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The study investigates the association between consumers’ socio-economic factors and knowledge
of organic food products in Huntsville Alabama. Findings is expected to assist organic farmers,
marketers and food companies to create realistic and moral promotions for the aging population and
also to have an overview taking advantage of age breakdown to assure their organization for
sustained growth and enhanced performance through continuous improvement. Following the
literature review the researchers designed a questionnaire survey for data collection during the last
two weeks of January 2017. Purchasers were approached during food shopping in outlets of two
retail chains in two different areas of Huntsville, Alabama. Data collected from the questionnaire
survey were analyzed with descriptive and spearman rank correlation statistical tools to test the null
hypotheses. Findings showed that AGE and EDUL correlated negatively with consumer knowledge of
where to buy organic food products (r = -0.487, p < .013 and r = -0.434, p < .025), while, belief in the
information published about organic advantages (BIPOAD), belief that organic products are healthier
(BOPH), and familiar with the terms “organic food” and “organic agriculture” (FTOFOA) correlated
positively with consumer ever buy organic food (EBOF) or beverage products (EBOB) (r = 0.730, p <
.000, r = 0593, p < .012 and r = 0.397, p < .041). Thus, a significant association emerged for
knowledge about as to where buy organic food products and socio-economic factors. Also,
consumers ever buy organic food or beverage products with belief in the information published
about organic food advantages and as organic products are healthier. Consumers between the ages
45-64 years need additional information on organic food products. In this way, it will help policy
makers, farmers and managers in formulating and implementing strategies to encourage organic
food products purchasing.
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INTRODUCTION

Oluwoye (2008, 2015) reported that several aging of their populations over the next 40 years, as
countries around the world are facing the rapid an irreversible outcome of a sustained period of low
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birth rates combined with continued extension in the
length of the life span. As migration, except at a
massive level, can have only a very minor effect
upon the aging of the population our aging future
can be predicted with a high degree of certainty. A
major concern of American Society today is the
aging of its population and the special needs of that
aging population. The U.S. Census Bureau
describes aging as "a general term which can be
defined as a physiological, behavioral, sociological
or chronological phenomenon" (p.1). According to
the American Bureau of Statistics, age is
categorized into three populations: the older
population (age 55-64); the elderly (age 65-74); the
aged (75+). Thus, all individuals over the age of 55
are considered to be part of the aging population.
According to U.S. Census Bureau, in 2010 the
median age was 37.2 years and is estimated to be
approximately 40 years by 2030, whereas in 2000 it
was 35.3 years, revealing a gradual aging
population (Wan et al., 2016).

The World Health Organization (WHO) defines
health as ‘a state of complete physical, mental, and
social well-being and not merely the absence of
disease or infirmity’ (WHO, 2012). Furthermore,
there are many definitions of healthy aging, a term
which is often used interchangeably with terms such
as active aging (Bowling, 2008; WHO, 2012), age-
dependent or age-progressive decline in intrinsic
physiological function (Flatt and Schmidt, 2009;
Bronikowski and Flatt, 2010; Fabian and Flatt,
2011). Although there is no universal definition,
there is general acceptance that healthy aging
involves more than just physical or functional health.
While the health system is versed at treating the
spillover effect of a vast range of diseases emphasis
has not been placed on addressing the root causes
of the health issues such as access to healthy food
and the quality of life (FWJF Commission, 2014).
Poor nutrition and obesity are among the most
important health issues facing society today, not
only in terms of health, but also health care
expenses with estimates of $147 billion to $210
billion dollars in avoidable healthcare spending
(Cawley et al.,, 2012; Finkelstein et al., 2009).
Several studies have reflected an increasing trend in
the rate of obesity among all age groups in the U.S.
with nearly 38% of adults who are obese (CDC,
2015; Ogden et al., 2015; Flegal et al., 2016). There
are a variety of predictors of obesity including
genetic, physical activity, and food consumption.
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There are other outcomes of food choice and
nutrition that also have an independent effect on

health including some types of cancer,
cardiovascular disease, and Type-2 diabetes (CDC,
2015).

Obesity has been associated with increasing the
likelihood of diabetes, high blood pressure, high
levels of blood fats high cholesterol levels, heart
disease, stroke, some forms of cancer (Giovanni
and Franco 2013), arthritis 538, asthma, kidney
disease (Wang et al., 2008), Alzheimer’'s/dementia
and poor health status (Beydoun et al., 2008; Xu et
al.,, 2011). Based on the 2015 Behavioral Risk
Factor Surveillance System (BRFSS) annual survey,
roughly 25 states reported adult obesity was higher
than 30%, followed by 43 states reporting rates
higher than 25%. Alabama recorded the second
highest rate of obesity (35.6%) in the country (Segal
et al.,, 2016). Additionally, it was reported that
Alabama had the third highest rate of diabetes

(13.5%) in the nation. Based on the above
discussions, food selection is an important
consumer  behavior with many long-term

consequences to the individual in the form of health
and longevity and to society in the form of health
cost. The demand for organic products is
accompanied by the perception of quality, safety
and healthy food products.

Literature Review

This section and the keywords perceptions of quality
and price premium are extracted from Oluwoye et
al.,, (2017).

Psychological factors that influence an individual’s
decision when purchasing as the individual's
motivations, perceptions, learning and beliefs
(Callwood, 2013). Consumer behavior may be
defined as the mental, emotional, and physical
activities related to purchasing, utilizing, or
disposing products and services that satisfy a need
(Priest et al., 2013). Attitudes affect intentions; the
more desirable the attitude is greater it will and
intention to carry out a particular behavior will be
(Tarkiainen and Sundqvist, 2009). Tarkiainen and
Sundqvist (2009) claim that attitudes are
communicated between people and thus, people
with positive attitudes towards a product will affect
the attitudes of their surrounding people. As a result
of this cross over effect, subjective norms will be
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seen as a precursor of attitudes in this study.
Among the small number of studies that studied the
subjective norms related to the purchase of organic
food, it was discovered that there is an important
relationship between subjective horms and attitudes.
Klockner (2012) explains the complexity of human
decision-making with respect to purchasing organic
food. Their model framework is outlined with the
nested structure of decision and the impact of earlier
decisions has on the decisional space of later
decisions. Environmental consideration has been
suggested as a motivating factor. Ling (2013)
evaluated consumers’ intent to purchase green
product as a means to examining the driving
variables that influence consumers’ purchase intent.
Other studies have indicated the relevance of socio-
demographic and cultural factors such as, product
quality, price, place of sale, ambience, country of
origin, and convenience in purchasing affect
purchase decisions of food consumers (Van
Waterschoot et al.,, 2008; Akpinar et al., 2009;
Gupta, 2009; Vukasovi¢, 2013). Shafie and Rennie
(2012) suggested that future studies should go for
consumer-based approach which is important not
only for consumers, but also in terms of responses
to changes in market dynamics.

Perception of Quality

Previous literature has suggested that the way
consumers perceive the quality of organic food has
played a big role in its rapid expansion (Essoussi
and Zahaf, 2008). There is significant indication
from the literature that taste quality is an influential
factor in consumer behavior by providing a measure
to justify price premium (Shaw-Hughner et al.,
2007). The price premium also has an effect on the
consumer perceptions toward the quality of organic
products (Harrison, 2009; Shaw-Hughmer, 2007).
However, when it comes to food quality, there are
serious questions about the ways in which both
consumers that purchase it and supermarkets who
market and sell it are judging the overall quality of
products. This was the experience in the UK with
Tesco. When the company experimented with
lowering the price of organic products slightly below
the price of its conventional food equivalent and
there was an extremely low conversion rate. This
means customers are likely to purchase organic in
that circumstance but they are very unlikely to
continue purchasing organic when the price rises

again. Tesco attributes this to customers
experiencing organic food and finding they can't tell
any difference in terms of quality (Pierce, 2009).
Experts (i.e. Claire Harrison) have argued that
quality standards for conventional food are part of
the reason organic food gained prominence in the
first place. Appearance and size standards set by
supermarkets necessitated an increasing use of
pesticides and other chemicals to meet yield
requirements as well as quality standards (Harrison,
2009). Additionally, in July 2009 a landmark report
released in the UK raised serious questions about
the actual nutritional value of organic food over its
conventional competitors. Dangour and colleagues
(2009) found that there was actually virtually no
nutritional difference in organic food, undermining
consumer perceptions about quality.

Price Premium

The price of organic food is clearly likely to play a
major part in the purchasing intentions and behavior
of consumers. Likely in the form of a barrier due the
price premiums of organic produce vs conventional.
In fact, the price of organic food has been cited in
many articles to be the main obstacle for not buying
organic food (Hughner et al., 2007; Shafie and
Rennie, 2012). This may be likely to be especially
true in times of economic downturn, like those in
which we currently find ourselves. One area that
has been extensively researched is the willingness
to pay (WTP), which has been the focus of several
studies. Consumers are for example prepared to at
least hypothetically to pay a premium for organic
produce, however, they were not willing the pay the
steep increase in price compared to conventional
produce (Shaw et al., 2007). Tesco’s experience
with price in the current economic climate has been
very interesting. In most stores the shelve space
dedicated to organic food has been decreasing due
to falling sales. Unsurprisingly the amount of
stocked organic food was directly correlated to
geographic area, so more affluent areas would stock
more organic produce as consumers were more
likely to purchase, Tesco’'s research indicates
income and willingness to pay are correlated. They
also tried to tactically price in order to shift stock on
organics, which manifested low conversion rates
with organic which seems to indicate that price is a
major factor. Perceived differences is also likely to
play a role here however, as consumers may not



see an increased benefit in the produce that is worth
the price premium (Pierce, 2009).

Ozguven (2012) studied the motivation factors of
consumers to buy organic food products in lzmir.
Analysis revealed that consumers preferred organic
milk, fruit and vegetables. The results indicated that
guality and price were more explanatory factors and
had more significant relationship than the other
factors.

Trust in Labelling and Marketing

Research suggests one of the more critical factors
in understanding consumers’ willingness to pay for
organic food is an inherent trust in certification and
labeling claims made on organic food packaging
and promotional material (Mohamed et al., 2012).
Consumers are required to deposit a significant
amount of trust when purchasing organic food —
effectively they are often blindly placing their faith in
claims made by producers, marketers and
supermarkets because it is exceedingly unlikely that
at the point-of-purchase there would be any way of
independently verifying organic claims (Bellows et
al., 2008).

The results of a number of studies into this issue
reveal organic purchasing behavior, as influenced
through value; seems to be reflective of low-self
transcendence decision making. In a 2008 study
investigating motivators behind organic purchasing
intentions found that organic foods are generally
being purchased by consumers who expect positive
consequences for themselves as a result (Arvola et
al., 2008). Other studies have also found instances
of low transcendence (Saher et al., 2006; Bellows et
al., 2008). In addition there are moral measures
which have had a more “considerable” role in
predicting purchasing intentions. They clearly state
that their results lend support to the inclusion of
measures “which capture the affective and moral
bases of behavior’ (Arovla, 2008). For instance, a
U.S. study conducted in 2008 asked respondents
how much they valued food and how large a role it
played in their lives. Questions, such as, “I think
about food a lot” and “food is an important part of
my family traditions” are what they found was that of
those who buy organic food regularly, 45% said they
“always cooked” indicating a disproportionate
number of organic food buyers cooked regularly
over those who don’t buy organic” (Bellows et al.,
2008). Of those same numbers who buy organic
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food regularly 66% were their household regular
shoppers, versus 59% as expected” (Bellows et al.,
2008). The study found a correlation between
certain values and the likelihood of intent to
purchase. Research into reasons consumers were
willing to pay more for organic food demonstrated
that values are increasingly being shown to play a
central role in deciding to adopt a certain dietary
lifestyle (Krystallis et al., 2008).

Alternatively, the intent to purchase because of
values has not always translated into actual
purchasing. Studies have shown that 39% of
respondents claimed they highly valued “organic
production methods.” However, only 13% actually
purchased organic products on a regular basis
(Bellows et al., 2008). Cinque 2009, argued his
experience showed organic purchasing behavior
reflected a “trend” (Cinque, 2009) rather than the
manifestation of changing consumer values.

The study explores the consumer perceptions
toward the purchase behavior of organic food
products and the objective of this paper is to
investigate and examine consumer’s perceptions
and understand their knowledge towards organic
food products and purchase behavior. Specifically,
the objectives of this pilot study were to:

1. Examine the impact of socio-economic
factors of respondents on consumer knowledge of
where to buy organic food products

2. Understand the respondents belief towards
ever buy organic food or beverage products
3. Investigate the  association  between

consumers’ socio-economic factors and knowledge
of organic food products in Huntsville Alabama.

Hypothesis
Null Hypotheses

Hypothesis 1: There will not be a significant
relationship between consumer knowledge of where
to buy organic food products and socio-economic
factor variables:

a. Age and

b. Educational levels.

Hypothesis 2: There will not be a significant
relationship between ever buy organic food or
beverage products and:

a. Belief in the information published about organic
advantages.

b. Belief that organic products are healthier.
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Table 1. Descriptive Statistics: Mean Respondent’s Socio-Economic Factors Results.

N (Missing System) | Minimum | Maximum Mean | Std. Deviation
Gender 23 1 2 1.16 0.5
_Age 23 2 8 3.87 217
Education 23 2 8 6.48 2.15
Household income 22(1) 1 4 2.59 0.91
People in household income 22(1) 1 5 2.91 1.27
Marital Status 22(1) 1 5 2.27 1.61
c. Familiar with the terms “organic food” and gender and household income, the range of

“organic agriculture”.

MATERIALS AND METHODS

The research paper goal necessitated the
identification of the various factors that influence the
purchase of organic food. The literature review was
used in the identification of potential factors
affection a consumer’s purchasing behavior of
organic food products. Following the literature
review research phase, the researchers conducted
a number of semi structured interviews with industry
experts in order to gather qualitative insight into
what had been uncovered in the academic
literature. To best augment the quantitative, data
were gathered from consumers, through the design
of questionnaire survey. Data collection took place
in January 2017. Purchasers were approached
while food shopping in one of three retail chains in
two different areas of Huntsville (one outlet per
chain) using a structured questionnaire. Overall, 40
people were approached, 23 of which were qualified
for sample inclusion in the time frame of the survey
(57.5 percent). SPSS IBM Statistics Software v.23
was used for all statistics analysis.

RESULTS AND DISCUSSIONS

The socio-demographic profile of the overall sample
is shown in Table 1. The mean of each variable
revealed respondents’ attitudes towards organic
food products. The standard deviation shows the
size of the range of answers (fairly high in almost all
cases based on these results). This is further
reflected by the minimum and maximum answers
provided for each variable. With the exception of

answers almost universally shows a complete
difference of opinion with answers on polar opposite
ends of the scale. The relatively high standard
deviation also reflects a divergence of opinion by
respondents on most questions, with the possible
exception of gender.

Using the collected dataset of organic purchase
behavior, the author found the min and max. From
the Table 1 above and Table 2 below one can see
that the min is simply the lowest observation,
while the max is the highest observation. Finding the
min and max helps one to understand the total span
of our data. The means of each variable in Table 2,
revealed that respondents attitudes towards organic
food products. The standard deviation shows the
size of the range of answers (very low in almost all
cases based on these results). This is further
reflected by the minimum and maximum answers
provided for each variable.

It should be noted in Tables 1 above and 2 below,
the missing system suggests that all the subjects did
not answer some questions that were included in
the organic food purchase database.

Hypothesis 1

There will not be a significant relationship between
consumer knowledge of where to buy organic food
products and socioeconomic factor variables: 1. Age
and 2. Educational levels.

To test the above hypothesis, Spearman
correlation r was used. The statistics is used to
determine the degree of association between
knowledge level and socio-economic variables. The
Table 3 below shows the Spearman rho correlation r
and the coefficient is found to be significant at one —
tailed percent level.

Table 3 presents the coefficient for the selected
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Table 2. Mean Results of Respondents Knowledge and Awareness of Organic Food Products Results.

N(Missing System) Minimum | Maximum | Mean | Std Deviation
Familiar ~ with  term 21(2) 1 2 1.14 0.359
Organic food
Place to buy organic food 21(2) 1 2 1.19 0.402
Ever buy Organic food 21(2) 1 2 1.24 0.436
products
Believe in  Organic 21(2) 1 2 1.05 0.218
products are healthier
Believe in information 21(2) 1 3 1.82 0.958
publishing about Organic
advantages

Table 3. Spearman’s rho correlation matrix for knowledge
of where to buy organic food products (KBOFP) and

socio-economic factors.

KBOFP AGE Education
-0.487* -0.434*
KBOFP | 1000 | = 00 5=0.025
_0.487* 0.522**
ASE  Tp=o013 | % [Tp=0005
Education pgg?:;; ;15023:5 1.000

variables in Table 3 above. The test of significance
shows that since the significance is 0.013 and 0.025
which is less than 0.05, the rank correlation is
significant at the 5% level for a one-tail test, which
suggests that Hy be rejected in favor of H1 such that
one can conclude that there is a significant negative
relationship in the ranking of the marketing organic
food products by AGE and KBOFP (r = -0.487), and
EDUC and KBOFP (r -0.434).

There is an association between age and the
respondent consumer’s knowledge of where to buy
organic food products and also there is an
association between the education of the
respondents and consumers’ knowledge of where to
buy organic food products. With that knowledge
comes a great deal of trust for the organic published
information or label. The consumers trust in organic
information or label and highest among age group
15 — 34 years with 43% and 35 — 44 years.

Hypothesis 2

There will not be a significant relationship between
ever buy organic food or beverage products and: a)
Belief in the information published about organic
advantages; b)Belief that organic products are
healthier; and c) Familiar with the terms “organic
food” and “organic agriculture.” Table 4 presents the
coefficient for the selected variables

Of the above hypotheses, 2a and 2c are
significant at the 1% level and positively correlated.
However, 2b is significant at 5% level and positively
correlated, which suggests that Hy be rejected in
favor of H;. A significant relationship emerged
between the EBOF and BIPOAD (r =0.593,
p<0.000) BOPH (r = 0.397, p < 0.041), FTOFOA (r =
0.730, p<0.000). The present results suggest that
consumers belief in the information published about
organic food products increases consumers’ belief
in buying organic food or beverage products and
also belief in organic food products will have positive
impact on consumers’ health because they are more
aware of the benefits of organic foods, that they
place a greater value in knowing how their food was
grown and produced and that they are deeply
committed to supporting a food system that sustains
and nurtures the environment. The current results
also indicate that youth consumers display a higher
level of satisfaction than the aged.

CONCLUSIONS

The main conclusion that emerged from this pilot
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Table 4. Spearman’s rho correlation matrix for consumers ever buys
organic food products and belief in information and healthier.

EBOF BIPOAD BOPH FTOFOA
EBOF 1.000 0.593 0.397 0.730
p=10.002 p=0.041 p=0.000
BIPOAD |22 1,000 0.268 0.387
p=0.002 p=0.120 |  p=0.042
BOPH 0.397 0.268 000 20.096
p=0.041 p=0.120 p=0.343
FToFoA 0730 0.387 -0.096 000
p=10.000 p=0.042 p=0.343

Note: ** correlation significant at the
significant at the 0.05 level (1-tailed).

0.01 level (1-tailed); *correlation

study was that additional knowledge is needed to
inform consumers’ between the ages of 45-64 years
about organic food products. In this way, it will help
policy makers, farmers and managers in formulating
and implementing strategies to encourage organic
food products purchasing.
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