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Abstract

Consumer demand for organic foods has increased significantly in recent years in the world. Consumers are influenced by
various internal/external factors when purchasing food products. The aim of this study is to determine the effects of knowledge
variable on consumers’ purchasing or consuming behavior for organic foods together with other factors in Turkey (Hatay
City). For this purpose, the effects of consumers’ organic product knowledge levels are examined within the frame of Theory
of Planned Behavior. The data of 431 consumers analyzed in the model were collected in 2017 with a 21 scale questionnaire
and analyzed with Structural Equation Model. According to the results of the model analysis, a significant part of the variance
in consumers’ organic food demand (61%) was explained by the organic food knowledge variable. Reducing consumption
obstacles, along with efforts to increase the organic food knowledge of consumers, will increase organic demand. While trying
to increase the supply of organic products especially in regions where consumers are concentrated, the food production sector
should also focus on informing, raising awareness and promoting. The actual buying behavior in organic food products should
be examined in more detail in terms of motivation sources and obstacles.

Keywords: consumer behavior; organic food; organic knowledge; the theory of planned behavior; Turkey.

Practical Application: For the development of consumption in organic food products, many factors that are seen among
consumption obstacles are actually related to consumer knowledge. For this reason, organic product producers and marketers

should focus more on informing and raising awareness among consumers.

1 Introduction

The demand for organic foods, which have shown a significant
upward trend in the world in recent years, shows a similar tendency
in Turkey as well. In addition to the concerns about conventional
food, the health and environmental sensitivities of consumers,
the increase of social knowledge, consciousness and education
level and improvements in consumer income level have been
effective in the increase of organic food consumption. (Chen etal,
2014; Shashi et al., 2015; Tsai et al., 2015; Agovino et al., 2017;
Savita & Verma, 2017; Chekima et al., 2017; Lian, 2017; Rana &
Paul, 2017; Oroian et al., 2017; Asif et al., 2018; Apaolaza et al.,
2018; Hansen et al., 2018; Gomiero, 2018). In addition to these,
consumers find organic foods more nutritious and tasty than
traditional products. There are some research that revealed
that some factors outside these also motivate consumers to
consume organic food. (Dagistan et al., 2009; Smith & Paladino,
2010; Shafie & Rennie, 2012; Kapuge, 2016; Teng & Lu, 2016;
Boizot-Szantai et al., 2017; Du et al., 2017; Joshi & Rahman,
2017; Singh & Verma, 2017). There are also factors that prevent
the organic food consumption. Foremost among these are high
prices, deficiencies in consumer awareness and promotion, low
availability (irregularity, limitations or lack of varieties) and
consequently low consumption. (Chakrabarti, 2010; Xie et al.,
2015; Bryta, 2016; Liobikiené et al., 2016; Du et al., 2017; Savita
& Verma, 2017). The common view of the previous literature
is that consumers prefer organic foods because they are safer,

healthier, and sensually superior to their traditional alternatives,
as they feed themselves and their families. However, even
though there are high consciousness and awareness due to the
abovementioned consumption obstacles, situations in which
real purchasing cannot be realized are frequently seen.

The conceptual framework for the consumption of organic foods
is based on the Theory of Planned Behavior (TPB). TPB presents the
most popular theoretical framework that explains the determinants
and pioneers of buying behavior and intentions of consumers.
For this reason, TPB also provides a sound theoretical structure
for evaluating consumers’ perceptions of organic foods, since
the theory tries to explain the underlying reasons for individual
behavior. In the expanded model, consumers’ knowledge about
organic foods is included. The theory of planned behavior has
been widely applied to estimate various human behaviors and
has been used in a number of empirical studies on organic
food consumption (Hoppe et al., 2013; Kuran & Mihi¢, 2014;
Seo et al,, 2014; Ajzen, 2015; Tsai et al., 2015; Liobikiené et al.,
2016; Paul et al., 2016; Kumar et al., 2017; Maichum et al., 2017;
Shin et al,, 2018). In a survey conducted in Turkey, Iran and
Pakistan, it was determined that the intention of purchasing
organic food could be better predicted by attitude and health
consciousness, and that increase in consumers awareness of
organic products positively affects their purchasing intention
(Asif et al,, 2018).
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TPB suggests three determinants that explain one’s behavioral
intent: attitude, subjective norm, and perceived behavioral
control (Ajzen, 1991). Attitude is the degree to which a person
has a positive or negative evaluation of a behavior. The subjective
norm represents the social effect on the theory and is defined as
“performing the behavior or perceived social pressure to perform
the behavior”. In other words, “a person’s belief that others should
engage in a certain behavior”. Perceived behavioral control is
“the ease or difficulty of conducting behavior” and a reflection
of previous experiences and possible obstacles (Ajzen, 1991).
According to theory, the behavior of the consumer is a function
of the intention to achieve that behavior, whereas intention is
based on perceived behavioral control of attitude, subjective
norm and behavior and these factors are determined according
to behavioral, normative, and control beliefs, respectively.
The theory also allows us to estimate the intent and behavior
of choice between different brands or products (Ajzen, 2015).
Many studies only explain intention and generally assume that
intention is a good predictor of behavior and it fully influences
the effect of attitude and subjective norm of behavior (Gracia
& Magistris, 2013; Wu & Chen, 2014). In addition, Han & Kim
(2010) reported that intention was still accepted as the best
predictor of behavior.

Although the demand of the organic food market and
organic food is increasing in Turkey, the literature on organic
food consumption is not very extensive (Yilmaz & Ilter, 2017).
In this study, the effects of the knowledge level about organic
food products of a group of consumers in Turkey, on attitude,
subjective norm and perceived behavioral control, consumer
intentions and behavior are presented. It is aimed to determine
the effects of increasing food knowledge on consumers’ intention
to purchase and behavior.

1.1 Conceptual framework and hypotheses
Attitude

With a positive attitude of consumers towards organic food,
the health concerns (especially in families with children and
infants) of traditionally produced foods come to the forefront.
Other than that, environmental knowledge and consciousness
are other sources of motivation and contribute to the positive
attitude of consumers. Product quality (sensory qualities such
as good appearance and smell, and being delicious, healthy and
safe) is among the factors that increase the positive attitude. It
has been determined that women have more positive attitudes
towards organic food than male consumers (Paul & Rana, 2012).
Increases in education and income levels are other sources of
motivation that positively affect the attitude towards organic food.
Moreover, the fact that consumers are older increases the positive
attitudes. It has been determined that consumption of organic
food is seen in some consumer groups as a symbol of fashion and
status and such groups show a positive attitude towards organic
consumption. It has been determined that living areas have an
impact on organic food consumption, and in this regard, people
living in cities have come forward (Chen et al., 2014; Xie et al,,
2015; Kapuge, 2016; Misra & Singh, 2016; Agovino et al., 2017;
David & Ardiansyah, 2017; Du et al., 2017; Joshi & Rahman,
2017; Lian, 2017; Asif et al., 2018; Hansen et al., 2018). Taking
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these results into consideration, consumers are expected to have
positive attitudes toward organic products.

H1: There is a positive relationship between consumers’
attitudes towards purchasing organic products and their intention
to buy organic products.

Subjective Norms (SN)

Subjective norms have a direct impact on consumers’ purchasing
intentions and behaviors. Particularly the attitudes and behaviors
of individuals in economically and socially developed countries
are highly related to subjective norms. Consumers’” families,
relatives, friends, and colleagues determine the subjective norms.
Thus, the people around the consumers shape the attitudes of
the individual (Du et al., 2017; Singh & Verma, 2017; Teng &
Lu, 2016; Yilmaz & Ilter, 2017; Hansen et al., 2018). As a result,
subjective norms are an important determinant of organic
purchase intent and an important factor. For this reason, we
can suggest the following hypothesis;

H2: There is a positive relationship between consumers’
intentions to purchase organic products and personal and
social norms.

Perceived Behavioral Control (PBC)

Perceived ease and difficulties about behavioral control and
past experiences are influential in the emergence of behavioral
intent and behavior. Moreover, in theory, the perceived behavioral
control must occur before the intention is formed. Together with
the perceived difficulties and eases in purchasing organic food
products, past experiences are factors that determine behavioral
intent and behavior. In many studies, it has been suggested that
there is a positive relationship between the ability to control
consumer behavior individually and the intention to purchase
(Chen et al,, 2014; Bryta, 2016; Kapuge, 2016; Chekima et al.,
2017; Hansen et al., 2018; Lian, 2017; Maichum et al., 2017;
Oroian et al,, 2017; Savita & Verma, 2017; Asif et al., 2018).
For this reason, we can suggest the following assumptions;

H3: There is a positive relationship between consumers’
perceived behavioral control and the intention to purchase
organic foods.

H4: There is a positive relationship between perceived
behavioral control of consumers and organic buying behavior.

Organic food Knowledge (OK)

Consumer knowledge, consciousness and beliefs about the
environmental benefits of organic products are determinants of
organic consumption. Purchasing/consuming organic products
and acquiring knowledge about organic products in an active
or passive manner develop familiarities with these products.
As individuals acquire direct or indirect experience with organic
products, they get a solid grasp of distinctive and enduring
characteristics (Du et al., 2017). Due to the economic and social
developments in Turkey, differences in consumer preferences for
food have begun to emerge. Especially positive developments
in fields such as education, income and urbanization are the
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leading factors that increase the knowledge and consciousness
level of consumers. Media and social communication channels
also made important contributions to these developments
(Unusan, 2007; Yilmaz & Ilter, 2017). Today, consumers tend to
control food production processes more tightly and question the
reliability and health effects of food produced by conventional
methods. The production processes of organic food products,
such as certification, labeling and inspection are monitored by
consumers. As they have enough information about organic
products, consumers will have a positive attitude towards these
products. Therefore, we can speak of a positive correlation
between purchasing intention and having knowledge. The general
assessments that occurred in society also affect the behavior
of people. For this reason, those who act according to social
norms will direct their norms according to the social sensitivity
towards organic products. Similarly, having enough knowledge
in a subject has improved the ability to control the perceived
behavior of people (Chakrabarti, 2010; Shafie & Rennie, 2012;
Hoppe et al., 2013; Bryta, 2016; Kapuge, 2016; Liobikiené et al.,
2016; David & Ardiansyah, 2017; Joshi & Rahman, 2017;
Kumar et al., 2017; Oroian et al., 2017; Asif et al., 2018). Today,
it can be assumed that consumers have more knowledge about
organic food products. For this reason, it is considered that there
is a positive relationship between consumers’ level of organic
food knowledge and attitudes, individual-social norms and
perceived behavioral controls.

H5: There is a positive relationship between the consumers’
organic food knowledge and attitudes towards organic foods.

H6: There is a positive relationship between consumers’
organic food knowledge and their individual and social norms
towards organic foods.

H?7: There is a positive relationship between consumers’
organic food knowledge and perceived behavioral control
towards organic food.

Behavioral Intention (BI)

TPB’s central dependent variable is the consumer’s intent,
which is an indicator that one is ready to behave in a certain way
(Ajzen, 1991). Many studies only explain intentions and generally
assume that behavior is a good predictor of intent. It has been
determined that subjective norms and attitude towards behavior
have positive effect on the intention to purchase organic food
products (Seo et al., 2014; Shashi et al., 2015; Joshi & Rahman,
2017; Rana & Paul, 2017; Savita & Verma, 2017; Singh &
Verma, 2017). The intent is seen as the most important factor
in influencing performance of the behavior. For this reason, the
consumers’ behavior is a function of the intention to perform
the said behavior. It is based on intent, attitude, subjective norm,
perceived behavioral control of intention and these factors are
determined according to behavioral, normative and control
beliefs, respectively. For this reason, the following hypothesis
has been given.

Ha8: There is a positive relationship between the behavioral
intentions of consumers for purchasing organic foods and
purchasing behavior of organic foods.
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2 Material and methods

In this study, the Eastern Mediterranean Region, which is
located in the third sub-region of the Mediterranean Region
determined by TR6 in the Turkey Statistical Region Units
Classification, was selected. The data of 431 samples selected
in Hatay province, which is the largest settlement area in this
region, are used for sampling. It is estimated that since the sample
size is more than 400, which is recommended for Structural
Equation Modeling (SEM), it is enough to qualify. The primary
goal of an SEM analysis is to confirm research hypotheses
about the observed means, variances, and covariance’s of a set
of variables. The hypotheses are represented by a number of
structural parameters (e.g., factor loadings, regression paths)
that is smaller than the number of observed parameters. As a
confirmatory approach, it is crucial for researchers using SEM to
test models that have strong theoretical or empirical foundations
(Hair et al., 2014).

The data are obtained from consumers in the vicinity of large
shopping malls located in 2 districts (Iskenderun and Kirikhan
districts) of the Hatay city center in the summer 0of 2017. Adults
who are over 18 years of age are targeted for they are expected
to be households responsible for food purchases. This study
is considered to be important because it is the first study to
examine the behavior of purchasing organic products made in
the region, and the results can be extended to other settlements
of the region. The data collection survey instrument is designed
as two sections. In the first part, consumers’ demographic data
(sex, age, family size, marital status, place of residence, education
level, working status and average monthly income) were included.
In the second part, 22 items (1 strongly disagree to 5 strongly
agree) of the 5-Likert scale belonging to the model designed in
the research were included. The distribution of scales according
to organic information and TPB is given in Table 1. The scales
used to determine the organic food purchasing behaviors of the
consumers were derived from previous studies (Hoppe et al., 2013;
Seo et al., 2014; Misra & Singh, 2016; Teng & Lu, 2016; Joshi &
Rahman, 2017; Lian, 2017; Maichum et al., 2017; Singh & Verma,
2017; Hansen et al., 2018; Shin et al., 2018) and adapted to the
conditions of Turkey. In addition to this, in the development
of the model, TPB and studies regarding the preparation of
questionnaire were also used (Ajzen, 2013). The prepared
questionnaire was applied as a pre-test for 30 consumers for
the test of model validity and reliability and the final content of
the questionnaires is arranged according to the results obtained.
The measure items were checked with various statistics in terms
of skewness, kurtosis, validity, and reliability and it was seen that
there was no problem. Descriptive statistics of the data and SPSS
22.0 and AMOS 22.0 programs were used for SEM analysis.

In the model; attitudes, subjective norms and perceived
behavioral control elements are considered as independent
variables from TPB elements. It is accepted that these variables
will be sufficient to predict the organic food consumption
behavior and intention. According to the theory, in order for a
behavior to take place, it is first necessary to form an intention
for that behavior. The second part of the theory consists of belief
dimensions (behavior beliefs, normative beliefs, control beliefs).
Attitudes, subjective norms, and beliefs that are cognitive and
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Table 1. Descriptive statistics of participants’ TPB and organic food knowledge (n = 431).

Indicators / Measurement items* Average S.D.
Attitude towards organic food consumption (A) 4.061 0.573
Al: T think organic food consumption is healthy. 4.327 0.802
A2: Organic food products have higher taste than conventional one. 3.666 0.774
A3: Organic foods have no harmful effects on human health. 4.190 1.059
Subjective norm (SN) 3.019 0.942
SN1: People in my family think buying organic food is a good idea. 3.123 1.271
SN2: My friends’ positive thoughts are affecting me to buy organic products. 2.889 1.021
SN3: People who are important to me want me to choose organic foods. 3.046 0.999
Perceived behavioral control (PBC) 3.722 0.533
PBCI: T am sure I can consume more organic food when I want. 3.190 0.830
PBC2: I believe that my ability to buy organic products. 4.283 0.815
PBC3: I have time and desire to consume organic foods. 4.049 0.759
PBC4Despite being expensive. I prefer to buy organic food products. 3.367 0.709
Organic knowledge (OK) 3.662 0.917
OK1: I know the process of organic products. 3.269 0.861
OK2: I know that organic foods are safer for eating. 3.968 1.091
OK3: I realize that food is not organic or organic. 3.749 1.062
Behavioral Intention of organic food consumption (BI) 4.263 0.713
BI1: I have the goal of consuming organic foods as much as possible. 4.039 0.989
BI2: I will consume organic food to ensure my health. 4.223 0.931
BI3: I want to consume more organic food for high quality life. 4.432 0.725
BI4: I can buy organic food products. 4.531 0.694
BI5: I want to consume organic food in the next two weeks. 4.090 0.806
Organic food consumption behavior (B) 3.747 0.454
B1: I consume organic foods even at higher prices. 3.798 0.746
B2: I get organic food regularly. 2.819 0.602
B3:Tam trying to consume organic foods for health benefits. 4.014 0.774
B4: I recommend organic foods that I have consumed nearby. 4.357 0.619

*5 point Likert scale; 1 = strongly disagree. 5 = strongly agree; S:D.: Standard Deviation.

affective bases of perceived behavior control play a central role
in TPB (Ajzen, 2005). The TPB variables do not provide any
predictions or conclusions about the intentions or person’s
information about the behavior. For this reason, the model
is expanded and consumers’ information on organic foods
variable is added. The contribution of the consumer organic
information variable to predict the intention or behavior, and
whether it can be relied upon will be tested. As a result, whether
the consumer information and the expansion in the TPB model
are meaningful or not will be proven. Consumer data below
the average level of knowledge (3) according to the 5-point
Likert scale was excluded from the assessment. Organic Food
Information of the participants in our study was determined
on a 3-item scale, and response to the assessed participants are
above the average value.

3 Results and discussion
3.1 Demography

The distribution of the characteristics of participants
according to different socioeconomic indicators is grouped in
Table 2. In the distribution of the participants by gender, the
number of males was 12.3% higher than females. The number
of married participants was the more with 283 (66%). In terms
of education level, participants were mostly at the high school
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level or below with 69%. In terms of the number of people in the
families of the consumers, the highest rate is 44% with 4-5 people.
The distribution of the consumers’ living areas who are included
in the sample, is similar to that of Turkey. This similarity has also
been achieved in terms of gender, marital status, educational
level and the number of individuals in the family. It can be
concluded that the demographic and socio-economic indicators
of the sample examined in this study are suitable for making
generalizations for the entire region.

3.2 Measures

The mean values of the responses of the consumers to
the scale items specified in the expanded TPB framework and
standard deviation values (Table 1) and the scale items for each
of the variables are shown below. It can be said that the average
of consumers’ attitudes towards consuming/purchasing organic
products is considerably good (A = 4.061). According to the 5-point
Likert scale of SN, another variant of the model, the average
of the scale items was close to the neutral value (SN = 3.019);
However, the average of the perceived behavioral control items
(PBC = 3.722) was higher. The mean of the scale items of the
other variables examined in the model showed quite good
values for the average level of organic knowledge (OK = 3.662),
the behavioral intention for organic products (BI = 4.263) and
behavior (B = 3.747). The TPB variables measured within the
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framework of the consumer’s research model produced generally
good values, but it is worth to mention that the SN values are
lower than the other variable averages.

3.3 Measurement model results

For the measurement model, the factor loading in each
structure is ranged from 0.805 to 0.894 and since all of them are
statistically significant (p <0.01), these results show the reliability

of the scale. Hair at al. (2014) gives level of 0.7 in Composite
Reliability as an acceptable value, and at least 0.5 for Average
Variance Extracted (AVE). Composite reliability of constructs
is ranged from 0.87 to 0.92 and AVE values are ranged from
0.62 to 0.74. Accordingly, internal consistency and construct
validity in the measurement model are found to be at a fairly
good level (Table 3). According to this, internal consistency and
construct validity of the measurement model is found to be at
a fairly good level (Table 3).

Table 2. Socioeconomic and demographic characteristics of research participants (n = 431).

Ttems n % Ttems n %
Male 242 56.15 18-24 90 20.88
Gender
Female 189 43.85 25-34 135 31.32
Single 132 30.63 35-44 115 26.68
’ Age groups
. Married 283 65.66 45-54 74 17.17
Marital status DI 4/ 5 64 15 348
ivorce - .
Widowed 16 371
Less than High 149 3457 65-< 2 0.46
School
Education level High School 148 34.34 Working stat Student 121 28.07
ueation feve Junior college 67 15.55 oriing status Housewife 88 20.42
Undergraduate 61 14.15 Unemployed 62 14.39
Graduate 6 1.39 Employed 137 31.79
1 4 0.93 Retired 23 5.34
o 2-3 90 20.88 <-1500 93 21.58
Family size
4-5 190 44.08 Monthly i 1501-2000 83 19.26
6-< 147 34.11 ORELY WMCOME 9001-2500 130 30.16
. (Turkish Lira)
Pl ¢ Provincial center 178 41.30 2501-3000 66 15.31
aceo County town 181 42.00 3001-3500 47 10.90
residence .
Village 72 16.71 3501-< 12 2.78
Table 3. Measurement model structure validation.
Item reliability Convergent validity
Constructs Indicators ﬂ“i o AVE P,
OK1 0.596
Organic Knowledge (OK) OK2 0.786 0.894 0.610 0.821
OK3 0.639
OAl 0.601
Attitude Toward Consumption (OA) 0OA2 0.877 0.805 0.627 0.831
OA3 0.567
SN1 0.699
Subjective Norm (SN) SN2 0.781 0.813 0.520 0.764
SN3 0.679
PBC1 0.702
PBC2 0.831
P i Behavioral 1 (PB . .52 .81
erceived Behavioral Control (PBC) PBC3 0.665 0.863 0.526 0.815
PBC4 0.693
BI1 0.743
BI2 0.714
Behavioral Intention Towards Organic Food Consumption (BI) BI3 0.735 0.815 0.553 0.860
Bl4 0.830
BI5 0.688
B1 0.735
B2 0.702
ic F ion Behavi B .862 .72 .824
Organic Food Consumption Behavior (B) B3 0.782 0.86 0.720 0.8
B4 0.718

The estimated factor loadings are important at the level p < 0.001. Note: a: Cronbach’s alpha; /li : Factor loadings. AVE: Average variance extracted. 0, = Composite reliability.
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When the AVE values of the constructs in the measurement
model are examined, the consumer’s organic product knowledge
account for 61% of the variance in the model. Among the
variables in the model, the highest explained variance value
is obtained from attitude towards consumption (63%) and the
lowest explained variance value was obtained from subjective
norms. The total variance value of the organic food consumption
in model was determined as 72%. This result shows that the
predictive power of the variables included in the model is at
a fairly good level.

3.4 Goodness of fit results of structural model

When model’s overall goodness-of-fit indices are examined,

2°=244.584 (p<0.001), df =201, z*/sd =1.217, GFI =0.905,
AGFI =0.929, CFI =0.957, RMSEA =0.065
very good values have been achieved, that is the data used
in the model fit very well with the model structures. If the
goodness of fit indices in SEM analysis is estimated between
2< 4% /sd <3, 0.90 < GFI <0.95, 0.85< AGFI <0.90, 0.90 < CFI < 0.95,
0.90<TLI <0.95, 0.05< RMSEA<0.08

values, it is considered to be significant and meaningful (Kline,
2011). We can also say that some of the goodness of fit indices
produced in our study point to perfect fit (x2/sd, AGFI and
CFI). The results generally show that the data of the study fit
well with the model and the model is confirmed.

3.5 Hypothesis results

The H1 hypothesis, which suggests that there is a positive
relationship between the attitudes of consumers towards
organic products and their behavioral intentions towards
buying/consuming, is verified (p = 0.129, p <0.05). Also,
the H2 hypothesis was also confirmed ( = 0.581, p <0.001),
which suggests a positive relationship between consumers’
subjective norms and purchasing intentions of organic foods.
The H3 hypothesis, which suggests the existence of a positive
relationship between the perceived behavioral control of
consumers and the intention to buy organic food products,
was proven to be positive (B = 0.209, p<0.01). Hypotheses
(H4, H5 and H6), which suggest that the positive correlation
between consumers’ knowledge of organic food products and
their behavioral intentions, subjective norms, and perceived

Table 4. SEM results of planned behavior model in organic foods.

behavioral controls is significant and important, are supported
(3=0.719, p<0.001, p = 0.839, p<0.001 and p = 0.435, p<0.001
respectively). Thus, these positive interactions demonstrate
the importance of consumers’ knowledge and consciousness
about organic products. The relationship between perceived
behavioral control and organic food purchasing behavior (H7),
which is defined in another way, were found to be significant
(B = 0.281, p<0.009). In the final, the hypothesis (H8) which
suggest that the consumers’ behavioral intentions to purchase
organic food products, is related positively to purchasing
behavior is confirmed ( = 0.750, p<0.001) (Table 4).

The results reveal that consumers’ knowledge of organic
food products positively predicts consumption of organic
foods, behavioral intentions, subjective norms and perceived
behavioral controls. Consumers’ level of organic knowledge has
a positive effect on consumption behaviors of organic, intent
and behavior at a significant level. Among all TPB variables,
consumer attitudes were found to be the most important
variables that positively contributed to the model. This result
shows parallelism with many previous empirical studies.
In studies conducted in relation to TPP, it has been found
that subjective norms and attitudes have a positive effect on
the intention to purchase organic food (Savita & Verma, 2017).
In a TPB-applied study on organic food purchasing, it has been
shown that organic food consumption habits, subjective norms,
financial status, health awareness and knowledge about organic
food have a significant impact on the intention to purchase
organic food. Subjective norms, attitudes and health awareness
have been identified as best predictions of the intention to
purchase. Moreover, the relationship between the purchase of
organic food and the intention to purchase organic food was
found to be statistically significant (Kuran & Mihi¢, 2014).Ina
study conducted in Turkey, a significant difference was found
between consumers’ food safety knowledge and attitudes, and
education levels (Unusan, 2007). Factors that have positively
influenced consumer attitudes according to previous literature
(education level, health consciousness, awareness, etc.) in
general are another expression of the organic information
variable that we include in our study. For this reason, with a
more general approach, with consumer’s organic knowledge
and consciousness levels affecting consumer attitudes positively,
behavioral intent and behavior towards the consumption of
organic products are also increasing.

Paths Stizggifgf (I[)Sth t-value p Hypothesis results
OA-->BI 0.129 1.972 0.049 +
SN-->BI 0.581 8.985 0.000 +

PBC-->BI 0.209 2.572 0.010 +
OK-->0A 0.719 10.060 0.000 +
OK-->SN 0.839 16.782 0.000 +
OK-->PBC 0.435 8.550 0.000 +

PBC-->B 0.281 1.494 0.009 +

BI-->B 0.750 14.609 0.000 +

OA: Attitude Toward Consumption. BI: Behavioral Intention. SN: Subjective Norm. PBC: Percieved Behavioral Control. OK: Organic Knowledge. B: Consumption Behavior.
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4 Conclusion

The consumers’ behavior in terms of food purchasing/
consumption is determined by various factors. Most of the
studies on organic consumption determinants and consumption
motivations and obstacles of organic food products consist of
information-based variables. For this reason, an important
part of the behavior can be explained by measuring the level
of consumer knowledge. The results of our study have revealed
that consumers’ knowledge about organic food products has a
positive and significant impact on the intent and consumers’
behavior. The analyzed model explains a significant part of the
variance in consumer behavior. For this reason, consumers should
be convinced through informing to stimulate the intention to
buy, and this should be one of the strategies of rising demand
for organic food. Policymakers should pay close attention to
promoting awareness and consciousness levels and promoting
the health benefits of organic foods in order to stimulate real
purchasing actions. In terms of consumption of organic foods,
the sources of motivation and obstacles vary according to the
country. It is also necessary to focus on reducing consumption
obstacles as well as specific motivational factors in publicity,
training and campaign work for the increase of consumption
of organic foods. In order to increase the demand for organic
products, consumers, who are not sure about the accuracy of
the products in terms of recognition and awareness, should be
informed about the labeling and certification of organic products.
It is important that the public and private sector organizations
involved in the organic production process act together to ensure
consumer confidence. Firms marketing organic food products
should take into consideration that they can increase consumers’
confidence in products with informative work. In promotional
activities support from consumer associations and organic
consumption groups should be received.
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