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Received: 25 March 2022

Accepted: 9 May 2022

Published: 12 May 2022

Publisher’s Note: MDPI stays neutral

with regard to jurisdictional claims in

published maps and institutional affil-

iations.

Copyright: © 2022 by the authors.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license (https://

creativecommons.org/licenses/by/

4.0/).

sustainability

Article

Factors Influencing Consumer Attitudes towards Organic Food
Products in a Transition Economy—Insights from Kosovo
Iliriana Miftari 1, Rainer Haas 2 , Oliver Meixner 2 , Drini Imami 3,4 and Ekrem Gjokaj 5,*

1 Department of Agricultural Economics, Faculty of Agriculture and Veterinary, University of Prishtina,
10000 Prishtina, Kosovo; Iliriana.Miftari@uni-pr.edu

2 Department of Economics and Social Sciences, Institute of Marketing and Innovation, University of Natural
Resources and Life Sciences, 1180 Vienna, Austria; rainer.haas@boku.ac.at (R.H.);
oliver.meixner@boku.ac.at (O.M.)

3 Faculty of Economics and Agribusiness, Agricultural University of Tirana, 1025 Tirana, Albania;
dimami@ubt.edu.al

4 CERGE-EI and Faculty of Tropical Agri Sciences, Czech University of Life Sciences, 16500 Prague, Czech Republic
5 Department of Agribusiness, Faculty of Life and Environmental Science, University “UKSHIN HOTI”,

20000 Prizren, Kosovo
* Correspondence: ekremgjokaj@gmail.com

Abstract: Globally, organic food production and consumption have significantly increased in the last
two decades, driven largely by perceived positive impacts on consumer health, the environment, and
sustainable development. The aim of this study was to investigate factors influencing consumers’
attitudes towards organic food in the context of a transition/emerging economy. The study is based
on a structured consumer survey targeting 300 urban consumers in Kosovo. Structural Equation
Modeling (SEM) by Partial Least Squares was used to analyze factors influencing consumers’ attitudes
towards organic food products, measured with four items (health concerns, labeling of origin,
certification, environmental concerns). The results indicate that the health concerns, certification, and
environmental concerns significantly influence consumers’ attitudes towards organic food products.
The findings of this study are important for both producers and authorities responsible for ensuring
the provision of healthy and reliable certified organic food products as well as environmentally
friendly production systems that contribute to sustainable development.

Keywords: organic food; SEM; health; origin; certification; environmental values

1. Introduction

There is evidence that the demand for organic food products has been increasing
around the world during the last two decades, transforming a niche industry into a well-
developed market [1,2]. The total organic agricultural land increased from 11 million
hectares in 1999 to 72.3 million hectares in 2019 [3]. However, only 1.5% of global agricul-
tural land is organic and even in the European Union (EU), the share of organic land is only
8%, with twelve countries having shares of over 10%. The EU countries with the largest
shares of total organic agricultural land are Liechtenstein (41%), Austria (26%), Estonia
(23%), and Sweden (20%) [3].

After the USA, the EU constitutes the second largest market for organic food, with a
growth rate of 8% in 2020. From 2010 to 2019, the organic market in the EU doubled in size.
On a global scale, EU countries have the largest share of organic food with respect to total
food sales, with Denmark and Austria being the leading countries [3]. Even though organic
food production and consumption are increasing, in less developed countries and regions
in Europe, such as the Western Balkans, organic food is still in the early stages, despite
both production and market potential. In developing and transition countries where the
preference for organic food is lower, wealthy consumers are increasingly buying organic
food products [4].
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Kosovo, which is situated in the Western Balkans, has suitable agroclimatic conditions
for organic food production of a wide range of agrifood products, particularly in the
horticultural sector. However, organic farming is still far below the regional and EU
averages—organic agrifood production is dominated by medicinal and aromatic plants
which are mainly destined for export to Western Europe.

The share of people consuming organic food has been found to be positively associated
with increases in income [5]. On the other hand, higher prices are a significant barrier
that reduces the likelihood of purchasing such products, along with inaccessibility and the
limited options offered [6].

The literature shows that consumer preference for organic food is largely driven by en-
vironmental concerns, health awareness or concerns, and locality/origin [7,8]. The concept
of organic food production is as a health- and environment-oriented production system
aiming to preserve and improve ecological biodiversity by largely excluding synthetically
compounded agricultural inputs.

Food safety represents a major concern for consumers in the Western Balkans, includ-
ing Kosovo. Public agencies responsible for ensuring food safety enforcement still have
limited capacities, conditioned by the weak institutional framework and corruption [9]. As
a result, Kosovar consumers use food safety certificates and brands as important indicators
to identify and guarantee food safety and quality [10]. In addition, consumers often use or-
ganic production certification as a safety and quality cue [11]. Studies by Haghiri et al. [12]
and Thøgersen [13] have shown that organic labels are an important credence attribute
frequently used as a way to ensure provide food safety, human health, and sustainable
agricultural production.

Nowadays, growing demand for organic food is strongly influenced by consumers’
concerns about food they consume—food safety and quality attributes need to be guaran-
teed by third-party certification. A study conducted by Hoxha and Musliu [14] shows that
Kosovar consumers prefer organic products over conventional ones as they consider them
to be fresher, safer, and better tasting. In addition, environmental concerns, heightened
quality of life, interest in supporting local producers, and animal welfare are all issues that
contribute to the value of organic foods [15].

Other factors that have a significant impact on consumer perceptions of and attitudes
towards organic food products are the price/quality ratio, distribution barriers, and modern
media as a promotion instrument [16]. In addition, consumer behavior related to organic
food should be perceived through their awareness and knowledge of organic food products,
which have direct and indirect impacts on their attitudes toward and readiness to pay for
such products [17].

The aim of this study is to assess the effects of four factors (health concerns, the use of
labeling of origin, certification, and environmental concerns) on attitudes towards organic
food products.

The paper consists of a literature review, followed by the materials and methods,
results and discussion, and conclusions of the present study.

2. Literature Review

The literature shows that consumer preference for organic food is largely driven by
environmental concerns, health awareness or concerns, and locality/origin [7]. Thus, the
underlying theoretical model of this study assumes that health concerns, the country of
origin of organic food, and environmental concerns influence the attitudes of consumers
towards organic food. Furthermore, considering the lack of trust in the institutional
framework/system, which is more pronounced in developing or transition/emerging
economies, including Kosovo (as highlighted in the introduction), we also assume that the
trustworthiness of certification of organic food is an important factor influencing consumer
attitudes towards organic goods. These aspects are discussed in more detail below.

Health concerns. About 75% of newly emerging infectious diseases are zoonoses
evolving as a result of genetic, ecological, socioeconomic, and climatic problems [18].
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The presence of diseases in livestock, such as mad cow disease, bird flu, swine flu, and
contamination with toxins such as melamine have increased consumers’ uncertainty and
risk perception about food safety [19–21]. Recently, Covid-19 has increased consumer
consciousness about health and eating healthily [22]. Knowing that developing countries
are still facing problems associated with food safety, health concerns might be the main
driver of organic food demand [23].

General conclusions about the health effects of organic food cannot be drawn [24–27],
which means that there is no real scientific evidence that organic food is always healthier
than conventional food. Nevertheless, in general, consumers tend to associate organic food
with a healthier diet, probably because there is evidence that, for example, the concentration
levels of pesticide residues, synthetic fertilizers, and heavy metals are lower in organic
food products and that amounts of omega-3 fatty acids are greater in organic milk and
probably meat [24,28]. Since the use of pesticides and artificial fertilizers is not allowed
in organic farming, consumer perceptions of organic food are directly associated with
health and safety issues. Consumers’ life equilibrium mediates the effect of health con-
sciousness on the evaluation of food quality attributes [29]. Consumers’ attitudes towards
organic foods are strongly associated with perceived benefits for human health [15]. In
addition, a meta-analysis covering 343 peer-reviewed publications has shown that the most
important composite differences between organic and non-organic crops/crop-based foods
refer to concentration levels of a range of antioxidants such as polyphenolics, which are
substantially higher in organic foods [30].

Several studies have argued that the main factor motivating consumers to buy organic
food products is health concerns [31–36]. Consumption of organic food is moderated by
individuals’ health concerns, with a stronger influence for the more health-concerned con-
sumers [31]. Purchasing decisions regarding organic food are complex and the importance
of motives and barriers varies among the products. However, for most consumers, organic
food is associated with a healthy diet [33,34]. Human health is positively correlated with a
high relative frequency of choosing eco-labeled alternatives [36]. The role of health as a
major motive for consuming organic food has also been identified in studies undertaken in
emerging or developing countries [37,38]. In the case of Albania (a neighboring country
of Kosovo with which it shares many similarities), a previous study has shown that most
consumers consider the health factor to be the most important dimension of organic prod-
ucts, while the impact of organic food production on the environment does not appear to
be important at all [38]. A study on the segmentation of the Hungarian organic market
showed that one of the main factors influencing organic food purchases is consumer health
consciousness [39]. The main reason is related to changes in consumer perceptions of
food [40]. In general, the aim of consuming food is no longer just to satisfy hunger, but also
encompasses a wide set of different motives and expectations in terms of subjective quality,
often referring to process attributes such as organic production [41,42].

Labeling of origin. Consumers often use the origin of a food product (local, domes-
tic, foreign, or EU) as a quality cue [43,44]. Origin (e.g., a domestic, regional, or local
origin) has been shown to significantly and positively influence the purchase of organic
food products [45–48]. Origin is considered to be an important attribute, especially for
quality-seeking consumers [38]. Another aspect is the place or outlet of purchase. Studies
conducted by Hamzaoui and Zahaf [2] and Zepeda and David [49] showed that consumers
have doubts about organic products if they are purchased in places other than specialized
stores or directly from organic farms. Another study with Croatian consumers revealed
that domestic origin was an important food quality cue associated with the absence of risk
to personal health, better taste, and reliable producers [50]. A previous study in Kosovo
found a strong consumer patriotism—overall, consumer segments preferred local food.
Kosovar consumers attributed higher quality and higher food safety to domestic dairy and
milk products, which underlines the necessity of trustworthy signaling of the country of
origin [10]. A later study in Kosovo also confirmed that consumers have a greater prefer-
ence for domestic (versus imported) dairy products [51]. Knowing that Kosovar consumers
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have a positive bias towards domestic food products, labeling of origin can be considered
to be an important factor influencing consumers’ attitudes towards organic food products.

Organic certification. Organic food production is a credence attribute because con-
sumers cannot directly observe its related quality and safety [52]. Certification is one
of the ways of incorporating the credence attribute of organic quality as a guarantee of
sustainable agriculture and healthy living [53]. Liang [54] observed that factors such as
certification, nutritional values, and environmental protection have a positive impact on
the purchase intention of organic food products. Ambiguous labels and failure of organic
labels to distinguish organic food from eco-labeled or healthy food may negatively impact
consumers’ decisions about organic food purchases [55,56]. Consumers’ trust in organic
food is built upon the expectation that all organic supply chain actors act according to the
provided guidelines and that there is a well-functioning control system in place. In devel-
oping/emerging economies with a weak control system and corruption, organic producers
may fail to gain consumers’ trust, as producers or traders may try to cheat to generate
higher income [34]. Institutional trust and the behavior of people are largely directed by
the efficacy of the rules and principles in place [57]. Consumers may not be willing to
pay a premium for organic food products when they distrust organic certification [58–60].
Consumers’ confidence in the safety and quality of organic food is dependent on a specific
certification. Food certificates may be considered untrustworthy due to a lack of trust in
formal institutions [42]. However, consumer trust in organic food and organic certification
differs between countries. For instance, a previous study revealed that consumer trust in
organic food differed significantly between the four studied countries, whereby consumers
from Italy and Poland reported higher overall trust and preferred EU certification; by
contrast, German and UK consumers showed lower trust and preferred their national
certification [61].

Environmental concerns. More than 30% of greenhouse gas emissions are produced
from the food and drinks supply chains [62]. In addition, the proportion of wasted food
is still large and is causing vast environmental, economic, and social problems, which is
a consequence of weak management of the value chain and unsustainable development
trends [63]. As a result, environmental issues have become a priority for sustainable
development [64,65]. The environmental dimension in consumer demand has an impor-
tant impact on the efforts of businesses to become more environmentally friendly when
manufacturing their products [66]. For agricultural businesses, the revised EU Common
Agricultural Policy gives more attention to sustainable practices such as precision agri-
culture, organic farming, agro-ecology, and stricter animal welfare standards. Within
the EU’s agricultural policy, enhancement of sustainability-oriented labeling is further
reflected via the Green Deal and the Farm to Fork Strategy. The factor “environmental
concerns” is important as it motivates consumers, amongst others, to purchase organic food
products [67,68]. Environmental concerns are also a significant determinant of consumers’
purchase intentions in the case of green personal care products [69]. Most consumers in
wealthy countries perceive organic agriculture to be superior with respect to animal welfare,
climate protection, and the environment as a whole [70]. However, occasional organic
consumers place significantly less importance on environmental protection and animal
welfare compared to regular organic food consumers [71]. Performance of environmentally
friendly behavior, such as refraining from car driving, is a good predictor of organic pur-
chase frequency. To assess whether this is true for a transition/emerging country as well,
we included environmental concerns in our research model.

Other factors associated with this issue could be a lack of consciousness or awareness
of food among consumers [72]. In emerging economies with a poorly developed organic
sector/market, consumers often lack understanding of the definition of organic food
and specifically organic certification, which, along with distrust (highlighted above), can
influence their behavior towards organic food [23]. Therefore, we also included certification
in the empirical analysis.
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According to these findings from the literature, the following research hypotheses
were tested:

Hypothesis 1 (H1). Consumers’ health concerns positively influence attitudes towards organic
food products.

Hypothesis 2 (H2). Consumers’ environmental concerns positively influence attitudes towards
organic food products.

Hypothesis 3 (H3). The label of origin positively influences consumer attitudes towards organic
food products.

Hypothesis 4 (H4). Certification as a credence attribute has a positive impact on consumer
attitudes towards organic food products.

3. Materials and Methods
3.1. Data Collection

The study is based on a structured face-to-face consumer survey of 300 Kosovars,
analyzing consumers’ attitudes towards organic food products. Attitudes and perceptions
were measured with four items using a five-point Likert scale running from 1, meaning
“strongly disagree”, to 5, meaning “strongly agree”. In addition to different questions
related to attitudes and perceptions, the questionnaire contained sociodemographic ques-
tions, as well. The questionnaire design was based on the literature review, focus groups,
and in-depth interviews conducted with consumers and experts.

Surveyed consumers were chosen randomly in different public spaces, including shop-
ping malls. The response rate was over 95%. Traditional paper-and-pencil mode was used
for data collection. The questionnaire was administered through face-to-face interviews
as this mode of data collection makes smaller auditory demands and is considered to be
less burdensome for respondents. The data were collected in three major cities in Kosovo
(Prishtina, Prizren, and Gjilan). The majority (50%) of respondents were from Prishtina
city, followed by Prizren (30%) and Gjilan (20%). These three cities are the biggest ones
in Kosovo and represent the most attractive markets for the food industry. The largest
economic, administrative, educational, and cultural centers are located in these three cities,
where consumer purchasing power is highest.

The sample results revealed that the average age of the respondents was 38.5 years
and the gender structure of the sample was almost balanced (55% female and 45% male).
Most respondents had high school (about 48%) or higher education (about 42%). The
average household size was about six family members and the typical household income
range was €501–800 per month, corresponding to about 43% of the sample (Table 1). The
sample characteristics are not completely compatible with the overall Kosovar population.
The sample consumers appear to be somewhat younger and much more highly educated
and to have an above-average income. While official statistics are reported for the whole
population (a largely rural society), the survey targeted urban areas, namely, the largest
cities, such as Pristina, the capital, which hosts all major academic and public institutions
and therefore has a stronger presence of more highly educated people. However, since the
study did not aim to obtain an accurate representation of consumer segments, this is not
very important.
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Table 1. Demographic frequency distribution of sample.

Indicator Sample % Kosovo % 1

Age (years)

19–30 37.9 28.1
31–40 25.5 23.7
41–50 15.8 18.8
51–60 15.4 13.6
>61 5.4 15.8

Gender
Female 55.0 49.7
Male 45.0 50.3

Education
Basic/middle 9.7 66.5
High school 48.5 20.6
University 41.8 12.9

Number of household members

Up to 4 persons 14.0 24.1
5–6 persons 51.0 66.6 2

7–8 persons 23.7
9 persons or more 11.3

Income (EUR)

150–250 4.3
251–500 24.7
501–800 43.0
801–1200 20.3

1201–1500 6.3
1501–2000 1.0

>2000 0.3
Mean (approx.) per capita 370

Note: 1 Kosovo Agency of Statistics (http://askdata.rks-gov.net, accessed on 5 November 2021); 2 Household size
of five or more persons.

3.2. Model Testing

The conceptual model for consumer attitudes towards organic products is based on
the measures of the constructs associated with health concerns, labels of origin, certification,
and environmental concerns. All items of the constructs were measured on a five-point
Likert scale running from 1, meaning “strongly disagree”, to 5, meaning “strongly agree.”

Descriptive statistics were calculated to provide an overview of the central tendency
and standard deviation of the constructs comprising the estimated model. When perform-
ing Structural Equation Modeling (SEM), a small sample size is usually an issue, although
there are studies showing that simple SEM models can be tested with small sample sizes of
n = 100 to 150 [73,74]. The sample size of this study is n = 300, and therefore there should
not be an issue with the model testing arising from a small sample size, particularly as we
applied Partial Least Squares Structural Equation Modeling (PLS-SEM). The application of
PLS-SEM has been increasing in recent years and its use is becoming popular in the fields
of market research and consumer behavior [75,76]. In addition, PLS-SEM is the only model
that enables simultaneous processing of reflective and formative indicators [77,78]. Numer-
ous studies have proven that PLS-SEM results are robust if the data are highly skewed and
also when formative measures and a one-item measure are used [79]. Moreover, PLS-SEM
uses different resampling programs for testing the significance of the path coefficient, such
as the “bootstrapping” method [77]. In this study, we used the bootstrapping method to
test the estimation and path coefficients of the model with 5000 draws.

The internal consistency and reliability of the items included in the constructs were
tested using Cronbach’s alpha coefficient—items in each construct have a high degree
of reliability and are positively related to each other if the Cronbach’s alpha is at least
0.7 [80]. PLS-SEM with SmartPLS 3 was used to estimate the validity of the proposed
model. Initially, Confirmatory Factor Analysis (CFA) was performed in order to evaluate
the convergent and discriminant validity, while the convergent validity was examined
using the Composite Reliability (CR) and Average Variance Extracted (AVE); these values
should be greater than the thresholds CFA > 0.7, CR > 0.7, and AVE > 0.5 [81].

http://askdata.rks-gov.net
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In the second stage, we assessed the research model by calculating the sum of variance
of consumer attitudes towards organic products explained by the factors “health concerns”,
“labels of origin”, “certification”, and “environmental concerns.” The model fit was evalu-
ated with the Standardized Root Mean Square Residual (SRMR), whereby values below
0.10 are acceptable for model validation [82].

4. Results

Except for environmental concerns (EC), all other constructs included in the model
had Cronbach’s alpha values greater than the minimum threshold of 0.7, which can be
considered reliable [80]. Nevertheless, we included EC in the research model as the
composite reliability value of this construct was 0.792 and, according to Nunally and
Bernstein [83], values above 0.60 to 0.70 are acceptable in exploratory research and values
between 0.70 and 0.90 are considered to be satisfactory in more advanced models. The
construct of health concerns had the highest value of Cronbach’s alpha, followed by
consumer attitudes towards organic food products (see Table 2).

Table 2. Reliability analysis of the constructs.

Constructs Abbreviations Items Cronbach’s α

Health concerns
(HC)

HC1 The refrigerator temperature in a store where yoghurts, cheese, fresh
meat, etc., are kept

0.86
HC2 Presence of artificial additives
HC3 Presence of vitamins, minerals, fiber, etc.
HC4 Energy values
HC5 The list of ingredients

Label of origin
(LO)

LO1 Country in which a foodstuff has been produced
0.75LO2 Region within Kosovo in which the foodstuff has been produced (for

domestic products)
LO3 Whether a foodstuff is organic

Certification
(CERT)

CERT1 An organic product must be certified by an independent institution
based in Kosovo 0.75

CERT2 An organic product must be certified by an international
independent institution

Environmental
concerns (EC)

EC1 I consider the potential environmental impact of my actions when
making many of my decisions

0.62EC2 My purchase habits are affected by my concern for our environment

EC3 I am willing to be inconvenienced in order to take actions that are
more environmentally friendly

Attitudes towards
organic food

products (AOFP)

AOFP1 In my opinion, organic products taste different to regular
food products

0.78AOFP2 A product produced in a mountainous area is organic
AOFP3 Products sold directly at a farm are organic
AOFP4 I trust that a product is really organic if it is produced locally

In order to analyze the influence of four constructs (HC, LO, CERT, and EC) on
consumers’ attitudes towards organic food products (AOFP), the respondents were asked:
“How often do you check or look for information about, for example, the country in which
a foodstuff has been produced, the region within Kosovo in which the foodstuff has been
produced (for domestic products), or whether a foodstuff is organic?” Items of the LO and
HC constructs were measured with a five-point Likert scale adapted from Jevšnik et al. [84]
with possible responses of: (1) never; (2) occasionally (about one to two times per week); (3)
frequently (about half of the time or three to four times per week); (4) usually (about five
times per week); (5) always (daily). Items of the EC construct were adapted from Haws
et al. [85] measured with a five-point Likert scale with 1 = strongly disagree; 2 = disagree;
3 = neither agree nor disagree (that is, I have good reasons to both agree and disagree);
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4 = agree; 5 = strongly agree. Similar scales were used for the items of CERT constructs
developed and validated according to Hoxha and Musliu [14]. The items of the AOFP
constricts were adapted from Haas et al. [86].

Table 3 shows that for three out of five constructs, the mean of the constructs can be
found near the scale mid-point, scattered around values of 3–4. However, the respondents’
answers are quite diverse (despite EC), resulting in standard deviations (SD) between 0.8
and 1.

Table 3. Mean of constructs.

95% Confidence Interval
Constructs Mean SD Lower Upper

HC 2.85 1.02 2.74 2.97
LO 2.97 0.88 2.88 3.07

CERT 3.85 0.82 3.75 3.94
EC 3.92 0.58 3.85 3.98

AOFP 3.32 0.82 3.23 3.41

In the confirmatory factor analysis, the indicator loadings show good indicator reliabil-
ity, as most of the loadings are greater than the threshold of 0.7 [81]. CR for each construct
is higher than 0.7 (Table 4), as suggested by [81], and the AVE values are above 0.5 [87].
The discriminant validity of the model was proved with the Heterotrait–Monotrait Ratio
(HTMT), which in our study was evidenced to be valid as all values in the HTMT matrix
were below the suggested threshold of 0.90 (Table 5).

Table 4. Convergent validity.

Indicator Composite Reliability (AVE)

HC 0.892 0.626
LO 0.846 0.647
EC 0.792 0.560

AOFP 0.855 0.596
CERT 0.874 0.777

Table 5. Heterotrait–Monotrait (HTMT) matrix of the estimated model.

LO EC AOP CERT

HC 0.564 0.391 0.357 0.126
LO 0.257 0.288 0.210
EC 0.503 0.421

AOFP 0.666

With regard to collinearity statistics, the Variance Inflation Factor (VIF) was analyzed.
VIF lay between 1.137 and 2.700 (outer VIF values for variables) and between 1.105 and
1.323 (inner VIF for constructs towards AOFP), which shows that multicollinearity is not
an issue. The fit index SRMR for both the saturated and the estimated model amounts to
0.09, which does not exceed the recommended threshold of ≤ 0.1, suggesting a good model
fit [88].

Testing the model for factors influencing consumer attitudes towards organic products
produced the following results: The construct HC has a significant positive impact on
the attitudinal construct AOFP (βHC→AOFP = 0.215; t = 4.68; p < 0.001), so Hypothesis 1
can be accepted. Our findings show that health concerns are the second most important
determinant of consumers’ attitudes towards organic food products. Consumer environ-
mental consciousness, EC, is associated with a positive impact on AOFP (βEC→AOFP = 0.173;
t = 3.52; p < 0.001), so Hypothesis 2 can be accepted. LO was not proven to significantly
impact AOFP (βLO→AOFP = 0.064; t = 1.21; p = 0.226), so Hypothesis 3 has to be rejected.
Certification of organic products by an independent international institution, CERT, has
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the strongest positive and significant impact on AOFP (βCERT→AOFP = 0.435; t = 7.49;
p < 0.001), so Hypothesis 4 can be accepted. These results show that certification bodies
play a crucial role in the organic value chain through guaranteeing proper operations
management monitoring and implementing effective quality assurance systems.

Based on the estimated model in Figure 1, the constructs HC, LO, CERT, and EC
explain 37.5% (R2

adjusted = 0.367) of the variance of the attitudinal construct AOFP.
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5. Discussion

Certification is the most important significant factor influencing consumer attitudes
toward organic food in our study, followed by health concerns and environmental concerns.
Labeling of origin was not found to be significant. These findings are in accordance with
those of Liang [54]. In his study, certification, nutritional values, and environmental protec-
tion were found to have a positive impact on purchase intention. Intentions are influenced
by attitudes, making the results of our study and the one of Liang [54] comparable.

Recognition of organic certification among consumers is vital to evoke trust and con-
sumption of organic food products, since many of the food attributes that consumers are
seeking and for which they are ready to pay a price premium are not visible. Identification
and validation of such food products is possible only by decreasing information asymmetry
between producers and consumers, and this can be achieved through the provision of
certification by a certifying authority. In this context, organic certification is perceived
as a guarantee of consuming safe and healthy food. In our study, certification of organic
products by an independent international institution has the strongest positive and sig-
nificant impact on consumer attitudes towards organic food products, which is a clear
indication that Kosovar consumers have a lack of trust towards national audit institutions.
Institutional trust and the behavior of people are largely related to the efficacy of the
rules and principles in place [57]. Different levels of trust towards national or EU labels
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were also found in a study by Murphy et al. [61] of Italian, Polish, German, and British
consumers. This finding has two practical implications: (1) companies selling organic food
products in Kosovo should use organic food certificates issued by (reputable) international
organizations; (2) for medium- and long-term development, policymakers should put in
place measures to fight corruption and establish trustworthy national food agencies.

Several studies have observed that health concerns are the main driving factor for
consumers to buy organic food products in advanced countries [31–36]. There is empirical
evidence that this is valid in emerging countries, as well [23]. However, even if health
seems to be important factor in emerging countries too, it can be less important than food
safety [89], which is directly linked to the health factor [23]. We identified health concerns as
the second most important factor, which makes sense in the context of an emerging country
such as Kosovo. Our results indicate that the main concern of Kosovar consumers is food
safety, which is reflected in the importance of certification in our study. The lack of trust
of Kosovar consumers in certification bodies outweighs the health concerns. Certification
and food safety seem to be important preconditions for Kosovar consumers to be able to
identify healthy organic food.

Environmental concerns represent another major driver behind consumer preference
for organic agriculture and/or food in both advanced and emerging economies [67,68,90].
Our research findings also confirm that the factor “environmental concerns” has a positive
impact on consumer attitudes towards organic products.

Only the labeling of the origin of organic food products had no significant influence in
our study, even though numerous other studies have identified its impact on the purchase
of organic food products [45–48]. While, generally, previous research has shown that
Kosovar consumers prefer local goods, in the case of organically certified products, the lack
of trust in the national food production system may be the reason for the limited importance
of the origin. This would lead to the following conclusion: From the consumer’s point of
view, domestic food production might have important food safety and quality issues that
should be addressed in the near future.

6. Conclusions and Limitations of the Study

In emerging economies, consumers often lack trust in institutions which are responsi-
ble for ensuring food safety and quality. The major contribution of this study is to emphasize
the need for trustworthy audit organizations and reliable institutional procedures for the
certification of organ food products. Focus should be placed on a greater involvement of the
industry, government agencies, and third-party institutions in promoting and enhancing
consumers’ trust in food and the actors in the food system. We consider that our study
presents interesting results and incentives to increase research activities that will enable a
better understanding of certification bodies’ activities supplemented with instruments that
improve their role in guaranteeing the quality and security of organic food products. This
is also apparent in the results of the study, as certification was the most influential factor in
consumers’ attitudes towards organic food products. In addition, actors involved in the or-
ganic food system should make an effort to better communicate the health, environmental,
and social benefits associated with the consumption of organic food products to consumers,
given that health and environmental issues significantly influence consumers’ attitudes
towards organic food products. A joint effort should be made to increase awareness and
knowledge of the provision of other positive externalities of organic farming, including
other sustainability aspects related to animal welfare, rural development, local origin, and
respect for human rights. This indicates that there is potential for growth of the organic
market considering that most consumers have concerns about food safety, health, and
the environment.

The study has several limitations. First the results are related to one specific country,
and, more specifically, three major cities in Kosovo, where consumer attitudes toward
organic food may differ from those in other areas—rural households, which make up almost
half of the Kosovar population, may differ in their perceptions and attitudes. However,
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the findings can also be considered indicative for the rest of the country. While the results
reflect the case of Kosovo, they are relevant to other similar countries which face weak
food safety and quality control systems and low trust in local institutions. Considering that
origin is an important attribute, different empirical assessment strategies (specification of
that variable) could provide more insight into the interplay between organic certification
and origin. Last but not least, studies of consumer preferences and attitudes toward organic
food are more informative for the industry if willingness to pay is calculated, and this could
be a subject of future research.
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