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ABSTRACT 

The aim of this research is to examine the 

impact of consumers economic and educational 

status on the frequency of organic food 

purchases through all available distribution 

channels, with focus on online channels. The 

research was conducted via online 

questionnaire and based on sample of 358 

respondents from the territory of Republic of 
Srpska. The results showed that 86% of 

respondents buy or occasionally buy organic 

food, while 14% respond they never purchase 

organic food. Using Kruskal-Wallis test, a 

positive and statistically significant relation 

was identified between the level of education 
and the frequency of organic food purchases, 

regardless of the distribution channel, while 

household income did not show a significant 

relation. When online organic food purchases 

were analyzed specifically, neither the level of 

education or household income had a 

statistically significant impact, although a 

slight trend was observed for education level, 

which may be relevant for future research.  

Keywords: organic food, consumer 

behavior, education, income, online shopping 
 

INTRODUCTION 

The growing organic food production and 

consumption has been a prominent topic in 

scientific research papers over the past 

decades. In contemporary society, awareness 

of the importance of healthy nutrition, 

environmental protection and sustainable 

production is becoming increasingly 

pronounced, with organic food production 

being grounded precisely on these principles.  

This type of production offers numerous 
benefits for human health, environmental 

protection and sustainable agriculture in 

general, as it seeks to ensure the long-term 

preservation of soil, water and biodiversity. 

Organic products are products cultivated 

without the use of artificial fertilizers, 

pesticides, additives or genetically modified 

organisms. Compared to conventional farming, 

the organic production is more demanding, 

often resulting in lower yields and higher 

product prices. 
Although interest in organic food in 

Bosnia and Herzegovina is rising [1] the 

factors influencing consumers decisions 
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regarding its consumption remain diverse and 

without researcher’s consensus. Previous 

studies most frequently emphasize education 

attainment, household income level and food 

availability as a key determinant of purchasing 
behavior. Consumers habits are reshaped by 

online commerce expansion, with COVID – 19 

pandemics serving as a strong incentive for the 

use of this distribution channel.  

When it comes to the organic food market 

in the Republic of Srpska, the digital context of 

organic food consumption has been 

insufficiently investigated. Therefore, the 

primary aim of this paper is to examine the role 

of selected socio-demographic indicators – 

primarily the level of consumer education and 

household income related to the consumer 
decision to purchase organic food, with special 

focus on online consumers.  

 

LITERATURE REVIEW 

Numerous socio-demographic and 

situational studies have examined the various 

advantages and barriers associated with 

purchasing organic food, placing particular 

emphasis on factors such as consumers level of 

education, price of organic food and market 

availability.  
Education – the organic food 

consumption is often in significant and positive 

relation to a level of consumer education [2], 

[3], [4]. Those consumers with higher level of 

education have generally more awareness and 

pay more attention to a healthy lifestyle. 

Consequently, they highlight the benefits of 

consuming organic food as health and 

environment welfare [5], [6]. 

Price – due to specific production 

requirements, organic food is more expensive 

than conventionally grown. Although some 
consumers are willing to pay premium price 

for organic food [6], relatively high prices are 

one of limiting factors in purchase decisions 

[7], [5], [8], [9]. Consequently, organic food 

buyers are more likely to belong to households 

with higher income levels [2], [6].  

Availability – another most often barrier 

to purchasing organic food relates to 

insufficient supply and limited market 

availability [7], [2], [8], [10]. 

Solution to overcoming the mentioned 
barriers should be in alternative distribution 

channels that would enable easier accessibility 

of organic products and facilitate price 

comparability. Online shopping offers certain 

advantages over conventional instore shopping. 

This form of purchase allows consumers to 
compare product prices and browse a wide 

range of available items [11] with convenience, 

practicality and time efficiency serving as 

motivating factors [12]. Agricultural products 

are no exception to online trade; however, 

research indicates that digital marketing in this 

sector is still in its early stages of development 

[13]. 

The COVID-19 pandemic fundamentally 

changed consumer behavior [14], [15], forcing 

many people to adopt online shopping 

practices [16]. In Serbia, this shift resulted in a 
growing number of consumers purchasing 

organic food online [17], although their share 

within the overall sample remained relatively 

small and like findings in Romania [18]. In 

Bosnia and Herzegovina, customers are 

becoming increasingly accepting the Internet 

technologies and e-commerce [19] stating that 

the dominant reason for making a purchase 

decision are a positive experience with the 

manufacturer/seller while the lack of trust is 

still an issue especially when it comes to online 
payments.  

To gain a better understanding of the 

online organic food market, it is necessary to 

deepen knowledge about its users [20], 

especially their socio-demographic profiles and 

the reason that have influence on their decision 

to purchase or not to purchase organic food 

online. Based on the assumption that 

consumers with higher level of education tend 

to have higher income, greater purchasing 

power, stronger awareness of health benefits 

and a higher tendency to use modern 
technologies and engage in online shopping, 

the following hypothesis are proposed: 

H1: There is a significant and positive 

relationship between level of education and 

organic food purchase. 

H2: There is a significant and positive 

relationship between household income level 

and organic food purchase. 

H3: There is a significant and positive 

relationship between level of education and 

online organic food purchase. 
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H4: There is a significant and positive 

relationship between household income level 

and online organic food purchase. 

 

METHODOLOGY SECTION 

The research is based on a questionnaire 

composed of several sections. In the first 

section, respondents were asked questions 

designed to obtain their socio-demographic 

profiles. The second section explored 

respondents purchasing habits, the frequency 

of purchasing organic food, as well as their 

reasons for and against such purchases. In 

addition, respondents were asked to evaluate 

the diversity and quality of organic food 

available to them. The third section referred 

exclusively to online purchasing channels, with 
clarification that these included purchases 

made via web shops, social networks and 

messaging applications such as Viber and 

WhatsApp. 

The questionnaire was developed based 

on previous research conducted on the same or 

similar topics [21], [22]. The survey was 

carried out from July 2024 to February 2025. It 

was distributed online and completed by 421 

respondents. All questions were close-ended, 

allowing one or multiple responses. To 
successfully complete the questionnaire, 

respondents were required to answer all 

questions, therefor no missing responses were 

recorded in the dataset. 

The data were analyzed using inferential 

statistical methods and conclusions were drawn 

through synthesis. From the total number of the 

respondents, those who answered that they do 

not reside in the Republic of Srpska were 

excluded. Consequently, the final sample 

consisted of 358 respondents residing in the 

Republic of Srpska.  
The sample was obtained using non-

probability and voluntary response sampling 

because the questionnaire was distributed 

online through social networks and emails. 

Therefore, the respondents were self-selected 

and no preselection or quota system was 

applied prior the survey, except for filtering 

respondents based on their place of resistance. 

The structure of the sample, in terms of socio-

demographic characteristics, may not fully 

correspond to the population structure of the 
Republic of Srpska.  

The reliability of the sample was tested 

using Cronbach’s alpha coefficient α = 0,203. 

Descriptive statistics were applied to analyses 

the socio-demographic characteristics of the 

sample (Table 1). The results indicated that the 
gender distribution was not uniform (most 

respondents were female), exhibiting 

significant negative skewness and a flattened 

distribution, with women representing 72,3% 

of the sample and men 27,7%.  

Level of education showed moderate 

negative skewness and slightly increased 

kurtosis, indicating that larger number of 

respondents held middle and higher education 

degrees, with a concentration of responses 

around the central values. The level of 

education was measured according to the 
degree of formal education (no formal 

education - NFE, primary school - PRI, 

secondary school- SEC, higher or university 

degree - UNI).  

Household size demonstrated moderate 

negative skewness and high kurtosis, 

suggesting that respondents generally lived in 

larger households with three or four members, 

but none of the household categories was 

dominant.  

The income variable was formulated to 
capture the total household income, from all 

household members: salaries, scholarships, 

pensions, rents, agricultural income and all 

other sources. The respondents selected the 

income group to which their household 

belonged. The results revealed moderate 

negative skewness and flattened distribution, 

indicating that most respondents belonged to 

higher income categories, although the 

respondents were widely distributed. 

The age variable showed an almost 

symmetric distribution with significant 
kurtosis, suggesting an even distribution of 

ages among respondents. The average age was 

approximately 30 years, with standard 

deviation of σ= 1.061, indicating moderate 

dispersion around the mean.  

The employments/work status variable 

showed an almost symmetric and normal 

distribution, implying no significant deviations 

and no dominant response category. Work 

status was categorized into five categories: 

students – STU, unemployed – UNE, employes 
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in private sector – PRI, employed in public 

sector – PUB, retired – RET. 

Based on the frequency of organic food 

consumption, the respondents were segmented 

into three groups: 
➢ respondents who reported consuming 

organic food, 

➢ respondents who purchase organic food 

occasionally and 

➢ respondents who reported they do not 

purchase organic food. 

 

Each group is consisted of distinct 

respondents and the hypothesis were tested 
using the nonparametric Kruskal-Wallis test. 

 

 
Table 1. Descriptive statistics  

  Gender 
Education 

level 

Household 

members 

Household 

income level  

(in BAM) 

Age 
Work 

status 

N
u

m
b

er
 

  

Male 99 

N
F

E
 

2 1 19 
up 

1.000 
29 up 20 8 

S
T

U
 

9 

P
R

I 

6 2 56 
1.001- 

2.000 
80 21-30 46 

U
N

E
 

37 

Female 259 

S
E

C
 

171 3 81 
2.001- 

3.000 
118 31-40 108 

P
R

I 

164 

U
N

I 

179 

4 136 3.001+ 131 41-50 107 

P
U

B
 

117 

5 66     51 + 89 

R
E

T
 

31 

Total   358   358   358   358   358   358 

P
er

ce
n

ta
g
e 

  

Male 27,7% 

N
F

E
 

0,6% 1 5,3% 
up 

1.000 
8,1% up 20 2,2% 

S
T

U
 

2,5% 

P
R

I 

1,7% 2 15,6% 
1.001- 

2.000 
22,3% 21-30 12,8% 

U
N

E
 

10,3% 

Female 72,3% 

S
E

C
 

47,8% 3 22,6% 
2.001- 

3.000 
33,0% 31-40 30,2% 

P
R

I 

45,8% 

U
N

I 

50,0% 

4 38,0% 3.001+ 36,6% 41-50 29,9% 
P

U
B

 
32,7% 

5 18,0%     51 + 24,9% 

R
E

T
 

8,7% 

Modus 1.72 3.47 3.49 6.98 3.62 3.35 

Median 2.00 3.50 4.00 7.00 4.00 3.00 

SD .448 .563 1.120 .957 1.061 .871 

Var .201 .317 1.253 .916 1.126 .759 

Skewness -1.003 -.647 -.477 -.520 -.304 -.173 

Kurtosis -.999 .522 -.560 -.777 -.699 .186 

 

 

The segmented sample was subject to 

correlation analysis for the socio-demographic 
parameters household income level and 

education level and with aim to test hypothesis 

H1 and H2. 

In the next stage, a subsample of 308 

respondents was extracted from the initial 

sample of 358, consisting only of those who 

reported purchasing organic food regularly or 
occasionally. Respondents who stated that they 

did not purchase organic food were excluded 

from further analysis. The subsample was used 

to examine the frequency of purchasing 

organic food exclusively through online 
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channels. Correlation analyses were again 

performed between respondents who reported 

purchasing organic food online and the socio-

demographic variables household income level 

and education level. Hypothesis H3 and H4 
were also tested using the nonparametric 

Kruskal-Wallis test.  

 
RESULTS AND DISCUSION 

The main research question of this study 

is to identify the impact of economic and 

educational status on consumers decision to 

purchase organic food, especially the impact of 

household income and educational level on the 
decision to purchase organic food trough all 

distribution channels and particularly trough 

online channels.  

The respondents were asked “Do you 

purchase organic food?” (Table 2) and 73 

respondents (20,4%) answered positively, 235 

respondents (656%) stated that they 

occasionally purchase organic food and 50 

respondents (14%) reported that they never 

purchase organic food.  
 
Table 2. Frequency of purchasing organic food in 
Republic of Srpska 

Frequency Number Percentage 

Yes 73 20,40% 

Occasionally 235 65,60% 

Never 50 14,00% 

Total: 358 100,00% 

 

First and second group together show that 

308 respondents (86%) of all the sample 

purchase or occasionally purchase organic 
food, what is in the line with previous research 

conducted in Republic of Srpska (Galić, 2022), 

although there is a noticeable decrease in the 

share of regular consumers and an increase in 

those who reported not purchasing organic 

food.  

By applying the Kruskal-Wallis test, the 

relationship between the frequency of organic 

food purchase (as the dependent variable) and 
the socio-demographic parameters education 

level and household income was examined. 

The analysis revealed (Table 3) a positive and 

statistically significant relationship for the 

education level variable and a positive but 

statistically insignificant relationship for 

household income level. Therefore, the level of 

education has a positive and significant effect 

on the frequency of organic food purchases 

what is in the line with previous studies [23], 

[24], [2], Individuals with a higher education 

levels tend to have greater knowledge and 
awareness regarding the importance of healthy 

eating as well as a stronger interest in 

maintaining a healthy lifestyle [25]. 

When analyzing the second variable, the 

results show that the household income level is 

not a significant factor influencing the 

frequency of organic food purchases. This 

finding is not in the line with prevoius studies 

[23], [24], [26], [27], which identified a 

positive relationship between income level and 

organic food consumption, explaining that 
consumers wit the higher income level have 

greater purchasing power and are more willing 

to pay higher prices for organic products, 

which are generally more expensive than 

conventionally produced alternatives.  

The results confirm Hypothesis H1 and 

reject Hypothesis H2: 

H1: There is a significant and positive 

relationship between level of education and 

organic food purchase – is confirmed. 

H2: There is a significant and positive 

relationship between household income level 
and organic food purchase – is rejected. 

 
Table 3. Differences in the frequency of organic food purchase 

Results of  Kruskal - Wallis test 

Variable Do you purchase organic food? 

Education level c2 (df=3, n=358) =8,116; p=0,044 

Household income level c2 (df=3, n=358) =5,574; p=0,134 
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When the same technique was applied to 

the subsample of respondents who regularly or 

occasionally purchase organic food (n=308), 

with the dependent variable being question 

“Have you purchased organic food online?” 
and the same socio-demographic parameters 

(education level and household income), the 

results showed that none of the parameters was 

statistically significant (Table 4). However, the 

variable education level had a p-value of 0.090, 

suggesting a mild trend that could potentially 
reach statistical significance in a larger sample.  

 
Table 4. Differences in the frequency of online organic food purchase 

Results of  Kruskal - Wallis test 

Variable Do you purchase organic food online? 

Education level c2 (df=3, n=308) =6.491; p=0,090 

Household income level c2 (df=3, n=308) =0.310; p=0,958 

 

 

These results indicate that, within the 

observed sample, both education level and 

household income do not significantly affect 

the frequency of purchasing organic food 

trough online channels, leading to rejection of 

Hypothesis H3 and Hypothesis H4: 
H3: There is a significant and positive 

relationship between level of education and 

online organic food purchase – is rejected. 

H4: There is a significant and positive 

relationship between household income level 

and online organic food purchase – is rejected.  

Comparable but opposite results were 

obtained in a 2020 study conducted in 

Republic of Serbia [17], where both parameters 

showed positive and significant effects on 

online organic food purchasing. Similarly, 

studies from Italy [28] and Czech Republic 
[29] found that education level influences 

consumers decisions to buy organic food 

online, as higher-educated consumers exhibit 

greater awareness and interest in healthy 

lifestyles [25]. Furthermore, online organic 

food buyers in Poland [30], Italy [28] and 

Czech Republic [29] were predominantly from 

higher income groups. 

Given the discrepancy between these 

findings and previous studies, the reasons for 

the observed results may lie in the specific 
characteristics of the local market, the overall 

availability of online organic food stores or the 

limited size of the examined sample.  

 

CONCLUSION 

The findings of this study indicate that 

consumers education level has a statistically 

significant impact on the frequency of 

purchasing organic food, while economic 

status measured by total household income, 

does not show a significant relationship. The 

hypothesis that higher education increases the 

likelihood of purchasing organic products was 
confirmed, aligning with prior regional studies. 

In contrast, the results are opposite from earlier 

research that identified income as a key 

determinant of such consumer behavior.  

When focusing especially on online 

distribution channels of organic food, the 

results show that neither education level nor 

household income level has statistically 

significant effect. Considering the relatively 

small sample of online buyers what is a key 

limitation of this study, attention should be 

given to the mild trend observed for the 
education level variable that has could reach 

significance in a larger sample. 

Further and more extensive research is 

therefore necessary to validate or challenge 

these findings. Future studies cold also 

incorporate a wider set of variables to construct 

a more detailed profile of online organic food 

consumers.  

This research contributes to a better 

understanding of the behavior of organic food 

consumers, particularly online shoppers. In an 
era where more individuals are choosing 

healthy and sustainable products, identifying 

the factors that encourage or limit such 

purchases have very high importance.  

The findings of this research may be 

valuable to organic food producers, retailers or 

other stakeholders involved in the organic food 
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market of the Republic of Srpska. The 

scientific contribution of this research lies in 

the fact that it represents the first analysis of 

this kind conducted in the observed territory, 

forming a basis for the future studies both 
regionally and internationally.  

 

DECLARATIONS OF INTEREST 

STATEMENT  

The authors affirm that there are no 

conflicts of interest to declare in relation to the 

research presented in this paper. 

 

LITERATURE  

1. Yussefi-Menzler, M. (2008). The World of 

Organic Agriculture: Statistics and 

Emerging Trends 2008 (H. Willer, & N. 
Sorensen, Eds.) (1st ed.). Routledge. 

https://doi.org/10.4324/9781849775991 

2. Đokić, N., & Milićević, N. (2016). Profil 

potrošača i prepreke za povećanje potrošnje 

organske hrane u Srbiji. Anali Ekonomskog 

Fakulteta u Subotici, 52(36), 65–77. 

3. Galić, J. (2022). Socio-demographic profile 

of organic food consumers in the Republic 

of Srpska. Anali Ekonomskog Fakulteta u 

Subotici, 58(48), 3–14. 

https://doi.org/10.5937/aneksub2248003g 
4. Radojević, V., Tomaš Simin, M., Glavaš 

Trbić, D., & Milić, D. (2021). A profile of 

organic food consumers—serbia case-

study. Sustainability (Switzerland), 13(1), 

1–22. https://doi.org/10.3390/su13010131 

5. Dangi, N., Gupta, S. K., & Narula, S. A. 

(2020). Consumer buying behaviour and 

purchase intention of organic food: a 

conceptual framework. Management of 

Environmental Quality: An International 

Journal, 31(6), 1515-1530. 

https://doi.org/10.1108/MEQ-01-2020-
0014 

6. Sudarević, T., & Radojević, V. (2018). 

Potrošački stavovi u kupovini organskih 

prehrambenih proizvoda. Agroekonomika, 

47(80), 53–63. 

https://www.agroekonomika.rs/index.php/a

rhiva 

7. Čolović, M., & Mitić, V. (2021). 

Determinant factors influencing organic 

foods purchase. Acta Agriculturae Serbica, 

26(51), 89–95. 
https://doi.org/10.5937/aaser2151089c 

8. Jarczok-Guzy, M. (2018). Obstacles to the 

development of the organic food market in 

Poland and the possible directions of 

growth. Food Science and Nutrition, 6(6), 

1462–1472. 
https://doi.org/10.1002/fsn3.704 

9. Kushwah, S., Dhir, A., Sagar, M., & Gupta, 

B. (2019). Determinants of organic food 

consumption. A systematic literature 

review on motives and barriers. 

Appetite, 143, 104402. 

https://doi.org/10.1016/j.appet.2019.10440

2 

10. Nandi, R., Bokelmann, W., Gowdru, N. V., 

& Dias, G. (2017). Factors Influencing 

Consumers’ Willingness to Pay for Organic 

Fruits and Vegetables: Empirical Evidence 
from a Consumer Survey in India. Journal 

of Food Products Marketing, 23(4), 430–

451. 

https://doi.org/10.1080/10454446.2015.104

8018 

11. Rosário, A., & Raimundo, R. (2021). 

Consumer marketing strategy and e-

commerce in the last decade: A literature 

review. Journal of Theoretical and Applied 

Electronic Commerce Research, 16(7), 

3003–3024. 
https://doi.org/10.3390/jtaer16070164 

12. Yanti, R., & David, W. (2024). The 

consumer purchase motivation of Organic 

Food in Online Retail. Asia Pacific Journal 

of Sustainable Agriculture, Food and 

Energy, 12(1), 21-27. 

https://doi.org/10.36782/apjsafe.v12i1.333 

13. Gottumukkala, M. (2023). Digital 

Marketing Strategies of Organic Food 

Products with Special reference to 

Agricultural Sector. Anvesak, 51(2), 161-

165. 
14. Roy, P., & Datta, Dr. D. (2022). Impact of 

COVID-19 on Consumer Buying Behavior 

Towards Online and Offline Shopping. 

SSRN Electronic Journal, 9(6), 678–686. 

https://doi.org/10.2139/ssrn.4205473 

15. Vučenović, S. R., Nuševa, D. P., Marić, D. 

S., Marić, R. M., Vukmirović, G. M., & 

Leković, K. P. (2021). Food Products 

Placement During Covid-19 Pandemic. 

Food and Feed Research, 48(2), 141–153. 

https://doi.org/10.5937/ffr48-34389 

https://stedjournal.com/
https://doi.org/10.4324/9781849775991


Galić, J. (2025). The impact of economic and educational status on organic food purchasing: a 

focus on online consumers. STED Journal, 7(2), 42-49. 

STED Journal 7(2). November, 2025. https://stedjournal.com/                         49 

16. Končar, J., Vučenović, S., & Marić, R. 

(2021). Challenges and Opportunities of 

Electronic Commerce in the Context of 

Global Pandemics. International Scientific 

Conference Strategic Management and 
Decision Support Systems in Strategic 

Management, 194-201. 

https://doi.org/10.46541/978-86-7233-397-

8_169 

17. Ćirić, M., Ilić, D., Ignjatijević, S., & 

Brkanlić, S. (2020). Consumer behaviour in 

online shopping organic food during the 

Covid-19 pandemic in Serbia. Food and 

Feed Research, 47(2), 149–158. 

https://doi.org/10.5937/ffr47-28815 

18. Stoica, M., Mehedintu, M., Stoian, M., 

Stancu, A., Filip, A., & Rosca, M. I. 
(2020). The Organic Food Market in 

Romania. Journal of Emerging Trends in 

Marketing and Management, 1(1), 280–

288. 

https://doi.org/10.5593/sgemsocial2015/b2

3/s7.079 

19. Peštek, A., & Hadžijamaković, N. (2024). 

Customer attitudes towards e-commerce: 

case of Bosnia and Herzegovina. CroDiM 

International Journal of Marketing 

ScienceMeđunarodni Znanstveno-Stručni 
Časopis, 7(1), 13–24. 

20. Galić, J., & Sredić, D. (2025). The Values 

and Attitudes as a driver of organic Food 

Purchase. In D. Kojić and D. Sredić (Eds.), 

XIV International confernece on social and 

technological development – STED 2025 

(pp. 339-347). Trebinje: University PIM 

Banja Luka. 

21. Scuderi, A., Bellia, C., Foti, V. T., Sturiale, 

L., & Timpanaro, G. (2019). Evaluation of 

consumers’ purchasing process for organic 

food products. AIMS Agriculture and Food, 
4(2), 251–265. 

https://doi.org/10.3934/agrfood.2019.2.25 

22. Wang, O., Somogy, S., & Charlebois, S. 

(2020). Food choice in the e-commerce era: 

A comparison between Business-To- 

Consumer (B2C), Online-To-Offline (O2O) 

and New Retail. British Food Journal, 

122(4), 1215–1237. 

23. Čolović, M., & Mitić, V. (2023). Individual 

customers characteristics and types of 

organic food. Acta Agriculturae Serbica, 

28(56), 97–106. 

https://doi.org/10.5937/aaser2356097c 

24. Dimitri, C., & Dettmann, R. L. (2012). 

Organic food consumers: What do we 
really know about them? British Food 

Journal, 114(8), 1157–1183. 

https://doi.org/10.1108/0007070121125210

1 

25. Jakubowska, D., Grzywińska-Rąpca, M., & 

Grzybowska-Brzezińska, M. (2025). Why 

Do Consumers Buy Organic? Exploring 

Motivations and Socio-Economic Patterns. 

Agriculture 15(1), 50. 

https://doi.org/10.3390/agriculture1501005

0 

26. Grzywińska-Rąpca, M., Grzybowska-
Brzezińska, M., Jakubowska, D., & 

Banach, J. K. (2025). The Perception of 

Organic Food Characteristics and the 

Demographic and Social Profile of 

Consumers: A Study of the Polish Market. 

Foods, 14(2), 1–18. 

https://doi.org/10.3390/foods14020308 

27. Tepavčević, J., Blešić, I., Todorović, M., & 

Petković, T. (2025). Organic and functional 

food consumption: a sociodemographic 

perspective. BizInfo Blace, 16(1), 77-
85. https://doi.org/10.71159/bizinfo250009

T 

28. Dominici, A., Boncinelli, F., Gerini, F., & 

Marone, E. (2021). Determinants of online 

food purchasing: The impact of socio-

demographic and situational factors. 

Journal of Retailing and Consumer 

Services, 60, 102473. 

https://doi.org/10.1016/j.jretconser.2021.10

2473 

29. Zámková, M., Rojík, S., Prokop, M., 

Činčalová, S., & Stolín, R. (2022). Czech 
Consumers’ Preference for Organic 

Products in Online Grocery Stores during 

the COVID-19 Pandemic. International 

Journal of Environmental Research and 

Public Health, 19(20), 1–14. 

https://doi.org/10.3390/ijerph192013316 

30. Bryła, P. (2018). Organic food online 

shopping in Poland. British Food Journal, 

120(5), 1015–1027. 
https://doi.org/10.1108/BFJ-09-2017-0517

https://stedjournal.com/
https://doi.org/10.46541/978-86-7233-397-8_169
https://doi.org/10.46541/978-86-7233-397-8_169
https://doi.org/10.5937/ffr47-28815
https://doi.org/10.5593/sgemsocial2015/b23/s7.079
https://doi.org/10.5593/sgemsocial2015/b23/s7.079
https://doi.org/10.71159/bizinfo250009T
https://doi.org/10.71159/bizinfo250009T
https://doi.org/10.1016/j.jretconser.2021.102473
https://doi.org/10.1016/j.jretconser.2021.102473
https://doi.org/10.3390/ijerph192013316

