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The determinants of consumer behaviour of students 

from Brno when purchasing organic food  

Jana Švecová,1 Pavla Odehnalová 2 

Abstract: The subject of this paper is the analysis of consumer behaviour in the organic 

market, focused on the behavior of students from Brno. Our study brings information 

which can potentially be used for further research and will also be useful for organiza-

tions with a practical interest in the production sale and distribution of organic food. To 

investigate the influence of the various factors was used the extended model of Theory 

of Planned Behaviour (TPB). In the current concept, there is no research in the Czech 

Republic that would apply the approach of Yadav and Pathak (2016) to examine of 

consumer behaviour on the sample of students, i.e. young Czech generations who are a 

potential target group. The theoretical part deals with the concept of consumer behav-

iour, based on the findings of the latest studies, dealing with this topic. In the practical 

part, the own research is presented, realized on a sample of 403 young consumers, stud-

ying in the second largest city of the Czech Republic, the city of Brno. In the Czech 

Republic, the young consumer is influenced mainly by factors such as personal attitude 

and subjective norms. Limitations of this study are the fact that in our questionnaire we 

were interested in how the consumer viewed the purchase of organic food in general and 

not how they view the purchase of individual organic products and that the research 

may be limited by the fact that the questionnaire was aimed solely at the younger gener-

ation of consumers studying in Brno, the second largest city in the Czech Republic. The 

behaviour of the younger generation has received little investigation, and in the Czech 

Republic, there is a lack of research on the behaviour of this sector. 
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Introduction   

Health and a healthy lifestyle have become increasingly important trends in recent times. 

Consumers have become increasingly interested in what they eat in particular, the nutri-

tional value and the level of artificial additives in food. These changes in preferences 

have led to changes in consumer behaviour and significant growth in the demand for 

organic food (Šánová, 2008), which has become one of the fastest growing markets in 

the food industry (Hughner et al., 2007). According to FiBL (2016), this boom in organ-

ic food is set to continue and a recent report from the TechSci Research company gave a 

positive outlook for the future (TechSchi Research, 2015). In order to respond adequate-

ly to these changes, it is important to understand the factors influencing the behaviour of 

consumers when purchasing organic food, both for the retailer and producer, as well as 

for politicians involved in ecological farming (Zvěřinová, Urban, Šťastný, 2011). 

When studying the current literature which examines consumer behaviour in the organic 

food market, we discover a number of studies that have been carried out in the USA as 

well as across the whole of Europe (e.g., Makatouni, 2002; Arvola et al., 2008; Ahmed 

and Rahman, 2015; Effendi et al., 2015; Suh, Eves and Lumbers, 2012). As regards the 

Czech Republic, only several empirical studies on organic food consumption has been 

carried out (e.g., Frýdlová and Vostrá, 2011; Zvěřinová, Urban and Ščastný, 2011; Ur-

ban, Zvěřinová and Šťastný, 2012; Živělová and Crhová, 2012; Zagata, 2012; Ščasný, 

Urban and Zvěřinová, 2013). This geographical gap in the research was one of the rea-

sons for carrying out this research. In addition to this, in 2016 Czech consumers spent 

on average only €9 a year on organic food, which is very low compared to other EU 

countries. In neighbouring Austria, the average is nearer €177, €116 in Germany, €52 in 

Belgium, €44 in Italy and €101 in France (Willer and Lernoud, 2018). It was also shown 

that in the Czech market only 1/3 of consumers purchase organic food over the long 

term, of which only 5 % regularly purchase organic food, which was also shown in a 

study by Zagata (2012). 

In addition, many of the authors mentioned above have mainly dealt with the behaviour 

of the adult population, which is the main purchasing force. As a result, the behaviour of 

the younger generation, which will very quickly be of productive age and become the 

new purchasing force, has received little investigation. In the Czech Republic, it is more 

obvious, because there has only been one study on the behaviour of this sector (see 

Zámková and Prokop, 2013). For this reason, we decided to focus our research on iden-

tifying the factors behind the consumer behaviour of the younger generation. To distin-

guish our research, we used the model of TPB, which was used in Czech surroundings 

only by two studies (although, e.g., Urban, Zvěřinová and Šťastný, 2012 and Zagata, 

2012, focus only on adult population). Further, we incorporated additional constructs 

(moral attitude, health consciousness, and environmental concern) in the TPB same as 

Yadav and Pathak (2016), who measured its appropriateness in Indian surrounding. 

Combining both - young generation and extended model of TPB bring crucial infor-

mation which can potentially be used not only as a basis for further research but will 

also be useful for organizations with a practical interest in the production, sale and dis-

tribution of organic food. 

 

 



Volume 19, Issue 1, 2019 

51 

Theoretical background 

Organic food  

Organic food, which can be defined as: ‘food produced without using the conventional 

inputs of modern, industrial agriculture: pesticides, synthetic fertilizers, sewage sludge, 

genetically modified organisms (GMOs), irradiation or food additives’ (Allen and Alba-

la, 2007), is by law food from ecological farming which seeks not only to cultivate 

high-quality food, but also protects the environment. In addition to the health and safety 

requirements, the production and processing of this food have to fulfill the requirements 

set out in the Council Regulation (EC) no. 834/2007 and also the law on ecological 

farming in the Czech Republic no. 242/2000 Coll. (eAGRI, 2016). Organic food can 

also be simply distinguished from conventional food by its special ‘euro-leaf’ label 

which has been used for all ecological products produced in the EU since 2010. In addi-

tion to this label, there can also be a national logo, which falls under the competence of 

the appropriate country (eAGRI, 2017). 

Theory of Planned Behaviour (TPB) 

In our research, we examined consumer behaviour using the Theory of Planned Behav-

iour (TPB), which is considered to be one of the most successful and frequently used 

models for predicting consumer behaviour (Dowd and Burke, 2013). The Theory of 

Planned Behaviour assumes that the consumer behaves in a specific way if this behav-

iour is motivated by a specific intention. Dowd and Burke (2013) consider a direct de-

terminant to be a specific action, and this is defined as the function of three variables – 

personal attitude, subjective norms and the conscious control of behaviour (Zagata, 

2012). 

 

The applicability of TPB for organic food has also been demonstrated by several studies 

across diverse cultures (Yadav and Pathak, 2016), while recent research has shown that 

other factors also have an important influence. Amongst those which are cited most 

frequently are moral aspects (Yazdanpanah and Forouzani, 2015, Arvola et al. 2008), 

health concerns (Smith and Paladino, 2010, Yadav and Pathak, 2016) and concerns 

about the environment (Smith and Paladino, 2010; Pagiaslis and Krontalis, 2014). Addi-

tionally, it has also been shown that the inclusion of other prognostic variables into the 

original model improves its predictive ability, which is particularly desirable (Arvola et 

al., 2008; Donald, Cooper and Conchie, 2014).  

 

If we include for organic food, the individual factors can be described in the following 

way. We understand personal attitude to mean the extent to which the consumer thinks 

that organic food is healthier, tastier and of better quality, and the extent to which the 

purchase of organic food is considered to be wise and sensible behaviour (Hughner et al 

2007; Gil and Söder 2006; Aryal et al. 2009). Subjective norms refer to whether those 

close to the consumer (family, friends, colleagues) believe that a specific behaviour is 

correct and that the consumer should, therefore, also behave in that way (Chen, 2007). 

Conscious control of behaviour represents the higher price, accessibility and the trust of 

consumers in the certification system and the label ‘organic’. In other words, this varia-
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ble tells us how easy it is for the specific consumer to purchase organic food (Yadav and 

Pathak, 2016; Yazdanpanah and Forouzani, 2015). We understand the moral aspects to 

be the concerns of the specific consumer about him/herself, as well as society and the 

environment (Arvola et al., 2008; Yadava and Pathaka, 2016). Concerns about your own 

health are the extent to which health and the content of food are important for the con-

sumer when deciding whether or not to buy organic food. In the case of concerns about 

the environment, it is about the extent to which ecological issues enter into the consum-

er’s decision-making process – when purchasing organic food, do they consider the 

negative impacts from its production and distribution on the environment? (Yadav and 

Pathak, 2016). 

 

If we include the above-mentioned factors in the original TPB model, we obtain the 

following model (see figure 1).  

Figure 1. Expanding the Theory of Planned behaviour 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Author, based on Ajzen (2015) and Yadav and Pathak (2016) 

Methodology and sampling 

Research objective and data collection  

Our research focuses on the key factors influencing the behaviour of young consumers 

when deciding to purchase organic food. On the basis of our study of the literature, the 

research objective was formulated in the following question: ‘What are the key factors 

affecting the behaviour of the young consumer when deciding to purchase organic food?’  

The discovery of these factors will not only help food suppliers and producers to im-

prove the focus of their marketing, but it will also help us to understand the behaviour 

of the young consumer better and, therefore, customize their products. 

The answer to the research question was sought using the subfactors identified in the 

literature search related to TPB (see Appendix A). These factors were examined using a 

quantitative investigation, specifically a self-administered questionnaire. The question-

naire contained 30-32 questions, both open and closed, and the overall number differed 

Intention to buy 

organic food   

Purchase of  

organic food  

Personal attitude    

Subjective norms 

Conscious control of behaviour 

Moral aspects 

Concerns about the environment 

Health concerns 
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according to whether or not the consumer purchased organic food. Particular items were 

measured using a 6-point Likert´s scale, where 1 represented a negative attitude (com-

pletely disagree or definitely not) and 6 a positive attitude (completely agree or definite-

ly yes). The authors opted for an even Likert scale in order to avoid the middle value 

and thus obtained the real opinion of the consumer who had to select one of the possibil-

ities and thus adopt a position on the research issue. The data was collected throughout 

March 2017 using the click4survey online platform. To gain a high number of respond-

ents, the questionnaire was spread through Facebook, which is the most used social 

network of young consumers (Erge, 2015), by using snowball methods. Moreover, to 

maintain representativeness of our sample, the questionnaire was placed in 20 Facebook 

group representing different studying field of students (humanities, natural sciences, and 

technical/engineering field). 

Sampling procedure 

The questionnaire was issued to a sample of 403 university-educated students aged 18-

32 across Brno’s three largest universities – Masaryk University (MU), the University 

of Technology (VUT) and Mendel University (MENDELU), which represent 60 % 

return rate. This city was chosen for two reasons. Firstly, it is the second biggest city in 

the Czech Republic, secondly, it is located in the South Moravia region, which is the 

biggest organic food market (Hrabalová, 2016). There was a deliberate focus on young 

consumers because one feature of the younger generation (represented mainly by stu-

dents) is their concern for the environment and a healthy lifestyle, and they will soon be 

of productive age and the new purchasing force (Yadav and Pathak, 2016). Moreover, 

based on results of the survey focused on overall Czech population the organic food is 

the most frequently purchased by consumers belonging to age bracket 25-44, especially 

by women and highly educated consumers (Póč, 2006). Comparing these findings with 

our sample represented by age bracket 18-32, we consider it to be representative enough 

for analyzing behaviour of potential buyers as respondents in our sample will match the 

age of the most frequent buyers in a decade. Additionally, all respondents are highly 

educated and 77.5 % of them are women, which matches the profile of organic food 

buyers.  

 

Moreover, the respondents were also divided according to whether or not they pur-

chased organic food. Of the overall number, 41.5 % purchased organic food and 58.5 % 

preferred conventional food. We deliberately included both groups of consumers – 

purchasing and non-purchasing – in the research sample. The main reason for this deci-

sion was the fact that in order to explain people’s intentions and discover the relevant 

key factors influencing the consumer’s decision-making process, it was necessary to 

know the opinions of all the consumers, i.e. both those who purchase organic food and 

those who do not, as the fact that a consumer does not buy organic food does not neces-

sarily mean that they do not consume it. Table 1 contains the demographic characteris-

tics of the final research sample. 
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Table 1. Demographic data from the research sample  

Demographic data N % 

Age 

 

18-22 239 61.0 

 

23-27 140 36 

 

27-32 11 3 

Gender 

 Male 87 22.3 

 Female 303 77.5 

Type of study 

 Bachelor’s 241 61.6 

 Master’s 133 34.0 

 Doctoral 16 4.1 

Work status 

 Full-time 22 5.6 

 Part-time 69 17.6 

 Temporary 175 44.8 

 Not working 121 30.9 

 Self-employed 3 0.8 

Monthly income 

 

Less than 5,000 CZK 201 51.4 

 

5,001 – 10,000 CZK 127 32.5 

 

10,001 – 20,000 CZK 44 11.3 

 

20,001 – 30,000 CZK 15 3.8 

 

30,001 – 50,000 CZK 3 0.8 

 

50,001 CZK and more 0 0 

Source: Authors 

Measuring techniques  

A multiple regression analysis was chosen to discover the most important factors in 

consumer behaviour. Before using it, we verify the internal consistency of the data us-

ing Cronbach’s alfa. We also run Breusch-Pagan to check for heteroskedasticity in each 

model. All tests’ p-values were lower than 5 % level of significance indicating fulfill-

ment of this regression analysis prerequisite. Moreover, we test for multicollinearity in 

all our models. The variance inflation factors (VIFs) are well below 10, which indicate 

no problem with multicollinearity. In order to discover the influence of the other varia-

bles and to analyze the data in depth, we also used correlation, a t-test for two independ-

ent selections and descriptive statistics. The data was subsequently processed and tested 

using the SPSS Statistic 23 statistical programme  
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Results  

Measurement model  

First, we tested the expanded the TPB model and examined the influence of the individ-

ual factors on the consumer’s intention to purchase organic food. After multiple regres-

sion analysis, independent variables were used to explain 52.3 % (Adjusted R2 = 0,523) 

of the dependent variables (Table 2). Personal attitude (β= 0,086; t = 2.122; p < 0.05), 

subjective norms (β= 0.154; t = 4.250; p < 0.05), health concerns (β= 0.175; t = 4.676; p 

< 0.05), moral aspects (β= 0.463; t = 7.743; p < 0.05) were shown to be relevant in 

explaining the intention of the consumer to purchase organic food, unlike environmental 

concerns (β= 0.076; t = 1.929; p > 0.05) and conscious control of behaviour (β= 0.065; t 

= 1.160; p > 0.05), where no significance was shown.  

Table 2. Results of the regression model  

Regression model  

Dependent variable: Purchase Intention    

R2 = 0.523    

Independent  

variable Beta (β) t 

Significance 

(p-value) 

Personal attitude .086 2.122   .034* 

       Health benefits  .043 .692 .490 

       Quality -.065 -.997 .319 

       Better flavour  .155 3.148   .002* 

       Better environmental protection -.022 -.391 .696 

       Animal welfare considerations -.080 -1.544 .123 

       Fresher .096 2.091    .037** 

Subjective norms .154 4.250     .000** 

       Family members .187 4.853     .000** 

       Close friends .026 .690 .491 

       Colleagues (fellow students) .052 1.335 .183 

Conscious control of behaviour  .076 1.929 .054 

Health concerns  .175 4.676     .000** 

       Interest in product ingredients .175 4.676      .000** 

Environmental concerns .065 1.160 .247 

Moral aspects  .463 7.743     .000** 

      Better conditions for future generations .124 1.766 .078 

      The morally correct option .332 6.397     .000** 
Source: Authors 

Predicting the intentions and behaviour of consumers 

Although personal attitude was statistically the least significant factor, better flavour 

(β= 0.155; t = 3.148; p < 0,05) and food freshness (β= 0.096; t = 2.091; p < 0.05) were 

shown to be the most important attributes influencing the decision-making of the young 

consumer. Subjective norms were also shown to be a significant predictor of the con-

sumer’s intention to purchase organic food, even though a significant influence was 

only found with family members (β = 0.187; t = 4.853; p < 0.05). Another significant 

factor was health concerns, specifically the consumer’s interest in the ingredients of the 
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food (β = 0.175; t = 4.676; p < 0.01). The final relevant, and at the same time most sig-

nificant predictor of the consumer’s intention, was moral aspects, where young consum-

ers consider the purchase of organic food as the morally correct option (β = 0.463; t = 

4.676; p < 0.01), and after a content analysis it was even discovered that 58.4 % of re-

spondents associate the purchase of organic food with positive feelings, 7.4 % with 

mixed feelings, 18.2 % have neutral feelings and 16% have negative feelings. 

Table 3. Descriptive statistics of all factors and subfactors  

 Source: Authors 

 

In relation to the insignificance of conscious control of behaviour, it was discovered that 

young consumers are willing to pay far higher prices for good-quality food, as a result 

of which the high price no longer acts as one of the main barriers in the purchase of 

organic food. 90 % (351) of respondents were willing to pay a higher price. It was also 

discovered that the greater the concerns the consumer had about the environment, the 

more the ecological aspect of purchasing organic food became important. Based on a 

correlation coefficient, the strength of this relationship was indicated as a medi-

um strong to significant (r = 0.42; p < 0.01).  

 Purchasing 

Non- 

purchasing Man Woman 

 Mean SD Mean SD Mean SD Mean SD 

Healthier 4.370 1.3600 3.627 1.3494 3.816 1.4669 3.970 1.3819 

Better quality 4.667 1.2560 3.781 1.3456 3.966 1.4179 4.201 1.3650 

Better flavour 4.105 1.3403 3.022 1.2182 3.356 1.2757 3.505 1.4045 

Better environmental 

protection 4.846 1.3447 3.908 1.4065 3.885 1.4661 4.416 1.4324 

Animal welfare 

considerations 4.698 1.4493 3.873 1.4006 3.770 1.4683 4.343 1.4561 

Freshness 3.975 1.4315 3.355 1.3278 3.425 1.4677 3.667 1.3826 

Opinion of family 

members 3.185 1.4064 2.127 1.1093 2.561 1.3552 2.586 1.3167 

Close friends 3.185 1.4064 3.715 1.4396 3.287 1.3969 3.660 1.3544 

Colleagues (fellow 

students) 3.710 1.0135 3.154 .9791 3.184 1.0402 3.442 1.0209 

% higher price 2.951 1.2940 2.259 .9928 2.644 1.1908 2.518 1.1732 

Certification system 3.969 1.1552 3.943 1.3312 3.885 1.4095 3.974 1.2150 

Interest in health 4.926 1.1287 3.855 1.4177 4.333 1.4601 4.290 1.3935 

It harms the envi-

ronment 5.463 .8498 5.206 .9556 5.207 .9540 5.343 .9104 

Better lifestyle con-

ditions 4.389 1.0588 3.180 1.3168 3.287 1.4540 3.795 1.3037 

Future generations 4.296 1.1577 3.145 1.3278 3.195 1.5238 3.746 1.3140 

Morally correct 

option 4.340 1.2618 3.057 1.3246 3.207 1.3394 3.700 1.4554 
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Discussion  

As part of the research, we looked for an answer to the research question: “What are the 

key factors influencing the behaviour of students from Brno when deciding to purchase 

organic food?” We used an expanded TPB model to explain consumer behaviour and as 

a result, could explain 52 % of the data variability. In the Czech Republic, the students 

from Brno are influenced by several factors. One of those is personal attitude, the signif-

icance of which corresponded with the results from international studies (Yadav and 

Pathak, 2016; Smith and Paladino, 2010; Yazdanpanah and Forouzani, 2015; Arvola et 

al., 2008), as well as those which had been carried out in the Czech Republic (Urban, 

Zvěřinová and Ščasný, 2011; Zagata, 2012). Despite the fact that the value of the stand-

ardized beta coefficient indicated a very weak dependence, the positive attitude of stu-

dents from Brno towards organic food is a good predictor of their actual purchases 

(Yazdanpanah and Forouzani, 2015). However, Smith and Paladino (2010) state that 

positive intentions do not necessarily mean actual purchasing. One reason may be the 

fact that students still live at home, where they do not have the deciding say on which 

food to buy (Magnusson et al., 2001). 

Another factor which the research results in consumer behaviour indicated were signifi-

cantly influential was subjective norms. Ajzen (1991) stated that people as social beings 

are easily influenced by their surroundings, in particular by the members of their family, 

close friends, and colleagues. Therefore, when the consumer is making decisions about 

their behaviour, they take into consideration the opinions of these people and imagine 

how they would act under similar circumstances. Our research also showed the im-

portant influence of subjective norms where the value of the standardized beta coeffi-

cient indicated a weak to medium dependence. Zagata (2012) also arrived at the same 

conclusion and explained that in the case of the Czech consumer, decisions concerning 

purchases involve other members of the family who indirectly influence the end behav-

iour of the consumer. There was a similar explanation from Zvěřinová Urban, Ščastný 

(2011), who stated that the Czech consumer, described as having a lack of information, 

relies on the opinions of other people who they trust and who they imagine have greater 

experience. This finding led us to the conclusion that this might also be the case for the 

young consumer. The above research also showed that organic food is viewed negative-

ly by the families of consumers who do not buy organic food as well as by those who 

prioritize it. From this, we deduced that there may be a limited level of independence in 

the decision-making of students from Brno, which may be one of the main reasons why 

a large number of young consumers still prefer conventional food. 

Regarding conscious control of behaviour, no significant influence on the intentions of 

students from Brno to purchase organic food was demonstrated. Despite the fact that 

these results go against Ajzen’s theory, this is not so surprising in the case of purchasing 

organic food. The same results were also corroborated by a number of other authors 

(Yazdanpanah and Forouzani, 2015; Tarkiainen and Sundqvist, 2005) and Urban, 

Zvěřinová and Ščastný (2012) in the case of the Czech consumer. One possible explana-

tion for this may be the fact that the consumer is used to the higher costs associated with 

the purchase of organic food and already expects premium prices. Our results also cor-

roborate this explanation as 90 % of the respondents stated that they were willing to pay 

10 % - 20 % higher prices for organic food than for conventional food. Another possible 

explanation could be the important influence of the surroundings, as was shown by its 
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statistical significance in the research where consumers behaved in a way that was in-

fluenced by the people around them. However, we believe we can only speculate on 

these results and further research is required to better understand the influence of this 

variable. 

Despite the repeated success of TPB in predicting people’s behaviour, the results from 

recent studies show that in order to increase its predictive value, further variables have 

to be added to the original model. One of those was health concerns, which was added 

to the original model by Yadav and Pathak (2016) as a result of consumers’ growing 

interest in health and healthy lifestyles when the health factor gradually came to be 

recognized as an important parameter in purchase decision-making. The importance of 

this factor was also demonstrated in this research, where the basic value of the standard-

ized beta coefficient was indicated as a low to the medium association. This conclusion 

was also arrived at by Squires et al. (2001), who confirmed that the more the consumer 

is interested in his/her health, the more willing they are to buy organic food. Over recent 

years we have witnessed the rising trend in healthy lifestyles, where product ingredients 

and their products have become key factors when deciding on food purchases, therefore, 

the inclusion of this factor in the original model is highly desirable. In relation to this, 

Lea and Worsley (2005) correctly pointed out that as a result of this, organic food is 

generally regarded as healthier and is purchased either by consumers who believe in its 

beneficial health effects or by people who suffer from health problems. Although it is 

rare to find young consumers with serious health problems, the statistical significance of 

this subfactor was not confirmed in this research, though this would not have to be the 

case with other research samples containing older generations. 

Another factor which Yadav and Pathak (2016) considered to be significant was con-

cerns about the environment. This was based on the assumption that rising demand for 

organic food was the result of consumers’ growing interest in ecological issues, which 

was reflected in the decision-making process when purchasing organic food. However, 

this was not shown to be statistically significant in this research. This conclusion was 

also reached in previous research (Yadav and Pathak, 2016; Smith and Paladino, 2010), 

where the authors explained this fact either through a low level of altruism or the inabil-

ity of consumers to modify their opinions into new patterns of behaviour. Based on our 

findings concerning Czech consumers, we lean more towards the second interpretation, 

as a strong to the substantial association was discovered between personal attitude and 

concerns about the environment. We can infer from this that the Czech consumer has 

not yet managed to fully absorb their new opinions.  

The last factor which was added to the original TPB model, and the significance of 

which is agreed upon by a number of authors (Yadav and Pathak, 2016; Yazdanpanah 

and Forouzani, 2015; Arvola et al., 2008; Dean et al., 2008), was moral aspects. Its 

significance stems from criticisms of rational models and represents people’s convic-

tions about what is and is not correct. The significance of this factor in predicting the 

consumer’s intention to purchase organic food was also demonstrated in this research 

and the value of the standardized beta coefficient indicated the most substantial associa-

tion in comparison with the other factors. This conclusion was also reached by 

Yazdanpanah and Forouzani (2015) who stated that young consumers consider the pur-

chase of organic food to be the morally correct option, bringing them a feeling of inner 

satisfaction. It is also for this reason that Arvola et al. (2008) and Thørgersen (2002) 
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believe that it is desirable to include moral aspects in the original TPB model. In addi-

tion, the results from our study also confirmed that students from Brno have mainly 

positive associations with the purchase of organic food (58.4 %), including the feeling 

of acting responsibly, which also coincides with the findings from the above-mentioned 

research. 

Research limitations and conclusions  

Our use of the social-psychological TPB model to explain the behaviour of young 

Czech consumers when purchasing organic food brought us some interesting conclu-

sions. It transpired that the most important factors were moral aspects and health con-

cerns, which reinforces the results of previous research which pointed to the important 

influence of other variables. On the other hand, the influence of conscious control of 

behaviour was shown to be insignificant, which corresponds to the trend in healthy 

living and the result that consumers are willing to pay higher prices for organic food. 

It is clear from the above that organic producers, distributors, and retailers of organic 

food should focus on the moral and health aspects, better taste and freshness of organic 

food when promoting organic food, in other words, those which most importantly affect 

them when deciding to buy or nor organic food. Likewise, producers, distributor, and 

retailer don´t have to be afraid to reflect the quality of organic food in the total price, 

which arise from our findings. The study shows that the young generation of Brno stu-

dents is willing to pay an extra charge for the quality, freshness and better taste of or-

ganic food. Moreover, in the case of its purchase, they appreciate information about the 

positive moral and health aspects of this type of purchase. A good example can be freely 

available deep litter farm eggs, chemically untreated fruit and vegetables and livestock 

products from organic farming, which are more and more demanded by Czech consum-

ers (Hrabalová, Šejnohová, 2015).  

Despite the interesting results which the research brought, the study has its limitations. 

One of these was the fact that in our questionnaire we were interested in how the con-

sumer viewed the purchase of organic food in general and not how they view the pur-

chase of individual organic products. Since recent studies have shown that consumers’ 

perception differs according to the type of organic product purchased, future research 

could focus on the purchase of specific organic products. We also realize that the re-

search may be limited by the fact that the questionnaire was aimed solely at the younger 

generation of consumers studying in Brno, the second largest city in the Czech Republic. 

As a result, the conclusions of the research cannot be generalized to include the overall 

population of young consumers living in the Czech Republic. It was also impossible to 

test the influence of education due to the choice of research sample which the authors 

decided to focus on.  
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Appendix   

A. Questionnaire items and their source of adoption. 

Variables  Measuring items  
Source from 

adoption 

 Attitude 
1. I consider organic food as healthier than con-

ventional foods. 

2. I consider organic food as having better quality 

than conventional foods.  

3. I consider organic food as tastier than conven-

tional foods.  

4. I consider organic food as environmentally 

friendlier than conventional foods.  

5. I consider organic food as environmentally 

friendlier than conventional foods.  

6. I consider organic food as more supportive 

animal welfare than conventional foods. 

7. I consider organic food as fresher than conven-

tional foods. 

Zagata (2012) 

Subjective norms  1. Members of my family consider consumption 

and thus purchase organic food as important. 

2. My close friends consider organic food as an 

advertising trick. 

3. Colleagues consider purchase of organic food 

as a good thing. 

Zagata (2012); 

Yazdanpanah a 

Forouzani 

(2015) 

Perceived behavioral 

control  

1. How much higher price are you willing to pay 

for organic food compared to conventional 

food? 

2. I consider the Czech certification system and 

thus the designation of organic food, to be 

credible. 

Zagata (2012)  

Environmental con-

cern 

1. Do you think that today's society seriously 

damages nature? 

2. Do you think that by purchasing organic food 

you contribute to improving living conditions? 

Yadav a Pathak 

(2016)  

Moral aspects  1. Buying organic food contributes to better 

conditions for future generations. 

2. I consider the purchase of organic food as a 

morally correct thing. 

Yadav a Pathak 

(2016); Arvola 

et al. (2008)  

Health consciousness  
1. You are interested in the ingredients of the 

food while shopping? 

Yadav a Pathak 

(2016) 

Intention   1. I will prefer organic food to conventional food 

when I am shopping organic food next time. 

Arvola et al. 

(2008), Yadav a 

Pathak (2016)  

Source: Authors. 

 

 

 


