability. J. Appl. Psychol. 2013, 98, 194—
198.

Henseler, J.; Ringle, C.M.; Sarstedt, M. A new criterion for assessing discriminant validity in variance-based structural equation
modeling. J. Acad. Mark. Sci. 2015, 43, 115-135.

Hu, L.-T.; Bentler, P.M. Fit indices in covariance structure modeling: Sensitivity to underparameterized model misspecification.
Psychol. Methods 1998, 3, 424-453.

Ayub, A.H.; Hayati, Y.; Samat, M.F. Factors influencing young consumers’ purchase intention of organic food product. Adv.
Bus. Res. Int. ]. (ABRI]) 2018, 4, 17-26.

Akbar, A.; Ali, S.;; Ahmad, M.A.; Akbar, M.; Danish, M. Understanding the Antecedents of Organic Food Consumption in Pa-
kistan: Moderating Role of Food Neophobia. Int. ]. Environ. Res. Public Health 2019, 16, 1-20.

Sharaf, M.A.; Isa, F.M. Factors influencing students’ intention to purchase green products: A case study in Universiti Utara
Malaysia. Pertanika . Soc. Sci. Huminities 2017, 25, 239-249.

Saleki, R.; Quoquab, F.; Mohammad, J. What drives Malaysian consumers” organic food purchase intention? The role of moral
norm, self-identity, environmental concern and price consciousness. J. Agribus. Dev. Emerg. Econ. 2019, 9, 584—603.

Nguyen, T.T.M.; Phan, T.H.; Nguyen, H.L.; Dang, T.K.T.; Nguyen, N.D. Antecedents of purchase intention toward organic food
in an asian emerging market: A study of urban viethamese consumers. Sustainability 2019, 11, 4773.

Lee, H.-J.; Yun, Z.-S. Consumers’ perceptions of organic food attributes and cognitive and affective attitudes as determinants of
their purchase intentions toward organic food. Food Qual. Prefer. 2015, 39, 259-267.

Lockie, S.; Lyons, K.; Lawrence, G.; Grice, J. Choosing organics: A path analysis of factors underlying the selection of organic
food among Australian consumers. Appetite 2004, 43, 135-146.



Foods 2021, 10, 363 22 of 22

89.

90.

91.
92.

93.
94.

95.

96.
97.
98.
99.

100.
101.

102.

Yadav, R.; Pathak, G.S. Young consumers’ intention towards buying green products in a developing nation: Extending the
theory of planned behavior. J. Clean. Prod. 2016, 135, 732-739.

Stevens, C.J.; Murphy, C.; Roberts, R.; Lucas, L.; Silva, F.; Fuller, D.Q. Between China and South Asia: A Middle Asian corridor
of crop dispersal and agricultural innovation in the Bronze Age. Holocene 2016, 26, 1541-1555.

Cséfalvay, Z. Robotization in Central and Eastern Europe: Catching up or dependence? Eur. Plan. Stud. 2020, 28, 1534-1553.
Afandi, A.S.; Yunus, S.M.; Suhaimi, M.Y.; Tapsir, S. Technology adoption decision among food manufacturers: What are the
critical factors. Econ. Technol. Manag. Rev. 2016, 11, 75-85.

Vollrath, D. The agricultural basis of comparative development. ]. Econ. Growth 2011, 16, 343-370.

Jo, J.-H.; Roh, TW,; Kim, S.; Youn, Y.-C.; Park, M.S.; Han, KJ.; Jang, E.K. Eco-innovation for sustainability: Evidence from 49
countries in Asia and Europe. Sustainability 2015, 7, 16820-16835.

Oroian, C.F.; Safirescu, C.O.; Harun, R.; Chiciudean, G.O.; Arion, F.H.; Muresan, 1.C.; Bordeanu, B.M. Consumers’ attitudes
towards organic products and sustainable development: A case study of Romania. Sustainability 2017, 9, 1559.

Paul, J.; Rana, J. Consumer behavior and purchase intention for organic food. J. Consum. Mark. 2012, 29, 412-422.

Bildtgard, T. Trust in food in modern and late-modern societies. Soc. Sci. Inf. 2008, 47, 99-128.

Bernstein, H. Food sovereignty via the ‘peasant way’: A sceptical view. J. Peasant. Stud. 2014, 41, 1031-1063.

Voon, ].P.; Ngui, K.S.; Agrawal, A. Determinants of willingness to purchase organic food: An exploratory study using structural
equation modeling. Int. Food Agribus. Manag. Rev. 2011, 14, 103-120.

Eze, U.C.; Ndubisi, N.O. Green buyer behavior: Evidence from Asia consumers. J. Asian Afr. Stud. 2013, 48, 413—426.

Li, J.; Zepeda, L.; Gould, B.W. The demand for organic food in the US: An empirical assessment. J. Food Distrib. Res. 2007, 38,
54-69.

Busse, M.; Siebert, R. The role of consumers in food innovation processes. Eur. J. Innov. Manag. 2018, 21, 20-43.



