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A B S T R A C T

The study aims to examine the determinants of Serbian 
consumers’ purchase intentions related to organic food, 
building upon and enhancing the well-established 
framework of the Theory of Planned Behavior. 
Data collection by means of a web-based structured 
questionnaire has resulted in 461 responses, which 
have been subjected to Partial Least Squares Structural 
Equation Modeling (PLS-SEM), using SmartPLS 4. 
The study’s findings indicate that favourable attitudes 
are the key driver of organic food purchase intentions 
and that they are shaped by food safety concern and 
perceived environmental knowledge. Significant others’ 
expectations directly influence consumers’ willingness 
to purchase organic food, and indirectly contribute to 
positive attitudes towards organic food. Organic food 
availability and affordability directly contribute to 
customers’ purchase intentions and enhance positive 
influence of attitudes on purchase intentions. Theoretical 
and managerial implications have been discussed and 
limitations and future research directions are outlined.
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Introduction

Over the last two decades, there has been a growing interest among both the public 
and research communities in the consumption of organic food and the key factors 
influencing it. This has been motivated by factors such as increasing consumer concern 
regarding pesticide and antibiotic residues in agricultural products, as well as concerns 
about environmental pollution and its impact on human health. Most previous studies 
are based on the Theory of Planned Behavior (TPB) and emphasize the importance 
of this theoretical framework in explaining the factors influencing the intention to 
purchase and consume organic food (Ngo et al., 2026; Mostafizur et al., 2025; Chan 
et al., 2025; Milojević et al., 2025; Loera et al., 2022). In contrast to developed 
economies (Gundala & Singh, 2021; Hong et al., 2023; Liu et al., 2021) and developing 
economies (Chan et al., 2025; Mostafizur et al., 2025; Amit Kumar 2021; Bonisoli & 
Tinoco-Egas, 2025; Rosić & Vilma Getman, 2025; Dinc-Cavlak & Ozdemir, 2022; 
Ngo et al., 2026), insufficient attention has been devoted in previous research to the 
determinants of organic food consumption and consumers’ willingness to purchase 
organic food in developing European countries. Therefore, this research aims to expand 
knowledge about the factors contributing to the purchase of organic food, using Serbia 
as an example of a developing European country.

Some scholarly attention has been devoted thus far to organic food consumption and 
its determinants from the perspective of Serbian consumers. Vlahović et al. (2011) 
have shown that those who opt for organic food have a more positive attitude toward it 
and higher levels of education and income. Grubor et al. (2018) point to education and 
income as the main drivers and higher prices and unavailability as the key obstacles 
to organic food consumption among the urban population in Serbia. The outbreak of 
COVID-19 did not significantly alter the typical profile of the pre-pandemic organic 
food consumer, yet it drove a higher demand, with many willing to pay more for this 
type of produce due to heightened health concerns (Ćirić et al. 2020, Vapa Tankosić et al. 
2022, Vapa Tankosić & Carić 2023). Additionally, Radojević et al. (2021) define three 
main groups of organic food consumers: those who buy it because of the occasional 
lower price, the highly informed ones with concerns for health, quality and life choices 
and the ones who value its health benefits but do not necessarily care about the origin of 
the produce. Interestingly, the consumers of organic food are primarily knowledgeable 
of its health benefits, while they largely remain uninformed about other positive aspects 
of purchasing these types of products (Čolović & Mitić, 2023; Mitić & Čolović, 2022). 

In previous research on organic food in Serbia, insufficient attention has been given to the 
simultaneous examinations of inter-relationships among the determinants of purchase 
intention and their influence on the intention to purchase organic food. To address this 
gap in the existing literature on Serbia, this study is grounded in the TPB and aims to 
emphasize the relative importance of the key determinants of consumers’ willingness 
to purchase organic food. The remainder of the paper is structured as follows. The next 
section provides a brief review of the relevant literature, based on which the research 
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hypotheses are developed. The following section presents the research methodology, 
after which the results and discussion of the main findings are reported. Based on the 
empirical results, the theoretical contributions of the study and policy recommendations 
are highlighted, followed by the study’s limitations and suggestions for future research.

Literature review and hypotheses development

The Theory of Planned Behavior (Ajzen, 1991), developed by Icek Ajzen in the 
1980s, assumes that human behavior is directly guided by behavioral intention, 
which is shaped by three key factors: attitudes (positive/negative evaluation), 
subjective norms (perceived social pressure), and perceived behavioral control 
(self-confidence, i.e., the ease or difficulty of performing the behavior that reflects 
previous experience). A study examining the factors influencing the intention to 
purchase organic food in Vietnam confirmed that consumer attitudes towards organic 
food have a positive effect on purchase intention (Ngo et al., 2026). Numerous 
studies revealed that a positive attitude toward organic food influences purchase 
intention and behavior (Chan et al., 2025; Božić & Knežević, 2025; Loera et al., 
2022; Bonisoli & Tinoco-Egas, 2025; Sultan et al., 2020). Based on the existing 
literature, the following hypothesis is formulated: H1: Attitudes towards organic 
food positively affect customers’ purchase intentions.

Food safety encompasses consumers’ concerns about the presence of residues in food 
caused by chemical treatments, fertilizers, and added substances such as preservatives, 
which are commonly linked to farming practices (Yee et al., 2005). Nguyen et al.’s 
(2019) study has revealed a significant impact of food safety concerns on Vietnamese 
consumers’ attitudes toward organic meat. Similarly, food safety concerns emerged as 
the most influential determinant of Scottish consumers’ attitudes toward organic food 
(Michaelidou & Hassan, 2008). Many studies have also supported this relationship 
(Dinc-Cavlak & Ozdemir, 2022; Tan et al., 2021; Waqas & Hong, 2019). Based on 
extant literature, the following hypothesis is posited: H2: Food safety concern positively 
affects customers’ attitudes towards organic food.

Environmental knowledge captures individuals’ awareness of environmental 
challenges along with their understanding of key facts, concepts, and interconnections 
within the natural environment and its major ecosystems (Fryxell & Lo, 2003). 
Bonisoli and Tinoco-Egas’s (2025) study in the domain of organic food consumption 
has revealed a significant impact of environmental knowledge on attitudes. Several 
studies have also supported this relationship (Roh et al., 2022; Hong et al., 2023, 
Amit Kumar 2021). Based on these previous findings, the following hypothesis 
is proposed: H3: Perceived environmental knowledge positively affects attitudes 
towards organic food.

Bhakar et al. (2025) found that subjective norms emerge as a significant determinant 
of organic food purchase intention. This relationship has been supported in numerous 
other studies (Ngo et al., 2026; Radovanović, 2025; Hong et al., 2023; Mostafizur et al., 
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2025; Gundala et al., 2022). Grounded in the existing body of literature, the following 
hypothesis is developed: H4: Subjective norms directly affect customers’ purchase 
intentions towards organic food. 

Research in the domain of sustainable consumption has indicated the influence 
of significant others’ expectations on consumers’ attitudes, which further lead to 
customers’ sustainable behavior (Kristia et al., 2023). Research in the domain of 
organic food consumption has also revealed significant influence of subjective norms 
on attitudes, which further shape customers’ purchase intentions. The mediating role 
of attitudes in the relationship between subjective norms and customers’ green food 
purchase intentions has been supported by several other studies (Bhakar et al., 2025; 
Wongsaichia et al., 2022; Gundala et al., 2022). In light of prior research, the following 
hypothesis is formulated: H5: Attitudes towards organic food mediate the impact of 
subjective norms on customers’ purchase intentions towards organic food.

Amit Kumar (2021) demonstrated that perceived behavioral control represents a 
significant predictor of consumers’ green purchasing behavior. Other studies have 
also supported this relationship (Hong et al., 2023; Dinc-Cavlak & Ozdemir, 2022; 
Wang et al., 2019; Dorce et al., 2021). Therefore, the following hypothesis is proposed: 
H6: Perceived behavioral control positively and directly affect customers’ purchase 
intentions towards organic food. 

La Barbera and Ajzen (2021) found that perceived behavioral control moderates the 
relationship between attitudes and behavioral intentions. Although the moderating influence 
of perceived behavioral control on the relationship between attitudes and behavioral 
intention has received less scholarly attention in the context of green consumption (Botha 
& Wieste, 2024; La Barbera & Ajzen, 2020), it is reasonable to assume that increased 
affordability and availability of organic food would contribute to the translation of favourable 
attitudes into purchase intentions. Therefore, the following relationship is proposed:  H7: 
Perceived behavioral control moderates the impact of attitudes on customers’ purchase 
intentions towards organic food. Hypothesized relationships are summarized in Figure 1.

Figure 1. Conceptual model
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Materials and methods

 Data collection

The cross-sectional survey was carried out on a convenience sample of adult respondents 
in Serbia, by means of a web-based structured questionnaire. Data collection was 
anonymous. Respondents were recruited via e-mail accounts and social media 
advertising. Prospective respondents were informed about the purpose of the study and 
informed consent was sought from the survey participants, prior to the questionnaire 
fulfillment. Data were collected in the period from December 2024 to June 2025. In 
total, 461 completely filled out questionnaires were entered into data analysis.

 Measurement instrument

Constructs included in the study were measured by multiple items, which were adapted 
from previous research. Questionnaire items were slightly modified to fit the context 
of the study. Pilot-testing of the questionnaire was performed prior to the large-scale 
survey, which enabled minor modifications related to the wordings and sequence of 
the questionnaire items, to enhance its readability and comprehensibility. Four items, 
borrowed from the study of Rausch and Kopplin (2021), were used to measure attitudes 
(e.g., Generally, I have a favorable attitude towards organic food). Three items, 
borrowed from the study of Nguyen et al. (2019), were used to measure food safety 
concern (e.g., I am very concerned about the presence of antibiotics and preservatives 
in food).  Four items, adapted from the study of Rausch and Kopplin (2021), were 
used to measure perceived environmental knowledge (e.g., I understand how I could 
reduce negative environmental consequences of my behavior). Three items from the 
study of Rausch and Kopplin (2021) were used to measure subjective norms (e.g., My 
family expects me to buy sustainable food). Perceived behavioral control was measured 
using four items which were proposed in accordance with the study of Shin and Hancer 
(2016) (e.g., Whether I will purchase organic food is entirely up to me). Three items, 
borrowed from the study of Shin et al. (2017), were used to measure purchase intentions 
(e.g., I plan to purchase organic food in the future). Questionnaire items were measured 
on a 7-point Likert-type scale, anchored by 1-strongly disagree and 7-strongly agree.

Data analysis

Partial least squares structural equation modeling (PLS-SEM), following Anderson and 
Gerbing’s (1988) two-step procedure, was applied to examine proposed hypotheses. 
Measurement model analysis was performed first, to assess internal consistency 
reliability and validity of the constructs, which was followed by structural model 
analysis. Moderation analysis was applied to examine whether the relationship between 
attitudes and purchase intentions depended on the level of perceived behavioral control. 
Data analyses were performed using SmartPLS 4 (Ringle et al., 2024). 
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Results

Measurement model analysis

Internal consistency reliability of the constructs was supported by Cronbach’s alpha 
and composite reliability (CR) values, which exceeded the threshold of 0.70 (Hair et 
al., 2017). Evidence in support of  convergent validity was provided by the average 
variance extracted values (AVEs) exceeding the threshold of 0.50, as displayed in Table 
1, which indicated that the items measured the constructs they were intended to measure. 
The majority of outer loadings were above the lower threshold of 0.708, as suggested 
by Hair et al. (2017), which provided additional evidence in support of convergent 
validity. Several outer loadings which were below the threshold of 0.708, but above the 
value of 0.40, were retained in the model, as no adverse effect was produced related to 
the constructs’ reliability.

Table 1. Descriptive statistics, reliability and validity assessment

Constructs Items Outer 
loadings t-values* Cronbach’s 

alpha CR AVE Mean SD

Attitudes

ATT1 0.904 59.302

           0.929 0.950 0.825 5.872 1.286ATT2 0.918 78.474
ATT3 0.937 106.228
ATT4 0.872 53.110

Purchase 
intentions

PI1 0.926 96.570
0.920 0.949 0.862 4.706 1.590PI2 0.945 128.904

PI3 0.914 82.027
Perceived 
behavioral 
control

PBC1 0.906 19.809
0.753 0.802 0.579 4.901 1.568PBC2 0.698 6.678

PBC3 0.656 5.871

Subjective 
norms

SN1 0.896 62.173
0.900 0.938 0.833 3.033 1.744SN2 0.916 100.620

SN3 0.926 89.972

Food safety 
concern

FSC1 0.811 24.541
0.872 0.921 0.795 6.156 1.171FSC2 0.933 71.055

FSC3 0.926 76.746

Perceived 
environmental 
knowledge

PEK1 0.822 32.687

0.895 0.927 0.761 5.757 1.138PEK2 0.883 36.313
PEK3 0.904 63.240
PEK4 0.879 52.409

Note: *p˂0.001
Source: Authors’ calculations

The square root of AVE value of each construct which surpassed correlations among 
respective construct and every other construct in the model provided evidence in support 
of discriminant validity (Fornell & Larcker, 1981), i.e. that the constructs were truly 
distinct from each other. Additional evidence in support of discriminant validity was 
provided by the heterotrait-monotrait (HTMT) ratios, which were below the threshold 
of 0.85, as suggested by Henseler et al. (2015). Additional evidence in support of 
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discriminant validity was provided by applying the bootstrapping procedure with 
5000 subsamples and 95% Bias-corrected and accelerated (BCa) confidence interval 
method, which indicated that none of the confidence intervals related to the HTMT 
ratios included the value of 1, as suggested by Hair et al. (2017).  Results displayed in 
Table 2 provide evidence in support of discriminant validity of the constructs.  

Table 2. Discriminant validity assessment – Fornell-Larcker criterion, HTMT ratio

ATT PI PBC SN FSC PEK

ATT 0.908 0.714 0.132 0.419 0.521 0.425
[0.645; 0.744] [0.068; 0.169] [0.347; 0.485] [0.404; 0.618] [0.311; 0.528]

PI 0.662 0.928 0.299 0.522 0.404 0.335
[0.200; 0.407] [0.438; 0.598] [0.303; 0.497] [0.235; 0.430]

PBC 0.162 0.341 0.761 0.262 0.044 0.258
[0.161; 0.361] [0.021; 0.056] [0.143; 0.365]

SN 0.388 0.479 0.282 0.913 0.187 0.176
[0.095; 0.276] [0.096; 0.266]

FSC 0.482 0.371 0.015 0.176 0.892 0.360
[0.250; 0.471]

PEK 0.393 0.306 0.217 0.166 0.315 0.872

Note: ATT – Attitudes, PI – Purchase intentions, PBC – Perceived behavioral control; SN – 
Subjective norms, FSC – Food safety concern; PEK – Perceived environmental knowledge; 
diagonal values represent the square roots of AVEs; values displayed below the diagonal 
represent correlations among the constructs; values above the diagonal refer to the HTMT ratios, 
values in square brackets represent confidence intervals corresponding to the HTMT ratios

Source: Authors’ calculations

Structural model analysis

To avoid misleading conclusions stemming from high multicollinearity in the inner 
model, variance inflation factor values (VIFs) were inspected first. According to Hair 
et al. (2022), VIF values equal to or above 5 would indicate critical collinearity. As all 
VIF values in the structural model were below the suggested threshold, collinearity 
among the constructs was not at a critical level, which enabled the examination of 
structural paths in the following stage.

A bootstrapping procedure in PLS-SEM, using 5000 subsamples and 95% bias-
corrected and accelerated (BCa) confidence interval method, was applied to estimate 
hypothesized relationships. As none of the confidence intervals stemming from the 
bootstrapping procedure included zero, all hypothesized relationships were supported 
by the data. Attitudes towards organic food emerged as a significant determinant of 
customers’ purchase intentions (H1: β=0.553, p˂0.001). Both food safety concern (H2: 
β=0.317, p˂0.001) and perceived environmental knowledge (H3: β=0.182, p˂0.01) 
significantly contributed to attitudes.  Subjective norms emerged as a significant direct 
determinant of purchase intentions (H4: β=0.203, p˂0.001). In addition, the impact of 
subjective norms on purchase intentions was also partially mediated by attitudes (H5: 
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β=0.140, p˂0.001). The study indicated significant direct effect of perceived behavioral 
control on purchase intentions (H6: β=0.182, p˂0.001). In addition, the effect of attitudes 
on purchase intentions was positively moderated by perceived behavioral control (H7: 
β=0.089, p˂0.05), which will be elaborated in more detail in the following subsection. 

The coefficient of determination (R2) which indicates the proportion of variance in 
endogenous variable which is accounted for by the model, was examined to assess the 
model’s predictive ability. Explained variance in behavioral intentions of 53.8% was 
above the acceptable threshold in consumer behavior research which amounts to 20% 
(Hong et al., 2023), indicating acceptable predictive validity of the proposed model. The 
strength of the direct relationships was assessed on the basis of Cohen’s (1988) effect 
size (f2), according to which values of 0.02, 0.15 and 0.35 indicate weak, moderate 
and substantial effect size, respectively. Taking into account the effect size, there is 
a substantial impact of attitudes on purchase intentions (f2=0.542) and attitudes are 
moderately influenced by food safety concern (f2=0.134). Hence, managerial actions 
aimed at enhancing the demand for organic food should primarily address these two 
constructs.  The results of structural model analysis are summarized in Table 3.

Table 3. Structural model evaluation
Hypothesized 
relationships

Structural 
paths

t-values 95%(BCa)CI Results Effect 
size (f2)

VIF

LBCI UBCI

H1: ATT → PI 0.553 14.692* 0.479 0.627 Supported 0.542 1.184
H2: FSC → ATT 0.317 5.985* 0.204 0.414 Supported 0.134 1.233
H3: PEK → 

ATT 0.182 3.293** 0.077 0.295 Supported 0.043 1.281
H4: SN → PI 0.203 4.923* 0.122 0.283 Supported 0.076 1.260
H5: SN → ATT 

→ PI 0.140 6.722* 0.103 0.185 Supported
H6: PBC → PI 0.182 4.848* 0.105 0.254 Supported 0.072 1.104
H7: PBC x ATT 

→ PI 0.089 2.498*** 0.020 0.159 Supported 0.016 1.027
R2(PI)=0.538; R2(ATT)=0.391

Note: *p˂0.001; **p˂0.01; ***p˂0.05; LBCI – lower bound of the confidence interval, UBCI 
– upper bound of the confidence interval

Source: Authors’ calculations

Moderation analysis

Moderation analysis was performed to examine whether the strength of the relationship 
between attitudes towards organic food and customers’ purchase intentions depended on 
the level of perceived behavioral control. The analysis revealed statistically significant 
positive moderating effect of perceived behavioral control on the relationship between 
attitudes and purchase intentions (β=0.089, p˂0.05), providing support to hypothesis H7. 
This finding indicates that the relationship between attitudes and purchase intentions is 
not constant, but one standard deviation increase in perceived behavioral control above 
the mean would yield an increase in a simple effect of attitudes on purchase intentions 
by 0.089. This implies that the relationship between attitudes and purchase intentions 
is stronger (the slope is steeper) at a higher level of perceived behavioral control, i.e. 
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an increase in perceived behavioral control would strengthen the impact of attitudes 
on purchase intentions (Figure 2). Effect size (f2) of a moderator indicates an extent 
to which the moderation contributes to the explanation of an endogenous variable. 
According to Hair et al. (2022), it is reasonable to expect a rather limited effect size 
in case of a moderation analysis, taking into account that an average value based on 
previous research is equal to 0.009. In light of this, values of 0.005, 0.01 and 0.025 point 
to small, medium, and large effect sizes of a moderation (Kenny, 2018). Therefore, the 
moderation effect in the present study of 0.016 could be considered as medium. 

Figure 2. The moderating effect of perceived behavioral control

Source: Authors’ calculations

Discussion

Findings of the study point to attitudes as the most prominent direct determinant of 
purchase intentions towards organic food, which corroborates recent findings in the 
context of organic food consumption in Europe (Mostafizur et al., 2025; Loera et al., 
2022). Therefore, hypothesis H1 has been supported. Both food safety concern and 
perceived environmental knowledge emerged as positive determinants of attitudes, 
supporting hypotheses H2 and H3. However, the stronger impact of food safety 
concern indicates that, from the perspective of Serbian consumers, personal benefits 
act as a more influential driver of organic food purchases, in comparison with 
concern for environmental preservation, which complies with Chan et al.’s (2025) 
claim of personal considerations of health and well-being as crucial motivators of 
organic food purchases. The positive influence of food safety concerns on attitudes 
has also been confirmed in previous studies (Dinc-Cavlak & Ozdemir, 2022; Tan 
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et al., 2021; Nguyen et al., 2019). Positive impact of perceived environmental 
knowledge on attitudes toward organic food implies that consumers who are more 
knowledgeable about environmental issues and how to mitigate them are more 
predisposed towards organic food. Several recent studies have also indicated that 
environmental knowledge and consciousness contribute to favourable evaluation of 
organic food. The positive effect of environmental knowledge on attitudes is also 
confirmed by other studies (Bonisoli & Tinoco-Egas, 2025; Roh et al, 2022; Hong 
et al., 2023, Amit Kumar 2021).

Research demonstrates that subjective norms have a significant and positive effect 
on consumers’ purchase intentions toward organic food, providing empirical support 
for hypothesis H4. This indicates that consumers are more likely to purchase organic 
food when significant others such as family, friends, or society support this behavior. 
This result is consistent with previous research (Ngo et al., 2026; Bhakar et al., 
2025; Mostafizur et al., 2025; Hong et al., 2023; Gundala et al., 2022). In addition, 
attitudes have been found to mediate the relationship between subjective norms and 
purchase intention supporting H5, which is similar to the results obtained by Bhakar 
et al., 2025; Kristia et al., 2023; Wongsaichia et al., 2022; Gundala et al., 2022. 
This suggests that consumers who feel socially encouraged to purchase organic food 
are more likely to develop favorable attitudes, which subsequently strengthen their 
purchase intentions. These findings emphasize the importance of positive attitudes 
towards organic food and offer deeper insight into how subjective norms shape 
consumer intentions.

Research findings indicate that perceived behavioral control positively influences 
consumers’ intentions to purchase organic food, thereby providing empirical support 
for hypothesis H6. This suggests that organic food affordability and availability lead to 
customers’ willingness to purchase such products, which corresponds with the findings 
reported in earlier studies (Amit Kumar, 2021; Hong et al., 2023; Dinc-Cavlak & 
Ozdemir, 2022; Wang et al., 2019; Dorce et al., 2021).

When individuals perceive a higher level of control over their behavior, the relationship 
between their attitudes and intentions to purchase organic food becomes stronger. 
Consistent with this, the findings support H7, confirming that perceived behavioral 
control moderates the impact of attitudes on customers’ purchase intentions towards 
organic food. This implies that the more capable individuals feel of purchasing organic 
food, the stronger the influence of their attitudes on their intentions, and the greater 
the likelihood that they will actually engage in such behavior. This relationship has 
been confirmed by previous studies (Botha & Wieste, 2024; Barbera & Ajzen, 2021; 
La Barbera & Ajzen, 2020). To improve effectiveness, communication strategies 
should emphasize how simple and beneficial it is to buy organic food, while also 
helping to reduce perceived obstacles such as higher prices, extra effort, and limited 
consumer knowledge. 



http://ea.bg.ac.rs 865

Economics of Agriculture, Year 73, No. 3, 2026, (pp. 855-870), Belgrade

Conclusions

Theoretical and practical implications

The present study bears theoretical and managerial relevance. From a theoretical 
perspective, it contributes to the body of knowledge on sustainable food consumption by 
examining interrelationships among the determinants and their contribution to organic 
food purchase intentions, in thus far under-studied context of an emerging European 
economy. The study also provides important insights for marketers and policy-
makers. Taking into account significant effect of food safety concern and perceived 
environmental knowledge on attitudes, marketers of organic food would benefit by 
emphasizing health-related benefits of their products and by educating customers on 
environmental footprint of food consumption. Knowledge on health related benefits 
of organic food and how consumption choices can contribute to environmental 
preservation would enhance positive attitudes towards organic food and customers’ 
purchase intentions towards organic food. 

Significance of subjective norms as a determinant of intentions also bears relevance 
for marketers. Significance of perceived behavioral control indicates that improved 
affordability and availability of organic food would facilitate transition from positive 
perceptions into actual purchases of organic food. Incentives to motivate more widespread 
production of organic food and its distribution should be considered by respective 
authorities. When it comes to local organic food production, measures to regain and instill 
customer trust into local producers, taking into account affairs from the recent past in the 
area of organic food production in Serbia, should be high on the agenda of responsible 
authorities, which points to the relevance of more thorough qualitative and quantitative 
research of customers’ perceptions related to organic food produced in Serbia. 

On the production side, numerous incentives supporting organic agriculture are already 
available, whereas comparable support measures targeting consumers remain relatively 
limited. Within the context of the influence of PBC on purchase intention, one potential 
measure is the introduction of monthly green vouchers of a fixed value that households 
could exclusively use for the purchase of organic food products. Additionally, the adoption 
of a National Organic Food Strategy could substantially contribute to the development 
of the organic sector by integrating organic production with public health, sustainable 
development, tourism, and education policies. Such a strategy could encourage public 
institutions, including preschools, schools, student canteens, and hospitals, to prioritize 
the procurement of food from certified organic producers. This would enhance the 
accessibility of organic food to the broader population while simultaneously promoting 
healthier dietary habits among younger consumers from an early age. Furthermore, 
greater attention should be devoted to incorporating organic food into support measures 
aimed at rural tourism development. One possible policy instrument could involve the 
introduction of subsidies or tax incentives for rural tourism households that incorporate 
certified locally produced organic food into their gastronomic offerings. Such measures 
would strengthen the linkage between organic agriculture and rural tourism, increase 
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demand for domestically produced organic products, and contribute to the creation of 
authentic tourism experiences based on local and sustainable food systems.

Limitations and future research directions

Several limitations of the study should be noted. Convenience sampling and data 
collection by means a web-based questionnaire advertised via social media, or a 
delivery of a link to the survey via e-mail accounts, represent the most concerning 
among the study’s drawbacks. This mode of non-probability sampling excluded 
those prospective respondents who are not social media users and who do not have 
an active e-mail account. Cross-sectional design of the study indicates that structural 
relationships revealed by this research should be regarded with caution, which calls for 
future replications using longitudinal survey design or experimental research. Future 
research would benefit from a more representative sample of Serbian customers and the 
examinations of eventual cross-generational differences in customers’ perceptions and 
intentions related to organic food. This would enable tailored marketing strategies to 
increase organic food purchases. 
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