
World Applied Sciences Journal 8 (11): 1298-1303, 2010
ISSN 1818-4952
© IDOSI Publications, 2010

Corresponding Author: Seyed Abolghasem Sadati, Khozesatan Province, Hendijan County, Islamic Azad university 
1298

Survey Consumer Attitude Toward Barriers of 
Organic Products (OP) in Iran: A Case Study in Gorgan City

Seyed Abolhasan Sadati, Seyed Abolghasem Sadati,1 2

Hossain Shaabanali Fami and Parastoo Taher Tolou Del3 4

Department of Agricultural Extension and Education, College of Agricultural134

Economics and Development, the University of Tehran-Karaj-Iran
Islamic Azad University, Hendijan Center, Iran2

Abstract: The main purpose of this study was survey consumer attitude toward barriers of consumption
organic products (OP). The target population in this research includes all citizen of Gorgan city of Golestan
province of Iran. 150 people were selected by simple random sampling method by using Cochran's table and
tools for collected data was questionnaire. Reliability of questionnaire with Cronbach’s alpha estimated more
than 0.7. Data analyzed with SPSS and Principal component analysis was used as main statistical technique to
analyze the data. According to result of factor analysis test barriers of OP consumption categorized in four
factors as: Institutional barriers (15.75%), Feed quality barriers (15.54%), Cultural barriers (14.37%) and
Economical barriers (9.43%). These factors explained about 55% of the total variance of the research variables.
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INTRODUCTION quality concerns and exploratory food buying behavior,

Various scandals that have happened in the food value, taste, freshness and price [3-5]. Some studies also
industry, as well as illnesses and the environmental reveal a variety of other purchase motives that seem to
pollution caused by the chemical additives and hormones reflect national interests, such as “support to organic
used during agricultural production, have caused farmers” for German consumers or “animal welfare” for
consumers to be more sensitive about food products. The British consumers. On the other hand, the reasons that
organic farming that has emerged at this point is a method account for a reversal in favorable attitude towards
of agricultural production that does not upset the balance organic products are price and availability [3, 6], lack of
of nature, does not cause pollution and does not have some special value in the eyes of consumers [4] and
harmful effects on humans and other living creatures and doubts about product guarantees, lack of promotion and
which aims to produce clean and certified products whose misunderstanding of organic ways of production.
production process is controlled from the beginning up to It is generally recognized that, despite the green trend
the point of consumption [2]. The demand for organic in consumer values and attitudes, there are still different
foods is increasing at a rate of 20% globally and the retail barriers to the diffusion of the ecologically oriented food
sales value of organic products in 2007 was estimated to consumption style. The barriers of organic food
be $40bn [2]. consumption stressed in the marketing literature include,

Most of the studies mentioned above have for example, consumers’ reluctance to pay higher costs,
investigated how consumers perceive the organic not only in money but also in time and effort, usually
concept, the issues related to the demand for organic associated with organic products and their unwillingness
produce, consumers’ attitudes and the factors that to accept sacrifices in the subjectively perceived quality
facilitate  or hinder the acceptance of these products. of the organic variant [7]. Asp [8] identifies a number of
They reveal that purchase motives are attributed to factors and barriers that influence food decision made by
environmental and health consciousness, safety and individual consumers.

as well as to specific product attributes such as nutritional
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Several researches have focused on the obstacles A questionnaire was assessed for content and face
hindering organic food demand expansion. Higher prices validity by a panel of experts consisting of faculty
and products shortage in supermarkets should be members  in  University  of  Tehran.  After  pilot  test  by
mentioned as the most relevant ones [6, 9, 10] together 30 members, Cronbach’s alpha, an internal consistency
with the degree of relative satisfaction in relation to measure, was used to estimate the reliability of
conventional food organic products and the level of questionnaire. The reliability  for the items was found to
information about food quality consumers have access to. be acceptable (alpha> 0.7). Minor changes were made to
[4, 11-13] asserted that prices are strong restrictive factors improve the clarity and readability of the instrument.
against organic market expansion. [14] affirmed that the Answers were given using a 5- point Likert scale where
price premiums over conventional prices can become a responses ranged from 1= Strongly Agree to 5= Strongly
barrier to those consumers who do not buy organics Disagree.
regularly. Due to the significant differences between WTP Then,  last  section  includes  demographic
and current price premiums, organic food prices constitute information of consumers. The data was analyzed by
a major obstacle to organics trading, at least from a Statistical Package for  the  Social  Sciences  (SPSS).  Data
consumers´ viewpoint [15, 16]. analysis  was carried out in two sections, consisting data

Factors found to limit organic food choice are high description (frequencies, percentage, cumulative
price, limited availability and satisfaction with percentage and median, SD and CV) and factor analysis
conventional food, lack of trust and lack of perceived were also used to reach the research objectives.
value [3, 5].

The most important factor responsible for Polish RESULTS AND DISCUSSION
consumers’ not purchasing organic food is lack of
information and its absence in local or most frequently Agriculture   Organic    Product   Consumers'  Profile:
visited shops [17]. Another issue that shapes consumers A total of 154 complete questionnaires were collected.
interest in the purchase of organic food is the lack of The results showed that gender combination of organic
confidence in the reliability of information on organic product consumers was consisted of 49.3% female and
products [18]. 50.7% male. The average age of respondents were 39

Lack of organic food availability in store is as one of years, most of the respondents were in the age from 17-70.
the barriers to consumer purchase [3]. Availability refers The average of consumer's income was 5153$ per month.
to the ease of difficulty to obtain or consumer a specific Minimum income were 2000US$ and maximum were
products. Although the motivation or intention is high 40000US$ per month.
but it is impossible to transform the intention into practice
due to low availability [19]. The Price of Agriculture Organic Products (OP) for

Several studies [20-28] note that one of the most Consumers: the results of the study showed that 13% of
substantial barriers to the penetration of organic goods is respondents the price of OP is "much more" than same
that it is difficult for consumers to locate and identify the inorganic products. 60.6% of them said that OP's price is
organic commodities and that only a few organic products "a little more" than inorganic products. 20.7% of
are offered regularly in supermarkets. respondent believed that there was not difference

[29] mentioned that main barriers for not purchasing between the price of organic and inorganic Products and
organic foods in Denmark are too high price premiums, they are equal in price and 3.3% and 2.2% of OP
poorer appearance and lack of trust in control. [21, 26, 28, consumers had said that the price of these products were
30-32] point to high price premiums to be one of the most "lower" and "very lower" than same inorganic products
important reasons for not buying organic foods. in market.

METHODS AND MATERIALS Consumer's Satisfactions of the Price of Agriculture

The  statistical  population  of  the  study consisted before, were interviewed. 32 respondents (34.8%) were
of  citizen  of  Gorgan city of Golestan province in Iran. unsatisfied from OP's Price. 29 consumers (31.5%) was
The sample size was determined by using Cochran's indifferent to the price of OP and 31 consumers (33.7%)
formula.   However,   the   sample   included   150  people. said that they were satisfied from high price of OP.

OP: In  a  question  the  people  who  had  used OP
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Table 1: Ranking of barriers of organic products

Descriptions Mean SD CV Rank

Lack access to necessary information on organic products. 4.36 0.871 0.199 1
Amount of OP are not enough. 3.76 0.809 0.215 2
In all regions no access to organic products. 3.90 0.844 0.216 3
Do not exist suitable Places for supply OP. 3.81 0.841 0.221 4
Do not exist necessary standards about OP. 3.61 0.873 0.242 5
Types of OP are less than non-organic products. 3.45 0.848 0.246 6
Does not exist appropriate custodian for monitoring on production methods of OP. 3.72 0.918 0.247 7
Culture required for OP consumption does not exist. 3.83 1.002 0.262 8
Price 0f OP are high than non-organic products. 3.73 1.005 0.269 9
do not access to these products in all seasons Due to low amount in production of OP. 3.14 0.874 0.278 10
There is a little ability for choice OP for consumption. 3.08 0.888 0.288 11
I prefer non-organic products according to Purchasing habits. 3.37 0.956 0.284 12
I do not have trust about methods of product OP. 2.91 0.843 0.290 13
There is no guarantee about safety of OP. 2.75 0.845 0.307 14
Nutrients of OP are low than non-organic products. 2.29 0.832 0.363 15
Taste of non-organic products are better than OP. 2.44 0.902 0.370 16
Quality of OP is lower than non-organic products. 2.54 1.030 0.405 17

Table 2: KMO measure and Bartlett’s test to assess appropriateness of the data for factor analysis

Bartlett’s test of sphericity
----------------------------------------------------------------------------------------------------------------------------------

KMO Approx. chi- square Sig.

0.653 1850.905 0.000

Proriety Setting of Barriers on Consuming Organic Factor 1: 15.753 percent of the total variance explained,
Products: For priority setting of barriers on consuming comprising the following seven variables: Lack of access
organic products in Gorgan County was used of the to necessary information on organic products; do not
coefficient of variation. For this purpose, 17 items was access to these products in all seasons Due to low
presented to respondents and asked them about your rate amount in production of OP; Amount of OP are not
of each of these items giving a score from 0 to 5 take enough; In all regions no access to organic products; Do
Likert scale. According to research findings “Lack access not exist necessary standards about OP; Do not exist
to necessary information on organic products", "Amount suitable Places for supply OP; and Do not exist
of OP are not enough" and "In all regions no access to appropriate custodian for monitoring on production
organic products" were of high priority. methods of OP. This factor is named "institutional

Factor  Analysis   of   Barriers   of   Organic   Products: (Table 4).
A series of exploratory factor analyses using the 17
variables with Varimax as a rotation method and Eigen Factor 2: 15.535 percent of the total variance explained,
values greater than 1 as a cut-off point for the number of comprising the following six variables: Quality of OP are
factors extracted. The analyses eventually resulted in the lower than non-organic products; Taste of non-organic
selection of three-factor barriers based on out of the 17 products are better than OP; nutrients of OP are low than
initial variables. These factors accounted for 55.083 non-organic products; There is no guarantee about safety
percent of the total variance explained by the model. Items of OP; Types of OP are less than non-organic products;
in these three-factor barriers loaded higher than 0.50 on and There is a little ability for choice OP for consumption.
each factor. KMO value was 0.653 and Bartlet statistic This factor is named "feed quality barriers" and Loadings
was 1850.905 significant at 1% level, which implies ranged from 0.598 to 0.693 (Table 5).
appropriateness of extracted variables for factor analysis.
Extracted factors, Eigen value, variance percentage and Factor  3:  14.365  percent  of  the  total variance
Cumulative percentage have shown in Table 3. The three explained, comprising the following there variables:
Factors, Which Extracted, Are as Follows: Culture   required   for  OP  consumption  does   not  exist;

barriers"  and  Loadings  ranged  from  0.531  to  0.782
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Table 3: Number of extracted factors, eigenvalues and variance explained by each factor
factors eigenvalue % of variance Cumulative% of variance
1 2.678 15.753 15.753
2 2.641 15.535 31.288
3 2.442 14.365 45.653
4 1.603 9.430 55.083

Table 4: Variables loaded in the first factor using varimax rotated factor analysis
Name of factor Variables loaded in the factor Factor loadings
Institutional barriers Lack of access to necessary information on organic products 0.667

do not access to these products in all seasons Due to low amount in production of OP 0.765
Amount of OP are not enough. 0.682
In all regions no access to organic products 0.782
Do not exist necessary standards about OP 0.651
Do not exist suitable Places for supply OP 0.573
Do not exist appropriate custodian for monitoring on production methods of OP 0.531

Table 5: Variables loaded in the second factor using varimax rotated factor analysis
Name of factor Variables loaded in the factor Factor loadings
Feed quality barriers Quality of OP are lower than non-organic products 0.512

Taste of non-organic products are better than OP 0.693
nutrients of OP are low than non-organic products 0.578
There is no guarantee about safety of OP 0.508
Types of OP are less than non-organic products 0.532
There is a little ability for choice OP for consumption 0.522

Table 6: Variables loaded in the third factor using varimax rotated factor analysis
Name of factor Variables loaded in the factor Factor loadings
Cultural barriers Culture required for OP consumption does not exist 0.512

I do not have trust about methods of product OP 0.515
I prefer non-organic products according to Purchasing habits 0.502

Table 7: Variables loaded in the forth factor using varimax rotated factor analysis
Name of factor Variables loaded in the factor Factor loadings
Economical barriers Price 0f OP are high than non-organic products 0.765

Fig. 1: The barriers for consumption organic products between consumers
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I do not have trust about methods of product OP; and I 2. Ramdan, M., 2005. Consumer Consumption and
prefer non-organic products according to purchasing
habits. This factor is named “cultural barriers” and
Loadings range from 0.502 to 0.515 (Table 6).

Factor 4: 9.43 percent of the total variance explained,
comprising the following variable: Price 0f OP are high
than non-organic products. This factor is named
“economical barriers”. (Table 7). The result of factor
analysis showed in Figure 1.

CONCLUSION

Despite developed in consumption organic product,
some barriers caused that people do not use OP. propose
of this study was identifying and categorized these
barriers. Poor knowledge of the certification process and
do not exist necessary standards, Do not exist suitable
Places for supply OP, lack access to organic products and
exist suitable places for supply OP are barriers that
categorized in the institutional barriers that according to
result of study was is the main limiting factor for
consumption OP. In order to cope with this problem must
provide suitable places for supply OP and increased
amount of products and create necessary standards for
these types of products.

Feed quality barriers appeared to be the second
problem facing organic consumption. According to this
factor Quality of OP are lower than non-organic products,
Taste of non-organic products are better than OP,
nutrients of OP are low than non-organic products, There
is no guarantee about safety of OP, Types of OP are less
than non-organic products and There is a little ability for
choice OP for consumption that these factor caused by
lack knowledge about OP. In order to solve this problem
recommended that consumers’ knowledge about OP
increased by training and type of organic production will
increase.

Cultural barriers were identified as the third factor
effective on do not consumption of OP. Coinciding with
this latter challenge, the following reciprocity
recommended that Should focus on rising awareness of
organic logo and on strengthening trust in organic food
certification. Finally, OP consumption faces economical
barriers. According to this factor consumer argued that
OP prices are more than non-organic products.
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