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Abstract: Organic food, a name for healthy food and sustainable or green food consumption, has
become popular worldwide. Especially due to the COVID-19 pandemic, the demand for healthy
food is increasing worldwide. In order to better understand consumer behavior toward organic
food between different countries in different adoption stages of organic food and provide valuable
information for industrial practitioners and researchers. We conducted a comparative study between
Hungary and China. The organic food market is well developed in Hungary, while the market is
starting to be popular in China. What factors can affect consumers buying organic food in Hungary
and China? And what can be an efficient marketing tool for consumers to buy organic food in
Hungary and China? The English and Chinese version surveys were conducted from 374 Chinese
respondents and 207 Hungarian respondents by convenient sampling methods from March 2021
to April 2021, and the data were analyzed by SPSS software for correlation analysis. The statistical
analysis results concluded that personal characteristics influence consumer behavior in Hungary and
China, such as age, education level, occupation, living area scale, income, and gender. The dominant
reason for Hungarian and Chinese respondents to buy organic food is food safety and health and
environmentally friendly. And the reason for them to refuse organic food purchases is the high price,
which is different from the previous study in Hungary. The most welcomed organic food product
is organic fruits and organic vegetables in Hungary and China. The most efficient marketing tool
for them to buy organic food is social media. And different marketing tools combination varies in
Hungary and China. Hungarian respondents are more willing to buy organic food, while Chinese
respondents are happier to recommend organic food to other consumers.

Keywords: consuming behaviors; organic food; correlation analysis; marketing tools

1. Introduction

Food is an essential topic for the market and among people. To supply proper and
needed food products for human needs is an important process that will promote product
development, motivate economies, and feed human needs in time. With increased buying
ability, health awareness, and a high-speed lifestyle, healthy and nutritional food style [1]
is the main topic, especially for young working people. Moreover, more organic farming
land will bring more proficiency [2], and environmentally friendly farming trends. At the
same time, in 2020, the COVID-19 pandemic spread out worldwide, speeding up this food
style shaping [3]. And it was already proved by many works of literature that this massive
global pandemic profoundly influenced the customers’ buying behavior, and the changes
in buying behavior will last in the future. Organic food is regarded as a buying behavior
for the belief in healthy life, good taste in products, the welfare of production animals, and
a friendly environment.

What is the future of organic food? To know the organic food market trend, it is crucial
to understand consumer behavior toward organic food. However, to better understand
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consumer behavior, we need to get validation from different countries [4]. In this research,
we mainly focused on two countries in different stages of adopting organic food products,
Hungary and China. Based on the mature experience with organic food, high technology in
industrial manufacturing, and increasing living conditions in Hungary, the future of organic
food is relatively bright and positive. Even China has lower organic food development
than most developed countries [5]. There is still a vast potential market for organic food in
China due to the rapid economic growth, huge population, and enormous arable lands.
The survey was structured by three main aspects to understand how consumer behavior
is influenced and the future of organic food in Hungary and China, such as the basic
personal profile (age, education level, occupation, living area scale, income and gender),
consumption habits, the reason to buy and refuse organic food, and the efficient marketing
tools affecting purchasing toward organic food. The valuable study findings will provide
opportunities to industrial practitioners and researchers to understand themselves and each
other better regarding organic food. We also tried to find proper and efficient marketing
tools that can promise consumers integration into a sustainable economy, such as organic
food consumption [6], which can help improve the organic food market as a sustainable
consumption in Hungary and China or other countries.

2. Review of Literature

The value of conducting this comparative research to know the future of organic food
in Hungary and China derives from the changes in food demand in the whole world. It
shows there should be a bright future for organic food. However, we have to validate this
thought from massive literature. We can not predict the future of organic food in Hungary
and China without analyzing the status of organic food in these two countries. In this part,
we summarized the massive literature about the changes in food demand worldwide and
the organic food status in Hungary and China.

2.1. The Changes in Food Demand All over the World

With the pressure of increasing population [7,8], the rapid development of urbaniza-
tion [9–11], climate change [9,12–14], natural disasters [15–19], the food insecurity empha-
sized, and the demand for food increased, and the food consumption pattern changed.

It is estimated that the global population can be 9.1 billion in 2050, while the rapid
increase in food prices results in a vast number of hungry and malnourished people world-
wide [20,21]. Between 2005 and 2050, the food demand will increase by 59 percent to
98 percent with the growth of the population [22]. The reason for hunger and malnutrition
is expensive food prices and continuous natural disasters, wars [21], population growth,
and poverty. The BRICS countries’ population can reach almost half of the global pop-
ulation in 2050, which means potential agricultural labor force and potential economic
opportunities [23]. People need to be offered enough food and a healthy diet in a safe nation
and state. According to the report from FAO, the world population keeps growing, and the
income is also increasing, people’s diet needs are also changing. People are getting aware
of environmentally sustainable and healthier diets. In 2015, the UN announced the 2030
Agenda for Sustainable Development, an action guide for the international community to
2030, which aims to end poverty and hunger. There is three-dimensional sustainability:
economic, social, and environmental. And the 2030 agenda offers a vision that food and
agriculture are the heart of sustainability development [24]. Food security requires food and
agriculture sustainability. How to achieve sustainable food and agriculture development
is everyone’s duty on this planet for the current and next generations. Organic food is
the most successful green food, and organic farming is one of the sustainable agriculture
production management systems [25–27].

The demand for food is the quantity and high quality. More nutritional, more fresh [28],
and more healthy food [1] are becoming needed among consumers. A survey conducted in
2017 revealed that customers were more willing to buy products with increased nutritional
value [29]. Review the influential worldwide pandemic or historical crisis, the events



Sustainability 2022, 14, 7800 3 of 19

2002-04 SARS outbreak, the 2011 Christchurch earthquake, 2017 Hurricane Irma, and the
COVID-19 outbreak in China negatively impact global economies. So far, COVID-19 has
played the most harmful role worldwide, and it is changing people’s buying behavior
significantly [2,29–31]. Before, buying organic food was just a behavior among the middle
class, but nowadays, the pandemic promotes the popularity of this thought to the more
common class. Among the survey from 5000 customers in Australia, China, India, In-
donesia, Japan, South Korea and Thailand, starting that they paid more attention to health
during this time, and more than 75% of people wanted to strengthen their health by doing
exercises eating healthy. Even though the price volatility and future income uncertainty
remain amid the COVID-19 pandemic, consumers will shift to buy more nutritious and
sustainable food. This change in buying behavior has already lasted more than three weeks.
It is said that a habit will be formed in three weeks. People are adapted to a new lifestyle
and food habits during the long period of the COVID pandemic.

It is common for most countries that the demand for food is not only food adequate
food supply but also more nutritional, fresh, and healthy food.

2.2. The General Review of the Organic Food Market in Hungary and China

A well-developed organic food market gets influenced by local consumers’ awareness
of this food product and its market development basis [32,33]. The development and level of
organic food are higher in Hungary than in China. Nowadays, the demand for organic food
globally, including in Hungary and China, is increasing. In some developing countries with
an intensive population, especially in China and other Asian countries, the government
protects the plants. It improves agro-food amounts by relying on modern industrial
methods heavily by synthetic chemicals to control the pests, weeds, and diseases [34]. At
the same time, many chemical pesticides are harmful to the environment, vegetables, and
fruits [35]. In organic food, genetically modified organisms and antibiotics are prohibited,
and fertilizer is avoided.

2.2.1. The Organic Food Market in Hungary

The organic market was founded in Hungary in 1980, which mainly contains arable
crops, perennial crops, vegetables, and a tiny amount of organic animal husbandry [36].
According to the development paths of the local food system in Hungary, Hungarian
people started to have a strong interest in local food and organic food in 2010 [37]. This new
consuming trend also motivated some groups and universities to research. The number
of organic farmers is also increasing due to the growing organic market [37]. The most
common reasons organic consumers buy organic food products are focusing on the healthy,
environmentally friendly, ethical awareness, and sustainable lifestyle, not the price or
the appearance of the products and the brand [6,38]. The preliminary determination to
purchase organic food is food safety, not Hungary’s income, education, and gender [39].

Hungary is one of the largest areas to convert the land to organic farmland in Europe,
which has fully converted organic farming land and large amounts of under converted
land. Hungary had 199,684 hectares of organic agricultural land, and the ratio of total
farmland is 4.3% in 2017 [40]. Organic farmland grew faster than decades ago but slower
than the market, which means the demand for organic food products is growing more
positively than its supply. The rate and yields of organic food farming land increased year
by year, and the indexes reached double yield within ten years. The continuous growth
of organic farming land results from the rapid demand and industry development. The
organic farmland, organic area shares of total farmland, organic producers, and organic
retail sales in Hungary are increasing year by year [35]. Figure 1 explains the data from 2010
to 2020, the development of the organic area, and its shares of total farmland. The leap in
organic farmland happed between 2015 (0.129 million ha, 2.43%) and 2016 (0.186 million ha,
3.48%), and the growth kept increasing. By 2020, the organic farmland is 0.3101 million ha,
and the percentage of total farmland is 6.03%. Figure 2 shows the increasing changes of
organic food producers were 1577 in 2010 and 5128 in 2020. There is no big change in
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organic retail sales per year from 2010 to 2020 as Figure 3 explains. The organic retail sales
were 25 million euros in 2010, 2011, 2012, and 2013. And it was 30 million euros from 2014
to 2020. Hungary has good experience in the organic food market, and it continues this
way [35]. In a word, Hungary has a well-developed organic food market, but the market is
still showing a positive tendency.
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2.2.2. The Organic Food Market in China

The organic market grows slower in China than in Hungary [41]. It started to be ac-
cepted by consumers in 2012 as the fast development of the social economy and the changes
in consumption structure. Organic farming requires a high level of knowledge, unlike
conventional agriculture requiring chemical and capital investment [42]. In China, the
character of an organic farm is smallholder-oriented, and the average farm size is no more
than 0.5 hectares per household [42]. Unlike the Hungarian organic consumers focusing
on food safety and health, the determining factors for Chinese organic food consumers to
buy organic food are the price and income [43], after is food safety, and environmentally
friendly [44]. Differ from the systematic and reliable organic food data collection in Hun-
gary. The data about organic food is incomplete in Asian countries. The organic market
channels are specific organic food stores, conventional channels, and retailers, similar
to Hungarian organic food channels [42]. Chinese provincial and central governments
cooperate in highlighting organic production as its stringent traceability measures and
record-keeping and prohibition of chemicals that meet the worldwide trade requirements
for food safety with primary companies to carry out the organic conversion projects.

To better understand the comparison of organic food market development in Hungary
and China, we also explained the data on the organic area, organic area shares of total
farmland, organic producers, and organic retail sales in China [35] since 2010 to 2020. But
the readers should bear in mind that we can only see the trend of the organic food market
from the mentioned data for each country separately. It is not feasible to compare each
index data from country to country. At the same time, we want to highlight another fact that
the data source and data availability are more available in Hungary relatively [35] because
the organic food market is more developed in Hungary [35,41]. The organic farming land
was only 1.09 million hectares in 2010, while the growth rate was more than double digit in
2020 with 2.435 million hectares, and the share of organic farmland among total farmland
changed from 0.21% to 0.46%, as Figure 4 clarified. The number of organic producers has
increased by more than 3000 from 2014 (9990) to 2020 (13,318) (Figure 5). Unfortunately,
the data of organic producers are mission before 2014. The number of organic producers
decreased between 2016 to 2019, but it increased in 2020 again. Even though the number of
organic producers decreased from 2016 to 2019, organic retail sales always keep growing



Sustainability 2022, 14, 7800 6 of 19

year by year (Figure 6). Especially in 2013, the organic retail sales reached 2430 euros from
790 euros in 2012. This change results from the rapid development of e-commerce in China,
such as Tao Bao. People have more convenient opportunities to buy products and sell their
products everywhere, even in other countries [35]. Therefore, China’s domestic organic
market is small but growing [30,42].
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2.3. Hypothesis

The research hypotheses were proved in the literature mentioned above.

H1. Personal characteristics [45–48] can influence consumers’ buying willingness and their attitude
toward recommending to others about organic food in Hungary and China in the future. Gender
has significant variance on it. Consumers who are elder, have higher education, have a longer-term
occupation, have a larger living area, and have higher income have the highest willingness to buy
organic food and the highest enthusiasm to recommend it to others in Hungary and China.

H2. Different marketing tools or different marketing tools combination has a different level of
variance in consumers’ buying willingness and recommendation attitude toward organic food in
Hungary and China [49,50].

H3. The awareness of organic food among Hungarian consumers is higher than Chinese consumers,
as the organic market started in Hungary and the market is developed well. China’s market in
organic food was founded later and only been active in the last decades. The demand for organic food
is higher among Hungarian respondents than Chinese respondents. But the demand is high both in
Hungary and China [6,45,51].

This research was conducted between two countries, Hungary as the developed
organic food market and China as the emerging organic food market, which can provide
suggestions for the future organic food market and bridge the experience of the organic
food market in Hungary and China. So far, there is less literature comparing the developed
organic food market and the emerging organic food market. The comparison knowledge
about buying behavior of organic food in Hungary and China and the changes caused by the
COVID-19 pandemic, and the correlation relationship between organic food consumption
behaviors and personal characteristics and marketing tools will be discussed. In the end,
the prediction of the future of organic food marked will be concluded.

3. Materials and Methods

The time-stamped data, secondary literature, and some official surveys based on
authorial announcers were used to analyze the organic food market in Hungary and China.
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The primary research is a comparative study between Hungary and China, and these
two countries are in different stages of adopting organic food products. Because a better
understanding of consumers’ behavior requires investigation in different countries [4]. In
Hungary, the organic food market is relatively more developed compared to China, and
organic food was introduced to the market earlier in Hungary. While China’s economy is
better than Hungary’s overall, China’s organic food market has been emerging in recent
decades. Besides, there is enough population for us to conduct the research [51]. Based on
the comparison study, we tried to make Hungary and China engage in organic food trade
with each other to understand themselves and each other regarding the organic food market
and provide constructive information to each other at an early age for better development
of organic food market in two countries [52]. In the primary research, a questionnaire
was used, and a convenient online sampling technique was used to collect the data. And
the questionnaire was conducted in two languages, Chinese and Hungarian. Due to the
COVID-19 pandemic, the questionnaire promise the available data collection without time,
space, and financial limitation. And the data can be easily analyzed as all the respondents
see the same questions [53,54]. Spass software analysis was used to analyze the large data
set with different formats from the questionnaire efficiently and adequately [55,56].

Hungary is a developing and high-income country located in Central Europe with a
9.769 million population. Most of the consumers in this survey country are metropolitan
consumers. China is a developing country with a 1.398 billion population, and the GDP
has been increasing fast in recent decades. But the consumption of organic food is not
widespread yet, and it is growing slower than in Hungary. Hence, based on the growing
income and popularity of organic food and the different consumption development levels
in these two survey areas, it was useful to study consumers’ buying willingness and habits
toward organic food. There is much useful information gained from the 581 respondents.
Based on the difference in population and agricultural areas from the sampling countries,
374 respondents are from China, and 207 of them are from Hungary. The online ques-
tionnaire structured by a professional Chinese questionnaire website Wen Juan Xing was
built based on some reliable literature [14,18,25]. There were 16 questions relating to the
consumers’ buying wiliness and habits toward organic food. All the respondents could edit
their idea on the specific questions. Descriptive statistics were used to analyze the primary
data, and the data were analyzed by SPSS software.

The measurements of variables and the scales used to measure variables were created
by the above-mentioned literature. The age of the respondents is classified into five groups
on average, from younger than 20 years old to older than 50 years old. The education
level of respondents is displayed as secondary school, high school, college, bachelor’s
degree, master’s degree, Ph.D., or higher. Occupation term is marked from a student,
employed, unemployed, self-employed, working while studying, and retired. Respondents’
living area was recorded according to the population as an enormous city, big city, middle
city or capital or big town, small town, smaller town, or rural settlements and not given
category. Respondents’ monthly income is classified into four groups less than 300 euros,
301–500 euros, 501–700, and more than 700 euros. Food habits are defined into three
groups, vegetarian, non-vegetarian, and does not matter. The extent of consumers’ buying
willingness was assessed as six dimensions, which is a 6-point scale anchored, such as
“1” means never buy it, “2” means against to buy it and “3” means not like to buy it,
“4” means not refuse it, “5” means like to buy it, “6” means very glad to buy it. The
passion for consumers to recommend organic food products to their friends and relatives is
assessed as five dimensions, which was a 5-point scale anchored at ”1” indicates strongly
against, “2” indicates not against, “3” indicates not sure, “4” indicates glad to recommend,
“5” indicates strongly recommend.

Due to the sampling method, the sample cannot be considered representative but
gives a good base to discover the research questions.
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4. Results

Based on the survey, we can understand consumers’ buying behaviors on organic food
better from the comparative study between 207 Hungarian respondents and 374 Chinese
respondents. The basic characteristics of the sample and the reason why respondents
are interested or not in organic food were analyzed respectively in Hungary and China.
Besides, we investigated the most efficient marketing tools on organic food consumption in
the surveyed countries.

4.1. Characteristics of the Sample

The respondents from Hungary are mainly living in the capital city, Budapest. Among
the 374 Chinese respondents who are living in China, most of them are from a developing
region, Inner Mongolia (55.34%). And the some of them are from developed provinces,
like Bei Jing, Shang Hai, Guang Dong, etc., and the respondents are 69 (18.45%). The
total population of Hungary in 2021 amounted to 9730 thousand [57], and the Chinese
population amounted to around 1.41 billion people in 2021 [58]. In this part, we talk about
the respondents’ basic profile in 2021 survey and their percentage among total respondents
and total national population in 2021. It is worth mentioning that the percentage of the
total national population demonstrated in the table can help understand how the sampling
data reflect the whole countries’ organic food consuming habits.

Below Table 1 is about the Chinese and Hungarian respondents’ basic profiles, such
as age, gender, education, occupation term, living area, monthly income and food habits.
Most respondents’ education levels are bachelor’s or master’s, the same in Hungary and
China. The peak age is between 21 and 30 years old, demonstrating the same in China
and Hungary. The ratio of females is a little bit higher than males in the two sampling
countries, and there is no significant difference in result analysis. The dominant education
data is that the questionnaire was mainly spread among students. Among the Chinese
respondents, employed and students are taking the most part, while the main Hungarian re-
spondents are students, as the author’s network and limitation to investigate are the young
generation in China and mainly students in Hungary. Since the population and economy
differ in China from Hungary, the living area of respondents is more complicated among
Chinese respondents than in Hungarian respondents. Respondents’ monthly income is
relatively more stable than the Chinese respondents. The main food habit is non-vegetarian
among both Hungarian and Chinese respondents. However, it is still noticed that a few
respondents are vegetarian or do not clarify their food habits.

Table 1. Respondents’ basic profile from Hungary and China.

China Hungary

Category Frequency
Percentage (%)

of Total
Respondents

Percentage
(10–6%) of the
Total Chinese

Population

Frequency
Percentage (%)

of Total
Respondents

Percentage
(10–4%) of the

Total Hungarian
Population

≤20 18 4.81 1.27 20 9.66 2.05
21–30 233 62.3 16.52 161 77.77 16.54
31–40 16 4.28 1.13 15 7.57 1.54
41–50 75 20.5 5.31 7 7.24 0.71
>50 32 8.56 2.26 4 1.93 0.41

Total 374 100 26.52 207 100 21.27
Female 235 62.83 16.66 119 57.49 12.23
Male 135 36.1 9.57 85 41.06 8.73

Prefer not to say 4 1.07 0.28 3 1.45 0.30
Total 374 100 26.52 207 100 21.27

Secondary school 10 2.67 0.70 4 1.93 0.41
High school 21 5.61 1.48 22 10.63 2.26

College 37 9.89 2.62 19 9.18 1.95
Bachelor’s degree 180 48.13 12.76 65 31.4 6.68
Master’s degree 110 29.41 7.80 82 39.61 8.42
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Table 1. Cont.

China Hungary

Category Frequency
Percentage (%)

of Total
Respondents

Percentage
(10–6%) of the
Total Chinese

Population

Frequency
Percentage (%)

of Total
Respondents

Percentage
(10–4%) of the

Total Hungarian
Population

Ph.D./Higher degree 16 4.28 1.13 15 7.25 1.54
Total 374 100 26.52 207 100 21.27

Student 170 45.45 12.05 150 72.46 15.41
Employed 151 40.37 10.70 20 9.66 2.05

Unemployed 13 3.48 0.92 7 3.38 0.71
Self-employed 15 4.01 1.06 11 5.31 1.13

Working while studying 12 3.21 0.85 16 7.73 1.64
Retired 13 3.48 0.92 3 1.45 0.30

Total 374 100 26.52 207 100 21.27
Enormous city 61 16.31 4.32 0 0 0

Big city 106 28.34 7.51 0 0 0
Middle city/Capital/Big town 102 27.27 7.23 146 70.53 15.00

Small town 91 24.33 6.45 39 18.84 4.00
Smaller town/rural settlements 14 3.74 0.99 7 3.38 0.71

Not given category 0 0 0 15 7.25 1.54
Total 374 100 6.52 207 100 21.27
<300 163 43.58 11.56 69 33.33 7.09

301–500 58 15.51 4.11 43 20.77 4.41
501–700 55 14.71 3.90 43 20.77 4.41

>700 98 26.2 6.95 52 25.12 5.34
Total 374 100 26.52 207 100 21.27

Vegetarian 20 5.35 1.41 25 12.08 2.56
Non-vegetarian 198 52.94 14.04 87 42.03 8.94

Does not matter to me 156 41.71 11.06 95 45.89 9.76
Total 374 100 26.52 207 100 21.27

Source: Own research, 2021.

4.2. The Comparison Results of Organic Food Consuming Habits among Hungarian and
Chinese Respondents

The survey is to find why consumers would like to buy and why they refuse or-
ganic food and examine the differences and similarities between Hungarian and Chinese
respondents’ consuming habits of organic food. It is evident that the mentioned litera-
ture also proves the reasons, but there are some new findings because of the different
sampling method.

In both China and Hungary, the main factor influencing the purchase of organic food
is food safety and health and environmentally friendly. Other reasons are also considered,
such as the good appearance of the package, advertisement from media and recommen-
dation from friends and relatives. The advice from friends and relatives in Hungary is
considered more than in China. The high price of organic food is crucial for refusing organic
food. Chinese respondents do not have the channel difficulties compared to Hungarian
respondents in buying organic food, mainly because the e-commerce industry in China
is very popular, and more developed than in Hungary. Hungarian respondents consider
income less than Chinese respondents do. Organic fruits and organic vegetables are the
most welcomed product in Hungary and China. From the data about current or ideal
monthly expenditure (Euros) on organic food, it is concluded that Hungarian respondents
prefer to spend more on organic food every month than Chinese respondents. Compared
to Chinese respondents, Hungarian respondents like to buy organic food more than Chi-
nese respondents, and Hungarian respondents buy organic food more often than Chinese
respondents. After analyzing consumption behaviors, further research about the buying
passion and channel were discussed in the following part.

This survey has six information resources or marketing tools to buy organic food
products. These channels were mentioned in the cited literature [42]. The main information
sources for both Chinese and Hungarian respondents are social media and advertisements.
But Chinese respondents also get information from advertisements from the market, shop-
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keepers, or retailers. While, Hungarian respondents also obtain information from family,
friends, and relatives.

Over half of Chinese respondents do not like to buy organic food, and their passion
for buying organic food is negative. Most Hungarian respondents like to buy organic
food. Chinese respondents are not as positive about buying organic food as Hungarian
respondents, but they are more active in recommending organic food to others.

4.3. Correlation Analysis between Sample Characteristics and Willingness to Buy and Recommend
Organic Products in Hungary and China

Based on the necessary analysis of samplings, further correlation analysis was con-
ducted to test what personal characteristics and marketing tools affect consumers’ buying
behavior in Hungary and China. What are the similarities and differences between the two
countries’ consumers’ buying habits of organic food products?

According to correlation analysis of the sampling statistics, the elder consumers
who have higher education, longer-term occupation, bigger living places, and higher
income show the highest willingness to buy organic food and recommend organic food
to other consumers. It is the same in Hungary and China (Tables 2 and 3). People are
increasingly paying attention to healthy and nutritional food styles in the mentioned
literature. In contrast, the knowledge of organic food and the awareness of healthy food
styles strengthen consumers’ buying willingness of organic food and their attitude to
recommend organic food to other consumers. The market for organic food is also a reason
for organic food purchasing because the variety and access to organic food are more
developed in bigger cities, especially in the capital city. The income limits the buying
ability, so richer respondents prefer healthy but more expensive organic food. Gender has
significant variance in the above aspects (Table 4).

Table 2. Spearman correlation analysis between personal characteristics (education, occupation,
living area) and buying willingness and recommendation attitude to others about organic food in
Hungary and China.

Spearman Correlation

education occupation living place
Hungary/China

Buying willingness Correlation coefficient 0.788 **/0.894 ** 0.821 **/0.950 ** 0.837 **/0.933 **
p value 0.000/0.000 0.000/0.000 0.000/0.000

Recommendation attitude
Correlation coefficient 0.782 **/0.942 ** 0.855 **/0.918 ** 0.850 **/0.918 **

p value 0.000/0.000 0.000/0.000 0.000/0.000

Source: Own research, 2021. * p < 0.05, ** p < 0.01

Table 3. Pearson correlation analysis between personal characteristics (age, income monthly) and
buying willingness and recommendation attitude to others about organic food in Hungary and China.

Pearson Correlation

age income monthly
Hungary/China

Buying willingness Correlation coefficient 0.934 **/0.992 ** 0.874 **/0.955 **
p value 0.000/0.000 0.000/0.000

Recommendation attitude
Correlation coefficient 0.962 **/0.975 ** 0.915 **/0.950 **

p value 0.000/0.000 0.000/0.000

Source: Own research, 2021. * p < 0.05, ** p < 0.01
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Table 4. Variance analysis between personal characteristics (gender) and buying willingness and
recommendation attitude to others about organic food in Hungary and China.

Variance Analysis

Gender (Average Value ± Standard Deviation)
F p

−3.0 Female Male

Hungary
Buying willingness −3.00 ± 0.00 2.39 ± 1.29 2.64 ± 0.92 233.931 0.000 **

Recommendation attitude −3.00 ± 0.00 3.83 ± 1.04 3.27 ± 1.27 363.213 0.000 **

China
Buying willingness −3.00 ± 0.00 4.39 ± 0.85 4.67 ± 1.15 1057.241 0.000 **

Recommendation attitude −3.00 ± 0.00 3.56 ± 0.92 3.33 ± 0.58 806.358 0.000 **

Source: Own research, 2021. * p < 0.05, ** p < 0.01

4.4. Correlation Analysis between Information Resources or Marketing Tools and Willingness to
Buy and Recommend Organic Products in Hungary and China

The correlation between marketing tools and buying and recommending organic food
is significant in Hungary and China. Different marketing tools impact consumers’ buying
and recommending behavior on organic food in Hungary and China. In Table 5, differ-
ent marketing tools are marked as different numbers to analyze statistics as below. The
marketing tools such as commercial advertising, social media, word-of-mouth effect, print
advertising, press releases, and personal selling are clarified as easier understanding con-
cepts in the questionnaire: television advertisement, social media, like Instagram, Facebook,
YouTube, etc., family, friends and relatives recommendations, market or shop advertise-
ment, newspaper and magazines, and shop keepers or retailer. It shows that social media
and print advertising significantly impact organic food buying for Hungarian consumers.
The different marketing tools combination, commercial advertising and print advertising,
commercial advertising and personal selling, social media and print advertising, word-of-
mouth effect, and print advertising significantly affect consumers to recommend organic
food to others. For Chinese consumers, the group commercial advertising and social me-
dia, commercial advertising and word-of-mouth effect, commercial advertising and print
advertising, commercial advertising and personal selling have significant influence when
they buy organic food. The combination of commercial advertising and personal selling
significantly influences Chinese consumers to recommend organic food to other consumers
(Table 6).

Table 5. Explanation of different marketing tools marked in survey.

1 2 3 4 5 6

Television
Social media, like

Instagram, Facebook,
YouTube, etc.

Family, Friends,
relatives’

recommendation

Advertisement from
the market or shop

Newspaper and
magazines

Shop keeper
or retailer

Commercial
advertising Social media Word-of-mouth effect Print advertising Press releases Personal selling

Source: Own research, 2021.

Table 6. The influence of marketing tools on buying willingness and recommendation attitude to
others about organic food in Hungary and China.

Univariate Analysis of Variance

Hungary China
p Multiple caparisons p Multiple caparisons

Buying willingness 0.013 2–4 * p < 0.001 1–2 *, 1–3 *, 1–4 *, 1–6 *
Recommendation attitude 0.044 1–4 *, 1–6 *, 2–4 *, 3–4 * 0.037 1–6 *

Source: Own research, 2021. * p < 0.05, ** p < 0.01
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Social media plays the main role in purchasing organic food for both Hungarian
and Chinese respondents. The other marketing tools are also considered in two samples
such as commercial advertising, word-of-mouth, print advertising, and personal selling.
However, respondents from these two countries do not mention the press release. We
cannot conclude a weak connection between press releases and purchasing willingness and
recommending attitude, as we cannot see if there is less information about organic food in
newspapers or magazines or if people do not consider the advertisement from newspapers
and magazines. Nevertheless, with the rapid development of networks, people are tightly
connected with the internet, and social media is becoming a dominant part in daily life for
information acquisition.

Consumers who buy organic food more often have the highest willingness to buy
organic food in the future, which is the same in both countries (Table 7). This information
implies that the organic food market is not declining, but we can predict the stage of the
organic food product life cycle only according to huge data analysis historically. This
finding gives us a positive development of organic food in the future. At the same time,
there is potential to extend the organic food market by those consumers who are highly
willing to recommend organic food to others.

Table 7. The influence of currently buying frequency on buying willingness in the future about
organic food in Hungary and China.

Spearman Correlation

buying frequency currently
Hungary/China

Buying willingness in future organic food
Correlation coefficient 0.789 **/0.904

p value 0.000/0.000

Source: Own research, 2021. * p < 0.05, ** p < 0.01

5. Discussion

It is essential to analyze consumer behaviors for industrial practitioners and re-
searchers. In this comparative study, we tried to better understand consumer behavior
toward organic food products [4] by comparing Hungary, and China (Hungary and China
are in different stages of adopting organic food products) engage in the organic food trade.
The organic food market is relatively more developed in Hungary than in China [2,31,38],
and organic food was introduced to the market earlier in Hungary [36]. While China’s
economy is better than Hungary’s overall, China’s organic food market has been emerging
in recent decades. We also provide valuable study findings and constructive information to
industrial practitioners and researchers at an early stage to help them understand them-
selves and each other regarding the organic food market for better development of the
organic food market in the two countries. And finding proper and efficient marketing
tools promises consumers integration into a sustainable economy, such as organic food con-
sumption [6]. Based on the primary research statistics analysis, we found some similarities
and differences in consuming organic food between Hungarian and Chinese respondents.
This research result cannot represent the typical purchasing behavior accurately due to
the limitations of the research sampling, but as a reasonable practice, it can give future
researchers or food enterprises suggestive directions or ideas.

5.1. Implications

Both Chinese and Hungarian respondents like to buy organic food [34,37,59]. In
both China and Hungary, the main factors influencing the purchase of organic food are
food safety and health and environmentally friendly [3,6,29,34,38,44,59–62]. More research
validation from different countries can better understand consumers’ behavior [4]. These
findings between Hungary and China align with the research in the last five years world-
wide [1], Germany [61,63], Czech Republic [62,63], Slovakia [63], and Poland [3,59]. Other



Sustainability 2022, 14, 7800 14 of 19

reasons are also considered, such as the good appearance of the package, advertisements
from the media, and recommendations from friends and relatives [38]. Apparently, the
advice from friends and relatives in Hungary is considered more than in China. The high
price of organic food is crucial reason for Chinese respondents refuse organic food. Chinese
respondents do not have the channel difficulties compared to Hungarian respondents in
buying organic food, mainly because the e-commerce industry [35] in China is very popular,
and there are more developed technologies than in Hungary. Apparently, income affects
less to Hungarian respondents. Price influences more on purchasing organic food than
the consumers’ income, approved to Aschemann-Witzel and Zielke [64]. The demand
for organic food is high among Hungarian [35] and Chinese. Personal characteristics and
marketing tools or combinations can influence consumers’ buying willingness and attitude
to recommend organic food to others in Hungary and China. But the impact of the combi-
nation of marketing tools for respondents to buy organic food varies from two countries.
The respondents who are elder, have higher education, have a longer-term occupation,
live in bigger areas, and have higher-income show the highest willingness to buy organic
food and recommend organic food to other consumers in Hungary and China. Gender has
significant variance in the above aspects. In this age of social networks phenomenon, social
media is the main data resource for consumers to share attitudes and experiences [1]. Social
media is the main marketing tool for both Hungarian and Chinese [65] respondents to make
a purchase decision. Hungarian respondents get more influence from print advertising,
while for Chinese respondents is commercial advertising. Besides, the willingness to buy
organic food and recommend organic food to other consumers differentiate between the
two countries. The difference can be ignorable because it still shows a promising future
for the organic food market. Hungarian respondents showed higher interest in buying
organic food, while Chinese respondents were more willing to recommend organic food to
other consumers.

Most of the results can also be proved by previous literature, while some results
are based on the particularity of this primary research. The summary of hypotheses
confirmation based on the descriptive survey result is shown below in Table 8. The new
finding is that price and income are also considered when Hungarian respondents buy
organic food compared to previous literature. However, this is the result of our research
limitation. According to the hypotheses and the findings, we confirmed the hypotheses. For
example, respondents’ personal characteristics (gender, age, education, occupation, living
area, income) can influence consumers’ buying willingness and attitude to recommend to
others about organic food in Hungary and China. Gender has a significant variance. Those
consumers who are elder, have higher education, have a longer-term occupation, have a
larger living area, and have higher income have the highest willingness to buy organic
food and the highest enthusiasm to recommend it to others in Hungary and China. Both
Hungarian and Chinese respondents’ buying willingness and recommendation attitude
toward organic food can be influenced by different marketing tools and the combination
of marketing tools. The organic market started in Hungary, and the market is developed
well. China’s market in organic food was founded later and only been active in the last
decades, but it keeps growing [30,42]. The awareness of organic food among Hungarian
consumers is higher than Chinese consumers. Even though the demand for organic food is
higher among Hungarian respondents than Chinese respondents, the demand is still high
in both countries.
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Table 8. Proving or rejecting the hypotheses of the research.

Research Hypothesis The Research Result Justified the Hypothesis

H1: Personal characteristics can influence consumers’ buying willingness
and attitude to recommend to others about organic food in Hungary and
China in the future. Gender has a significant variance. Those consumers

who are elder, have higher education, have a longer-term occupation,
have a larger living area, and have higher income have the highest

willingness to buy organic food and the highest enthusiasm to
recommend it to others in Hungary and China.

Yes

H2: Different marketing tools or different marketing tools combination
has a different level of variance in consumers’ buying willingness and
recommendation attitude toward organic food in Hungary and China.

Yes

H3: The awareness of organic food among Hungarian consumers is
higher than Chinese consumers, as the organic market started in Hungary
and the market is developed well. China’s market in organic food was
founded later and only been active in the last decades. The demand for

organic food is higher among Hungarian respondents than Chinese
respondents. But the demand is high both in Hungary and China.

Yes

Source: Own research, 2021.

5.2. Limitations and Further Research

Although we got the expected results from this comparative research between Hungary
and China, this research still has some limitations. In our primary research, the Chinese
respondents are generally from different cities. But the final statistics showed the majority
of Chinese respondents are from Inner Mongolia, which is a developing region, because of
our research limitation. And we generally investigate the available respondents, so the age
distribution of the research respondents is not accurate. Future research can be conducted
further based on this research from two points: specify the investigation area or specify the
investigation age.

China has a huge population and many cities with diverse development levels. Section 4.1
explained that the ratio of respondents among the whole national population could im-
plicate how this factor reflects the society of organic food consumption behavior. From
the Table 1, we have to admit the sampling from China has two shortages: the amount
is not big enough to reflect the whole society, and the data result cannot represent the
whole population in China because the development of different cities varies from different
locations in China, which can influence consumers’ buying ability and habits. The survey
respondents are from the countries generally, not the exact location, which means the
research data ignored the difference between different cities. The dominant respondents in
this research are from Inner Mongolia, a developing city in China. But there are also some
respondents from diverse developing cities. Based on this research, the respondents source
limited the generalizability of the study findings in the whole country [44], so the future
researcher can mainly focus on one region or city or compare organic food consumption
habits between different development level cities in China.

Organic food consumption habits can be significantly different for different age levels.
And in this survey, the purchase reason for Hungarian respondents on organic food is not
only the food safety and environmentally friendly as the literature mentioned, but also the
price and income, which were not found in the literature. Because the main Hungarian
respondents are students with a limited budget, this finding indicates that future research
about organic food consumption habits should focus on respondents of different ages
in Hungary. Further research can suggest the organic food market in Hungary or other
countries with a similar feature.

Future researchers can narrow the investigation area in China and focus on the differ-
ent age levels in Hungary and China regarding organic food consuming habits.



Sustainability 2022, 14, 7800 16 of 19

6. Conclusions

Hungary and China are in different stages of adopting the organic food market. As a
relatively new food style, organic food shows increasing growth in Hungary and China.
Even the organic food market in Hungary is more developed than in China. There are some
similarities and differences between organic food consumption behavior in Hungary and
China. For example, those respondents who are elder, have higher education, have a longer-
term occupation, live in bigger areas, and have higher-income show the highest willingness
to buy organic food and recommend organic food to other consumers in Hungary and
China. Gender has significant variance in the above aspects. The most welcomed organic
food products are organic fruits and organic vegetables in Hungary and China. The
dominant reasons to buy organic food among Hungarian and Chinese are food safety
and health and environmentally friendly. However, Hungarian and Chinese respondents
refuse to purchase organic food mainly because of the high price. And low income is
the lightly influential reason. Social media’s most efficient marketing tool for organic
food consumption in Hungary and China. While for Chinese respondents, the following
efficient marketing tool is commercial advertising, and for Hungarian respondents is print
advertising. Hungarian respondents are more willing to buy organic food, while Chinese
respondents are happier to recommend organic food to other consumers. Due to the
sampling limitations, the organic food research in a specific city and specific age group is
left for future researchers.
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